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Preface 


For all of our adult lives, each of us has studied, taught, consulted, coached, and 
written about human communication. We enjoy speaking in front of groups and 
look forward to listening to good presentations. We remain in awe of people 
whose presentations have the power to inspire and inform. Great speakers move 
people and nations-they can change the world with their words. 

We both became interested in communication in high school, when we com- 
peted on our respective schools’ debate and public speaking teams. In college, we 
both discovered that we could continue to compete and even take classes in 
speech communication! We knew that learning to speak comfortably in front of 
groups was more than a competitive skill; it was a survival tool. 

Whether we were speaking to classmates, professors, colleagues, friends, or 
the public, our speaking ability helped determine whether we achieved personal 
and career success, whether we were respected by those around us, and whether 
we were included in the social and political life of our community. By the time 
we entered graduate schools, our career paths were clear. Both of us became com- 
munication professors. John Daly now teaches communication at the University 
of Texas at Austin. Isa Engleberg is a vice president at Prince George’s Commu- 
nity College in Largo, Maryland, where she holds the title of professor of speech 
communication. 

We also find ourselves seeking opportunities outside the classroom to help 
people become better speakers. While most people don’t make many presenta- 
tions, the ones they do make are often critical to their personal and professional 
success. From our more than fifty combined years as communication instructors 
and speech coaches, we know that most people can become mote effective pre- 
senters with study and practice. 

Very simply, we wrote this book because we are passionate about the impor- 
tance of good speaking. The challenge of helping speakers decide what to say and 
how to say it still excites and interests us. And it’s something we want to share. 





Presentations in Everyday Life: Strategies for Effective Speaking integrates the scholar- 
ship and theory of presentation speaking with the needs of today’s diverse college 
students. Our research and writing have been guided by an overriding principle 
that asks, “What do speakers want and need to know?” Although we recognize 
that what speakers want (“I want to get rid of my nervousness”) may not be what 
they need (to learn how to reduce and adjust to the natural consequences of pres- 
entation anxiety), we have honored their expressed concerns and provided prac- 
tical, time-tested answers to their questions. At the same time, we have made a 
concerted effort to apply the best communication theory and research to practi- 
cal strategies and skills. 

Questions asked by students, colleagues, clients, and public speakers led us to 
pose a critical question to ourselves: What do real people want and need to know 
about presentation speaking? This question both inspired us to write this book 
and planted the seeds of the real-world approach we take to the subject of presen- 
tation speaking. We actualize our real-world focus in two significant ways. We ex- 
plain how to use communication strategies and skills when making a presentation, 
and we respond to the needs of real-world speakers. 
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Emphasizing How to Speak. Unlike textbooks that primarily describe what to 
do when making a presentation, Presentations in Everyday Life teaches speakers 
how to do it. For example, rather than telling readers to make sure they speak 
loud enough, we explain how to increase volume, how to speak with or without a 
microphone, and how to adjust to different surroundings (see Chapter 14). 
Rather than just listing a variety of ways to organize an informative presentation, 
we explain how to select effective strategies for achieving a specific, informative 
purpose (see Chapter 17). Teaching speakers how goes well beyond what because 
it gives them a repertoire of communication strategies and skills that can be 
adapted to any speaking situation. 


Surveying Real-World Speakers. Most students take.a speech course for a se- 
mester, yet are real-world speakers for the rest of their lives. Understanding this 
reality, we teamed up with Houghton Mifflin to design, conduct, and analyze 
some non-traditional market research: We sent surveys to individuals from all 
walks of life who had bought books on speaking over the past year. We asked 
them what they wanted to learn about presentation speaking and which commu- 
nication strategies and skills they relied on the most in their professional lives. 
We also asked them to volunteer stories about their successes and frustrations as 
presenters. 

The results of this research were both predictable and surprising. For exam- 
ple, although respondents acknowledged concerns about their delivery skills and 
speech anxiety, they were much more interested in learning how to prepare sub- 
stantive, engaging presentations. Their insights and needs helped us link commu- 
nication scholarship to the real world of presentation speaking. The stories they 
shared provide an added dimension to the textbook. Not only do they give us 
genuine and often amusing examples, they also reveal a sophisticated apprecia- 
tion of the importance and consequences of effective communication. 






We fully recognize that like us, the majority of instructors who adopt this text- 
book have strong opinions about course content as well as tried-and-true teach- 
ing methods. We know that a textbook is no substitute for the professional 
mastery that comes from years of teaching. At the same time, we know that some 
instructors will be new to the teaching profession and that their choice of text- 
books may influence their development into seasoned professionals. In order to 
serve the needs of both types of instructors, we have retained the content and 
logical sequence of topics that can be found in other textbooks while adding sev- 
eral innovative features. 


Tradition. Like most other textbooks in the field, ours begins with an introduc- 
tion to the basic principles of presentation speaking and moves through consid- 
erations of topic selection, audience analysis, supporting material, organization, 
delivery, and the application of communication principles to informative, persua- 
sive, and special occasion presentations. Our chapters, however, are modular in 
design, providing instructors with the flexibility to make assignments that mix 
different chapters in different ways, depending on their goals. 

As a way of focusing on how to speak and the needs of real-world speakers, we 
have split several traditional chapters into smaller units. For example, whereas 
other textbooks may devote only one or two chapters to delivery, our Part V in- 
cludes four brief chapters. One focuses on preparation and practice, the second ad- 
dresses vocal delivery, the third highlights physical delivery and adapting to 
mediated presentations, and the fourth explores developing and using presentation 


aids. The appearance of twenty-one chapters should neither alarm instructors nor 
hinder instruction. Well-established course competencies and teaching techniques 
will work just as well with these smaller, more precise chapters. Our modular ap- 
proach also enables us to cover the traditional topics and simultaneously provide a 
“home” and focus for materials that are missing from or randomly scattered 
throughout other textbooks. 


Innovation. In addition to including traditional content, several innovations 
demonstrate our how focus for real-world speakers. For example, 


e We emphasize presentation speaking rather than public speaking. As we see it, 
presentation speaking is a broader term that refers to any time a speaker gen- 
erates meaning and establishes relationships with audience members. Public 
speaking more narrowly focuses on less common, more formal speeches de- 
livered to public audiences in public settings. 


e We develop a Dynamic Presentation Model that focuses on the realities of 
real-world presentation speaking. Chapter 1 introduces the seven basic encod- 
ing principles of the model, which are reinforced throughout the textbook 
and applied to all types of presentations. 


e In Chapter 2, “Critical Thinking and Listening,” we both link these skills to 
one another and demonstrate their applicability to speakers and listeners alike. 


e In Chapter 3, “Building Presentation Confidence,” we rely on current research 
in communication apprehension to help students understand and deal with 
presentation anxiety. 


e In a special section of Chapter 9, “Organizational Tools,” we present alterna- 
tive methods (beyond outlining) for discovering and organizing the key 
points and supporting material in a presentation. 


e At the center of the textbook, Chapter 11, “Speaker Credibility and Ethics,” 
connects these concepts to one another and to the basic principles of presen- 
tation speaking. 


¢ Chapter 12, “Generating Interest,” was created in response to the number one 
concern of our survey respondents: “How can I make my speeches more in- 
teresting?” This unique, pivotal chapter focuses on the effective use of lan- 
guage, stories, humor, and audience participation and serves as a bridge to the 
applied chapters in the remainder of the book. 


e In Chapter 17, “Developing Informative Presentations,” we recommend 
rhetorical strategies for informative speaking based on matching audience 
analysis with appropriate organizational patterns, supporting material, and 
explanatory techniques. 


¢ In Chapters 18 and 19, we cover theoretical and practical approaches to per- 
suasion, including clear explanations of critical theories and how they can be 
applied to everyday examples of persuasive communication. 


© We include a final chapter, “Speaking in Groups,” that applies the textbook’s 
basic encoding principles to public groups, teams, and working groups. 





To help readers understand and master materials presented in this textbook, we 
have developed special pedagogical features that reflect our teaching styles and 
professional expertise. The questions that open each chapter and those that ap- 
pear in the Frequently Asked Questions (FAQs) features emerged from recurring 
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questions we have been asked by our students, survey respondents, and real- 
world speakers. The TIPs reflect “trade secrets” and “insider information” we 
share with our students and clients. All of these features help students master the 
content because they are based on many years of successful teaching, scholarly 
research, and personal experiences. We know these features work because we have 
used them to great advantage with thousands of speakers. 


¢ Opening Questions. Every chapter opens with a set of questions commonly 
asked by students, instructors, and/or survey respondents. The chapter con- 
tent answers these questions and the end-of-chapter summaries repeat them, 
this time with brief answers based on the chapter’s content. 


¢ FAQs (Frequently Asked Questions). We provide short answers to fre- 
quently asked questions such as “How many key points should I include?” 
(Chapter 9), “How do I avoid saying um and uh so often?” (Chapter 14), 
“What should I do with my hands?” (Chapter 15), and “How do I find com- 
mon ground?” (Chapter 18). 


e TIPs. Advisory paragraphs provide “insider information,” cautionary notes, or 
reminders, such as “Never tell an audience that you are nervous” (Chapter 3), 
“Appeal to varied learning styles” (Chapter 16), and “Evidence can change at- 
titudes” (Chapter 19). TIPs provide sound advice in an encouraging tone. 


¢ Real World, Real Speakers. Real-world stories told by respondents to our 
survey, the authors, students, and fellow speakers appear throughout the text 
to illustrate communication principles and strategies. The stories also rein- 
force the power of narratives as a rhetorical device and capture the tone and 
perspectives of our storytellers. 


e Mini-Modules. Most chapters include a Mini-Module, a brief, boxed discus- 
sion of an optional technique often ignored by other textbooks, such as “Inter- 
viewing for Information” (Chapter 7), “Telling Stories” (Chapter 12), “Using a 
Microphone” (Chapter 14), and “Handling Hostile Questions” (Chapter 20). 


¢ Slides. Every chapter includes several summary and preview lists of core prin- 
ciples and strategies, such as “Top-Ranked Speaking Skills” (Chapter 1), “A 
Purpose Statement Should Be . . .” (Chapter 4), “Tests of Supporting Material” 
(Chapter 7), and “Benefits of Eye Contact” (Chapter 15). These are also avail- 
able as downloadable PowerPoint slides from the companion Web site. 


¢ Web Site Screens. Screen shots and URLs for Web sites such as www.gallup. 
com (Chapter 5), www.libraryspot.com (Chapter 12), www.clipart.com (Chap- 
ter 16), and www.intellectualcapital.com (Chapter 18) provide an added re- 
source to help students understand communication strategies and master 
speaking skills such as audience adaptation, researching supporting material, 
using presentation aids, and analyzing arguments. 






We took on the challenge of adapting our textbook to the varied learning styles 
of our readers. We know, for example, that some students learn better by reading 
about the principles and strategies of good speaking. Others need real-world ex- 
amples to demonstrate the principles in action. Some learners always pose ques- 
tions that must be answered before they can master a skill. 

We have tried to practice what we preach about audience adaptation: 


¢ For students who learn best by reading about communication principles, we 
offer detailed explanations of both theories and speaking strategies, supported 
by multiple examples. 


e For those experiential learners who need to see principles in action, we have 
included many excerpts from student and real-world presentations through- 
out the textbook and seven complete presentations in Appendix A. 


¢ For learners with a visual orientation, we have included summary and pre- 
view slides, charts, tables, photographs, diagrams, drawings, Web site screens, 
and highlighted FAQs and TIPs. 


And to keep all of our readers interested and engaged, we have included sce- 
narios, dialogues, outlines, real-world stories, Mini-Modules, and short question- 
naires written in clear, vivid language and even with a sense of humor. These 
strategies, which we also recommend in Chapter 12 for generating interest, are 
more than good writing principles. They help us capture reader attention and ul- 
timately enhance interest, understanding, and learning. 





By enlisting the resources of our publisher, we provide a full range of ancillary 
materials for both instructors and students. 


The comprehensive Instructor’s Resource Manual, by Dianna Wynn and Isa 
N. Engleberg, can be adapted to a variety of course formats and teaching styles. 
Features that often appear at the end of textbook chapters are included in the 
manual. Our rationale for moving this information to the manual is twofold. 
First, many end-of-chapter features are not used by instructors or students. We 
would rather devote our space to chapter content and let instructors decide 
which features to include or use in class. Second, many end-of-chapter features 
(instruments, exercises, evaluation forms) are difficult to use in class because they 
are part of the textbook. By putting these features in photo-ready form in the 
manual (and providing textbook adopters with an easy-to-modify computer 
disk), we enable instructors to adapt and use the material more easily. They also 
can decide which resources best meet the needs of a particular class. The Instruc- 
tor’s Resource Manual includes the following elements: 


e Sample syllabi 

e A chapter-by-chapter test bank of objective and essay questions 
e Ready-to-use speaking assignments for every chapter 

e Ready-to-use writing assignments for every chapter 


e Ready-to-use assessment instruments, including presentation evaluation 
forms, student feedback forms, and self-evaluation forms 


e Chapter-by-chapter exercises with accompanying teaching tips 
e Photo-ready graphics for use as transparencies or handouts 

e An instructor’s resource library 

e Guidelines for using the manual and its pedagogical features 

e Techniques for videotaping and assessing student presentations 
e Distance learning guidelines and techniques 

Other instructor’s ancillaries include: 


e A Computerized Test Bank, available in both PC and Mac formats, in- 
cludes all the test items from the Instructor’s Resource Manual. 


e A PowerPoint Presentation Program includes all the “Slides” from the 
text in addition to other downloadable assets. 
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e A Companion Web Site includes links to all screen shots shown within the 
chapters, as well as research sites, exercises, the “Slides,” and other ancillary 
materials for instructors and students alike. 


¢ A Contemporary Great Speeches Video and a compilation of Student 
Speech Videos, in addition to other video opportunities, are available to 
textbook adopters. Ask your Houghton Mifflin representative for details. 


¢ Blackboard and WebCT Course Cartridges, which contain text-specific 
resources including lecture outlines, suggested classroom activities, and 
assignments. 


Student resources: 


e The Speech Preparation Workbook contains activities and skeleton out- 
line formats for the major presentations discussed in the textbook and as- 
signed in the Instructor’s Resource Manual. 


e The Multicultural Activities Workbook for the Public Speaking 
Classroom. 


e A student-focused Companion Web Site includes exercises and activities to 
further develop student skills, such as A Cyber Evaluation (ACE) online 
chapter quizzing, hot links to research sites, and links to all screen shots 
found in the text. 


e The Real Deal Upgrade CD is a student study aid CD-ROM available for 
free with the text. 





We extend our sincere appreciation to the following reviewers, whose excellent 
suggestions and comments helped shape the final form of Presentations in Every- 
day Life: 


Tim Borchers, Moorhead State University; Harold Borden, El Camino College; Au- 
drey Boxman, Merrimack College; R. D. Britton, Suffolk Community College; Jeff 
Butler, University of Central Florida; Lori A. Byers, Spalding University; Robert E. 
Gwynne, University of Tennessee—Knoxville; David S. Hopcroft, Quinebaug Valley 
Community Technical College; Kimberly Howard, Walla Walla College; Karen Huck, 
Central Oregon Community College; Richard Ice, St. John’s University; Charles J. 
Korn, Northern Virginia Community College—Manassas; Rick Maxson, Tennessee 
Technical University; Janette Kenner Muir, George Mason University; Terri Re- 
herman, San Juan College; Kellie W. Roberts, University of Florida; Cameron Smith, 
Community College of Southern Nevada; Glynnis Holm Strause, Coastal Bend Col- 
lege (formerly Bee County College); Jennifer Van Kirk, University of Illinois at Urbana- 
Champaign; Karin A. Wilking, Rochester Community and Technical College; Dianna 
Wynn, Midland College. 


Although the title page of this book puts our names front and center, the 
project would never have seen the light of day without the work of a special trio 
of professionals: George Hoffman, Karla Paschkis, and Dianna Wynn. George, our 
sponsoring editor, helped us transform a bare-bones vision into a fully realized 
textbook. We also thank George for delivering us into the capable hands of Adam 
Forrand, who took the helm of this project when George was promoted—quite 
deservedly, we would add—to Executive Editor, Business and Communication. 
We bless the day Karla Paschkis became our developmental editor. Her good hu- 
mor, professionalism, common sense, and genius helped us improve our ragtag 
manuscript. Rounding out the invincible trio is Dianna Wynn, a colleague and 


speech communication instructor at Midland College in Texas, who did more 
than her share as a reviewer while co-authoring the excellent Instructor’s Re- 
source Manual that accompanies this textbook. 

If it takes a village to raise a child, it takes a team of publishing professionals 
to create a textbook. We extend heartfelt thanks to Walter Cunningham, Pamela 
Laskey, Stephanie Jones, Jennifer Wall, Henry Rachlin, Ann Schroeder, Jennifer 
Meyer Dare, Tamela Ambush, and Sarah Godshall, whose contributions in re- 
searching, marketing, designing, photo researching, art development, and pro- 
duction personified the principle of group synergy. We also thank Houghton 
Mifflin’s College Division president, June Smith, for making a major commitment 
to us by delegating such exceptional talent to this project. 


John A. Daly 
Isa N. Engleberg 
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Chapter! 
Presentation Speaking 


Chapter 2 
Critical Thinking 
and Listening 


Chapter 3 
Building Presentation 
Confidence 





® 
Pres entati on -> What do real-world speakers want to know 


about presentation speaking? 


: >> What's the difference between a presentation 
p e a in J and a public speech? 


>> What basic principles underlie all types of 
presentation speaking? 





How do speakers and listeners work together 
to communicate? 


>> How can a theory make me a better speaker? 


: § here are dozens of public and presenta- 
: tion speaking books on the shelves of 
& most retail bookstores. Some of their ti- 
tles are practical—Speaking Your Way to the 
Top, Writing Great Speeches, High-Impact 
Presentations. Other titles are somewhat 
bizarre—! Can See You Naked, I’d Rather Die 
than Give a Speech, and What to Say When 
You're Dying on the Platform. Both types of 
titles provide some insight into their topics. 
The practical titles presume a compelling 
need for presentation speaking skills in 
business and career settings. The “weird” 
titles tap into the underlying anxiety that 
often accompanies the prospect of having 
to speak in front of an audience. Both sets 
of titles have merit. Most people will have 
to make presentations, even though mak- 
ing them can create anxiety. 

By calling our book Presentations in 
Everyday Life: Strategies for Effective Speak- 
ing, we are placing it squarely in the practi- 
cal category. Our subtitle—Strategies for 


3 
Effective Speaking—indicates that being an effective speaker requires strategic de- eiacr 
cision making about everything from organizing your content to developing a Presentation Speaking 
strong and clear speaking voice. To become an effective speaker, you must go 
well beyond the books that offer “secrets,” “tips,” “checklists,” and “recipes for 
success.” We believe that effective communication—be it between two people or 
in front of thousands—requires an understanding of communication theory and 
research. To that end, we dedicate ourselves to backing up our advice with that 
of the best communication scholars and researchers we know. Presentations in 
Everyday Life does more than offer advice about what to do when you have to 
speak—it explains how to speak and why the advice works. 


(E The Real World of Presentation Speaking 


What do real people want to know about presentation speaking? This question 
prompted us to write this textbook. In cooperation with the Market Research 
Department of our publishers, Houghton Mifflin Company, we designed and 
conducted a national survey aimed at answering this question. Instead of survey- 
ing faculty or students, we sent a questionnaire to people at business addresses 
who had bought one or more commercially available books on public speaking 
within a one-year period. We wanted to learn which topics were most important 
to consumers beyond the college classroom. After all, you may be a student 
speaker for only one brief semester—and a “real-world” speaker for the rest of 
your life! 

Our questionnaire included a checklist and one open-ended question: “Can 
you tell us about a situation in which you had to prepare and deliver a speech or 
presentation and why you think it was successful or unsuccessful?” The respon- 
dents’ answers are gems. We have stories about speaking triumphs and disappoint- 
ments. People shared their “secrets” of good speaking as well as their anxieties. We 
discovered that even the most experienced and successful speakers are still look- 
ing for ways to improve. You will find some of these real-life stories throughout 
this book and, we hope, will identify with the challenges these speakers faced and 
learn from the ways in which they met those challenges. 





Without going into significant detail, we would like to share a few notable results 
from our survey. But please do not draw any broad conclusions. Remember that 
this survey was sent to a specific type of audience— 
working professionals who had purchased a book on 
public speaking during a one-year period. And as 
with any other opinion survey, there are no “right” 
answers. Rather, our results give a rough sketch of 


. Keeping your audience interested 


what motivated book buyers wanted to learn about UU TUT USC UT cL 
becoming better speakers. eee LUC 
What do you think mattered most to our book . Organizing your presentation 
buyers? The top six concerns are listed to the right. Barr ircrerrt niin rth 
Many students enter public speaking classes atin Teenie lien 


filled with anxiety, and if you’re one of them, you 
may wonder why overcoming nervousness didn’t 
make the top of the list. We wondered, too, but fig- 
ured it out when we analyzed our results. Our re- . Understanding and adapting to 
spondents reported that they do feel anxious but your audience 
have learned to compensate for or mask their anxiety ot 


. Deciding what to say (choosing a 
topic or an approach) 





a 
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Chapter 1 
Presentation Speaking 





by being well prepared. In this light, the lower rating for speaking anxiety is un- 
derstandable. Learning how to speak was more important to our group of book 
buyers than overcoming anxiety. And as we’ll see in Chapter 3, “Building Presen- 
tation Confidence,” becoming a skilled speaker is actually one of the more effec- 
tive means of reducing nervousness. 

We drew one more conclusion from analyzing the results of our survey and 
thinking about our own students’ needs. Regardless of his or her level of speak- 
ing experience and ability, everyone has questions about how to become a better 
speaker. Sometimes the questions are enormous in scope: Where do I start? 
Sometimes they’re very specific: What should I do with my hands when I speak? 
Because the answers to questions like these can make a big difference in a pres- 
entation’s outcome, we have structured the entire book around asking the ques- 
tions our students ask us most often and exploring their answers. 






A few years ago, an article appeared in the New York Times! with the headline 
“Meek and Mumblers Learn Ways of Getting a Word In.” The article describes 
how more and more people are devoting time, money, and energy to improving 
their speaking skills. Why? The article’s examples demonstrate how important 
presentation speaking has become for achieving personal and career success. 


» One 14-week public speaking course offered by Dale Carnegie & Associates, 
Inc., attracted 117,000 students and garnered $100 million in revenue. 


} Toastmasters International, the best-known nonprofit organization whose 
mission is to improve public speaking, has enjoyed a 7 percent annual in- 
crease in membership for the last decade. 


B An estimated 45 percent of all medium and large corporations provide some 
public speaking training for their employees. 


» Corporate clients can pay up to $3,000 per day for one-on- 
one instruction and $15,000 for group lessons in public 
speaking. 


» Special medical clinics offer 16-week treatments, for presen- 
tation anxiety, that can cost $800 to $2,000 per person. 


Speech training has become a big business for good reasons. 
Real people in the real world give real presentations. In fact, de- 
spite and because of our increased interaction with technology 
and media, we have more opportunities to speak today than we 
had only a decade ago. In the introduction to her book Simply 


Speaking, Peggy Noonan, who was one of President Ronald Rea- 
gan’s speechwriters, notes: 


The changes that have swept modern businesses have con- 
tributed to a talking boom. As more and more businesses 
become involved in the new media technologies, as we 
become a nation of fewer widgets and more Web sites, a new 
premium has been put on the oldest form of communica- 
tion: the ability to stand up and say what you think in front 
of others. At the business conference, in the teleconference 
and the seminar, businessmen ‘and businesswomen are in- 
creasingly called on to speak about their industry, their 
plans, the realities within which they operate, what govern- 
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Bobby Drozek, a student at Marlboro College in Vermont, argues for the installation of cable 
television at a monthly town meeting where students and faculty each have a vote. 


ment is doing or not doing to make things better or worse. And they’re not 
alone. Teachers and professors and reporters and doctors are out there too.? 


In short, no matter what your current or future profession may be, it will most 
likely require you to make presentations. Thus, learning to become an effective 
presenter is a wise personal investment.’ Since you will give presentations, be pre- 
pared to do them well—and use them as a professional development tool. 


tae! 
( What Is Presentation Speaking? 


Perhaps you are sitting in a college course titled Public Speaking and wondering 
why we’ve been talking so much about presentation speaking. We chose this term 
deliberately because we believe that presentation speaking is a broader, more inclu- 
sive term than public speaking. The key word here is public. 

The American Heritage Dictionary of the English Language defines public as “of, 
concerning, or affecting the community or the people; participated in or at- 
tended by the people or a community; connected with or acting on behalf of the 
people, community, or government.” In brief, the word public refers to the “com- 
munity or people as a whole.”* When you hear the term public or public audience, 
what do you envision? A staff meeting? Probably not. You probably see a lone fig- 
ure standing on a stage facing a large audience. Now, what do you think of when 
you hear the term presentation or presentation speaking? A political rally? Probably 
not. You probably see a professional person addressing a group of colleagues in a 
meeting or someone ae to an informal group of interested listeners. 

) king g is a special type of presentation speaking that i 





lic at udiences- in community, | government, 


ot ena pre press id Hien the potential, if not the purpose, of affecting peo- 
ple beyond the immediate audience. Presentation speaking is a broader term | 
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for three reasons: 


Are more common than public 
speeches 


Are less formal than public 
yee ees) 
Are more important to employers 








Most of you will make many presentations but few public speeches. Your presen- 
tations will not be directed to the community or to “people as a whole.” Of 
course, there are exceptions. If you decide to run for office or to become active in 
community issues, you will have to speak in front of public audiences. If you be- 
come famous—as either an expert or a celebrity—you will be invited to make 
public speeches. But in general, you are much more likely to be asked to make a 
presentation in smaller, private settings. 

s we've indicated, presentation speaking is a broad term. It encompasses 
everything from small, intimate talks in private settings to major speeches in 
front of large public audiences. By using the broader term, we can cover more 
kinds of speaking situations and still zero in on the kinds of presentations you 
will be asked to make. 





Generally, a public speech is more formal than a private presentation. Usually, 
presentations are delivered from notes rather than written out and delivered word 
for word. Given the workplace setting of most presentations, you are also more 
likely to use visual aids during a presentation. And although some politicians and 
public figures are increasing their use of visual aids, most public speakers go solo. 

«Presentations usually allow and even encourage more interaction between 
the speaker and the audience. Both the speaker and the audience members may 
question each other. There may even be a brief pause for a discussion among lis- 
teners. On the other hand, in public speaking, the speaker speaks, the audience 
listens, and questions come only after the speech is finished.® 






In 1997, the Business—Higher Education Forum, in affiliation with the American 
Council on Education, conducted a study in which employers were asked how 
best to prepare college students for the world of work. The subsequent report 
placed (oral) communication skills at the top of the list.” In 2000, the National 
Association of Colleges and Employers conducted a survey in which employers 
were asked to rank, in order of importance, a list of ten skills they seek in college 
graduates. The results: oral communication skills were first on the list.8 





Businesses need good presenters, not public orators. When employers are 
asked about the skills they are looking for in new employees, public speaking is 
not at the top of their lists. What does emerge, however, is a clear preference for 
communication skills, including the ability to present ideas and information to 
colleagues and clients. In fact, most business settings use the term presentations 
rather than public speaking. When we work as consultants, we are never asked to 
prepare a public speaking seminar. Instead, we are asked to provide training ses- 
sions that focus on presentation skills. The titles of many popular books on speak- 
ing also reflect this business orientation: The American Management Association 
publishes How to Prepare, Stage & Deliver Winning Presentations. Career Press pub- 
lishes Secrets of Power Presentations. Robert W. Pike, a nationally recognized com- 
munication trainer, is the author of High-Impact Presentations.? 

Chita Roa-Marquez, a nurse from New Jersey, understands the difference be- 
tween presentation speaking and public speaking. In her response to our survey, 
she wrote: “As a nurse supervisor by profession, I make a lot of presentations 
(about new procedures, trends, and in-service training). As founding president of 
a nonprofit organization, I do a lot of public speaking (welcoming addresses, 
keynote speeches, or being the mistress of ceremonies at a public event).” 





Presentation speaking is only one way to communicate with an audience. You ae 


can also reach an audience by writing articles for newspapers, creating advertise- 
ments for electronic and print media, producing films, sending messages to a list- 
serv, recording music, and writing and distributing memos to colleagues at work. 
We see and hear hundreds of communications every day. We read the newspapers 
with our morning coffee, we listen to the car radio on the way to work or school, 

we read reports and memos at work, and we watch many hours of television. 
What makes presentation speaking different from other forms of communi- 
cation? The presence of a speaker makes it different—a real and usually visible 
person who is responsible for creating and delivering the message. Even an offi- 
cial spokesperson who represents a company or a government agency is still a sin- 
gle person aes one speak and eel to an audience. The scomaeiae is as apeeneneee 
That a sped is is dir ectly affected by v 


Speaking and Writing. Writing for readers is not the same as speaking to an 
audience. The major difference is that a reader can go back and reread a written 
message, whereas an audience member cannot go back and rehear a presentation 
unless it has been taped or distributed in written form. In most speaking situa- 
tions, a listener is required to“get the inessages as iiss pekennt Once it’s out of 
the ‘speaker’s mc s mouth, it’s gone. You must consider this unique “now you hear it; 
now you don’t” quality of presentation speaking in every decision you make 
about a presentation. If you load your talk with technical details, your audience 
may struggle to understand what you are saying. If you use long, complicated 
sentences, you run the risk of losing the audience’s attention and interest. If you 
speak too softly or too fast, your audience cannot turn up the volume or reduce 
your speed as you speak. Your decisions must take into account the fact that a 
presentation is a one-shot opportunity to inform or influence an audience. 

~ Writing for readers and speaking to an audience require different skills. Cer- 
tainly, good writing can help you to become a good speaker. Good speakers often 
are good writers. The key is knowing what kind of writing is best for readers and 
what kind is best for speaking. How many times have you sat through a long and 
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once worked for a man who seemed to have 
[2 personalities—one for conversations 
and one for presentations. His conversational 
speaking style was very friendly and relaxed, 
with a great sense of humor. Colleagues looked 
forward to talking with him because he made 


them feel so comfortable. You were his equal in 
all discussions. Everyone thought he was a 
great boss. His presentation speaking style, 
however, was totally different. He'd get up in 


to tell. Although he had strong interpersonal 
communication skills, he was an awful speaker. 
He didn’t seem like himself. He put people off. 
Even his jokes were bad. Only those who worked 
with him knew this wasn’t what he was really 
like. Unfortunately, he lost several top manage- 
ment jobs because he came across as cold and 
technical when speaking in front of groups. It’s 
too bad he didn’t trust using the conversa- 
tional speaking style that everyone knew and 


liked. 


front of a group, and his voice would go down in 
pitch. He'd use lots of technical terms. He'd be- 
come stiff and formal. He'd even research jokes 


Isa Engleberg 





boring presentation that was little more than someone reading a written report? 
The speaker would have been better off giving everyone a copy of the report and 
letting the audience read it silently. 


Presentation Speaking and Conversational Speaking. People who spend 
hours talking to their friends, family members, and coworkers often freeze up 
when they’re asked to give a five-minute presentation. A manager who can drop 
in on a colleague to discuss a new project may panic when asked to give a talk ex- 
plaining that project to a group of vice presidents. A neighbor who complains 
about the condition of the street may back off when asked to describe those con- 
ditions at the weekly city council meeting. Why is it that we treat presentation 
speaking and conversational speaking so differently? We devote Chapter 3 to one 
reason—presentation anxiety. Fear of speaking in front of groups can turn ordi- 
narily confident people into nervous wrecks. 

There is, however, another reason why people regard presentation speaking 
and conversational speaking as different forms of communication. A lot of people 
think that presentation speaking requires a very different kind of speech— 
different vocabulary, a different way of talking, different physical behavior. Expe- 
rienced speakers know that using a conversational speaking style can create a 
friendly atmosphere in which audience members are comfortable and motivated 
to listen. We will see in Chapter 12, “Generating Interest,” that choosing the style 
and language that best suit your audience is a critical part of presentation speak- 
ing. In general, effective speakers rely on words that are simple, short, _and direct) 
rather than on the more formal language used in a term _paper or business report. — 

You don’t have to become a different person when you speak in front of an 
audience. However, that doesn’t mean you should use exactly the same style for 
both conversational and presentation speaking. There are some differences. For a 
presentation, you should make sure that you are speaking loudly enough to be 
heard. You should also spend more time preparing. At the same time, don’t give 
up a speaking style that has worked for you for years in most other communica- 
tion situations. Trust yourself and let your personality be an important part of 

8 your speaking style. 


CHeesiNG THE BeSt FekmM Fok WeUR MeSSace 


Bers you begin to prepare a presentation, you 
need to make your first and most basic decision: 
Should you speak or should you ‘write? Presentations 
are more appropriate in some situations than in oth- 
ers. In your opinion, which form of communication 
would be more effective for each of the messages 
listed below? 


Speaking Writing 


Describe how to assemble a 
bicycle. 


Warn preteens about the long- 
lasting effects of drug abuse. 


Convince your teacher to 
change your grade. 


Complain about a defective 
product to a company. 


Share a recipe for lemon 
poppy-seed pound cake. 


Explain how to repair a broken 
light switch. 


Persuade nonvoting friends 
to vote. 


Coax a frightened speaker 
to speak. 


Teach someone how to meditate. ee 


What do the topics that lend themselves to speak- 
ing have in common? What about the topics that lend 
themselves to writing? Can you definitely say that one 
form is always better than another for certain mes- 
sages or kinds of topics? 

The following questions can help you decide 
whether a presentation is the best or only way to con- 
vey your message: 


B /s a presentation requested or required? You may be 
asked to address a graduating class, present a re- 
port at a staff meeting, offer a toast at a wedding, 
or introduce a guest speaker. In such cases, not 
only does the nature of the event require a presen- 
tation, the audience also expects certain qualities 
in the presentation—inspiration for a commence- 
ment speech, clarity and brevity in a report, good 
cheer at a wedding, and background information 
about a guest speaker. 


BP Is immediate action needed? If an unexpected prob- 
lem arises, there may not be time to write a memo 


or publish a report. If an audience must be made 
aware of a problem in order to take immediate ac- 
tion, a presentation may be the best way to re- 
spond. If a crisis requires that everyone be told 
about a situation as quickly as possible, a presenta- 
tion would be much more effective than a written 
report. 


D Is the topic controversial? Confronting a controversy 


in person can often produce better results than try- 
ing to deal with the problem in writing. A face-to- 
face situation gives a speaker the opportunity to 
explain the problem and correct misunderstand- 
ings as they arise. Audience members can listen, 
ask questions, and challenge ideas. Although this 
kind of speaking can be difficult and even intimi- 
dating, audiences would prefer to hear about most 
controversies from a speaker. The exceptions are 
topics that can be too upsetting to discuss before a 
large audience, such as news about a personal 
tragedy or announcements about budget cuts. In 
these cases, written messages or one-to-one con- 
versations can soften the blow. 


B Will the audience have questions? Any subject, 


whether it’s controversial or not, may prompt au- 
dience questions. A new or complex procedure 
may best be introduced in a presentation that en- 
courages audience questions and comments. In a 
controversial or emergency situation, answering au- 
dience questions may be the most important part 
of a presentation. A presidential press conference, 
for example, may begin with a short statement 
about a new or ongoing crisis and be followed by 
the many and varied questions of the White House 
press corps. 


DB Will YOU make a difference? It is difficult to ignore 


someone talking to you face to face. It is much eas- 
ier to ignore an email, a memo, or a report. The 
emotion in a speaker’s voice and the physical en- 
ergy of a presentation are difficult to capture in a 
written message. Audiences know that you’re tak- 
ing a bigger risk when you put yourself and your 
message in front of them-rather than communicate 
through the safety and distance of a written mes- 
sage. A presentation can be the most effective 
form of communication simply because you are 
there. Your willingness to “put yourself on the line” 
makes your message more personal and impor- 
tant. The more your message depends on you, the 
more you need a presentation. 
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> CE Basic Principles of Presentation Speaking 


At the heart of this textbook is a decision-making system based on a few carefully 
chosen communication principles. These principles can help you make critical 
decisions about your presentation from the minute you find out you will have to 
speak to the minute you’ve said your last word. By applying these principles, you 
should be able to make effective decisions about what to say, be able to explain 
the reasons why your decisions make sense, and be able to evaluate your deci- 
sions by assessing the success of your presentation. 






The basic principles of presentation speaking include seven decision-making 
points that encourage critical thinking. We have selected a single word to repre- 
sent each principle. Are the principles represented by these seven words all you 
need to know about effective speaking? No. As you can see from the upcoming 
chapter headings, we cover many more than seven topics in this textbook. The 
seven principles, however, represent the most basic decisions you will have to 
make when preparing and delivering a successful presentation. Each principle an- 
swers key questions about presentation speaking. 


Purpose 
OVC 
Logistics 


eC 
Organization 
Credibility 
aC gE LiL H Sy 





Purpose: Why are you speaking? When determining the purpose of your 
presentation, ask yourself these questions: What do I want my audience to know, 
think, believe, or do as a result of my presentation? Given my purpose, how do I 
focus and narrow my topic? 


Audience: Who is in your audience? To understand your audience, ask your- 
self: How do the characteristics of my audience—such as demographics, interests, 
and attitudes—affect my purpose? How can I learn more about my audience? In 
what ways can I adapt to my audience in order to improve my presentation? 


Logistics: Where and when will you speak? When considering the location 
and occasion of a presentation, ask yourself: Why am I speaking to this group at 
this time in this place? How can I plan for and adapt to the logistics of the place 
where I will be speaking? Does the occasion require special adaptations? 


Content: What ideas and information should you include? When search- 
ing for and selecting materials for your presentation, ask yourself: Where and 
how can I find good ideas and information for my presentation? How much and 
what kind of supporting material do I need? Have I found the best sources? 
Which ideas and information should I include? 





When Secretary of State Madeleine Albright testifies, her credibility enhances her effectiveness. 


Organization: How should you arrange your content? When organizing 
your presentation, ask yourself: Is there a natural order to the ideas and informa- 
tion I want to include in my presentation? What are the most effective ways to 
organize my presentation in order to adapt it to my purpose, audience, logistics, 
and content? How should I begin and end my presentation? How do I link its ma- 
jor sections? 


Credibility: Are you believable? Presentations can enhance your credibility. 
Ask yourself: How can I become associated with my message in a positive way? 
What can I do to demonstrate my expertise on this topic? What will assure the 
audience that I am worthy of their trust? Am I an ethical speaker? 


Performance: How should you deliver your presentation? Asking yourself 
questions about delivery before you get up to speak can improve the quality of 
your performance. Ask yourself: What form of delivery is appropriate for my pur- 
pose, audience, and setting? What delivery techniques will make my presentation 
more effective? How much and what should I practice? 


Applying the Seven Principles: 

The answers to these questions are more than a “To Do” list for effective speak- 
ing. Each principle affects the others. For example, even the best-organized pres- 
entation won’t achieve its purpose if it offends the audience or uses words they 
don’t understand. Likewise, a flawlessly prepared but poorly delivered presenta- 
tion may not capture its audience’s attention. Any decision made about one prin- 
ciple will have an impact on the others. 

Moreover, later decisions can affect earlier ones. If, while practicing your pres- 
entation, you discover that you’ve gone far over the time limit, you should go 
back and reduce the amount of information in your presentation or cut some of 
the key points. If you can’t find the information you need, or if your research 
doesn’t prove the point you want to make, you may need to modify or change 
your purpose. 
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TOnTTH g S 


aR 
(C How Communication Works 


The seven principles of presentation speaking work for a reason: They have 
emerged from centuries of studying what communication is and how it func- 


’ tions. These definitions and functions can be expressed in communication 


models, which identify and name the steps or components involved in the com- _ 


munication process. Models also show how these components relate to and inter- 


act with each other. And they can help.explain why a communication did or did 
not achieve its intended purpose—or even predict whether or not it will.!° 

How do these models characterize the interaction between speakers and lis- 
teners? eee 4] ee ae ig OY TEP ESOT ES aa a : if 3 < 
source 











y Hh 






messages their meaning. Communication is not a one-way street. Rather, it is a 
transaction between a speaker and one or more listeners. In a business transac- 
tion, we exchange money for goods. In a communication transaction, we ex-_ 
change messages in order to share meaning. 7~— _,_ 


Finally, all communication takes place in a Context—a : 
I > >t oa y as Soeur } iT) 7 tion p U IO. 
can be physical—the size of a room, the lighting, the attractiveness or comfort 








of the setting. Context can also be psychological—the mood of the audience, 
the temperament of the speaker, the unsettling effects of a recent event. All pres- 
entations occur in a certain setting at a certain time under certain conditions. 
All of these factors contribute to a context that affects how we speak and listen 
to one another. 





In the same way that communication models represent the interaction between 
communicators, a model of presentation speaking that we have developed re- 
flects the dynamic relationship between your presentation and your audience. 
We use the word dynamic to signify the fact that presentation speaking is a com- 
plex, compelling, and even chaotic process. During a presentation, many things 
happen at once. Figure 1.1 “freezes” a presentation to illustrate our model’s inter- 
acting components. 


The Presentation. Let’s start with the left “wheel,” representing a speaker’s 
presentation. At the center or hub of the wheel is the first and most important 
decision-making point: determining the purpose of your presentation. All subse- 
quent decisions you make will connect to and revolve around this point. The 
spokes on the wheel represent the remaining six principles. 

of Purpose should guide the ways in which you adapt to . your audience and to 
the logistics of your presentation. Purpose likewise should influence your deci- © 
sions about gathering, selecting, and organizing the ideas and information you 


will include in that presentation. All the “purposeful” choices you make in the 


planning stages in turn will affect your decisions about how to present yourself 
as a credible source and how best to deliver your message. All these spokes con- 
nect the hub (purpose) to the outer “surface” or “rim” of the wheel, the presenta- 


tion itself. Thus, a well-prepared speaker delivers a message that reflects strategic 
decisions about every principle. 





The presentation wheel is a dynamic representation of what 
happens when a speaker encodes a message. However, having a 
purpose is not enough; the hub of a wheel won’t get you any- 
where. Successful encoding also involves deciding how to con- 
struct and place each spoke of the wheel on the hub so that 
the wheel is strong and headed in the right direction. Keep in 
mind that a missing spoke or a weak one can cripple a wheel. 
Likewise, failing to consider one or more principles can prevent a 
speaker from reaching an audience and achieving the presenta- 
tion’s purpose. 


The Audience. At the center or hub of the audience’s wheel 
is its response. In an ideal communication transaction, the 
speaker’s purpose and the audience’s response would be the 
same. For example, if your purpose is to persuade audience 
members to donate five dollars to the local Red Cross chapter, 
you have a successful transaction when everyone in the audi- 
ence donates five dollars. However, in the real world of presen- 
tation speaking, perfect transactions are extremely rare. More 
than likely, some audience members will donate nothing, some 
will give you their pocket change, others will produce the $5 
bill, and a few inspired listeners may give you more than five 
dollars. 

Chapter 5, “Audience Analysis and Adaptation,” explores 
the factors represented by the spokes of the audience wheel. By 
considering and adapting to these factors, a speaker has a better 
chance of matching purpose and response—the message the au- 
dience “gets” is the message the speaker intended. 





Figure 1.1 The Dynamic Presentation Model 











The source of the message—you—is represented by the wheel on the left. 
The receiver—your audience—is represented by the wheel on the right. 


< Source of Message Receiver of Message 
Oy Encoding Process Decoding Process 
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Feedback works both ways. The success of this jazz musician’s workshop depends on his ability 
to respond to student feedback when he speaks and performs—and on his giving appropriate 
feedback to students when they speak and perform. 


The audience wheel is a dynamic representation of what happens when audi- 
ence members decode a message. Depending on the spokes of the audience wheel 
(demographics, motives, interests, knowledge, attitudes, and learning styles), lis- 
teners may interpret, evaluate, and respond to a message in a variety of ways that 
have little to do with the speaker’s intended message. On the other hand, when a 
speaker considers the audience “spokes,” the speaker and the audience may share 
a common meaning. 


Message, Channel, and Feedback. There are three other essential components 
in the Dynamic Presentation Model. The first is the message—the presentation it- 
self. Your message is more than the content of a presentation; it includes the way 
in which you have transformed your purpose into words and action. 

The channel is the medium through which you transmit the message to your 
audience. Anything that can affect the senses of sight, hearing, touch, taste, or 
smell can be used as a communication channel. In most speaking situations, 
hearing and sight are the principle channels used to transmit a message. 

The third element, feedback, is critical to a speaker’s success. Feedback is 
any verbal or nonverbal response from your audience that you_can see or hear. 
Are your audience members smiling or frowning, leaning forward or falling 
asleep, taking notes or raising their hands, applauding or grumbling, asking ques- 
tions or challenging your conclusions? Audience feedback helps you to assess 
how well your message is being received and whether you are likely to achieve 
your purpose. Feedback is also a critical element in the meaning-creation process; 
it is your audience “speaking” to you—encoding and sending you their own mes- 
sages. If you “listen” to audience feedback and decode its meaning, you can even 
adjust your message and delivery while you are speaking. We strongly believe that 
feedback-induced adaptation is critical to a speaker’s success. 









O.:" Survey respondents frequently cited 
the ability to adapt to feedback as being 
critical to their success. Harold Stocker, 
president of Stocker and Associates, a mar- 
keting and design company in Bartlett, Illi- 
nois, emphasized that when speaking to a 
large or small group, “you know when they are 
with you.” A company president and CEO who 
did not wish to be named wrote about what 
happened when he “fumbled through a presen- 
tation and rambled on: | noticed that | was 
losing audience interest, which unnerved me 
even more. | guess, in the truest sense, that 
was audience feedback.” Lewis A. McLeod, who 


works as an air quality program manager for 
the Confederate Salish and Kootenai Tribes in 
Montana, commented that “there was and 
always seems to be plenty of feedback and 
questions from students at the local tribal 
college. For that reason alone | feel the pres- 
entations were successful.” Cheryl Draper- 
Shaw, a registered nurse in Red Springs, 
North Carolina, wrote: “I know they have lis- 
tened when they ask questions or make com- 
ments.” Experienced speakers are sensitive to 
audience reactions. They use feedback— 
whether positive or negative—to assess and 
adjust their presentations. 


























Noise 


Presentation speaking is not, unfortunately, a perfectly predictable or reliable 
process. As the wheels in our model turn and interact, they may encounter 
“bumps” and obstacles in their path that can inhibit a message from reaching its 
receivers as it was intended to do. Noise is a communication term used to de- 
scribe these inhibiting factors. Noise can be external—such as a police siren out- 
side the window, a soft speaking voice, or a difficult-to-understand accent. Noise 
can also be internal and psychological. Psychological noise occurs when a listener 
is preoccupied with personal thoughts and therefore misses or misinterprets a 
message.!! Psychological noise affects speakers, too. For example, the “noise” of 
worrying about how you look or focusing on an audience member who is frown- 
ing may inhibit your ability to speak effectively. 

Effective speakers are as sensitive to potential and real noise as they are to 
audience feedback. If noise is physical, they can try to reduce or eliminate it— 
for example, by closing a window or speaking with more volume and clarity. If 
noise is psychological, they can try to overcome their internal or audience dis- 
tractions. Noise is an unpredictable and ever-present phenomenon in every 
speaking situation. 

In an ideal speaking situation, the speaker has a clear central purpose and 
strong “spokes” to support a presentation. The message the presentation conveys 
moves through a channel without any interfering noise. Listeners receive a mes- 
sage that takes their feedback into account and adapts to the characteristics repre- 
sented by the audience wheel’s “spokes.” And most critically, in an ideal speaking 
situation, the speaker’s purpose and the audience’s response overlap into a mutu- 
ally beneficial transaction, as Figure 1.2 on the following page shows. Effective 
speakers accept the fact that they may never create or deliver a perfect presenta- 
tion. At the same time, they never stop trying to reach that ideal. 
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Figure 1.2. A Successful Communication Transaction 


A speaker’s purpose and the audience’s response are brought together by a message and 
feedback-induced adaptation. 





Pest. ee 
Becoming an Effective Speaker 


A presentation can often be the most efficient and effective way to communicate. 
Presentation speaking can make immediate and personal contact with an audi- 
ence in a way that cannot be duplicated by writing and can reach many people 
with an efficiency that cannot be matched in one-to-one conversations. 

Reading this textbook will not make you a better speaker. Speaking will. Like 
many skills, presentation speaking requires knowledge and practice. It also re- 
quires as much preparation as a lawyer gives to an important case, as a tennis pro 
gives to a championship tournament, and as a great chef gives to a royal banquet. 
Some speakers are luckier than others. They seem to have an instinct that tells 
them when and how to achieve their goals through presentation speaking. Most 
of us are not that fortunate. We need to consciously learn the strategies and skills 
of preparing and delivering effective presentations. However, you can become a 
confident and successful speaker, and we’re here to help. For starters, you should 
understand the value of theories, strategies, and skills as well as the need to com- 
municate ethically and the importance of making strategic decisions. 





Communication theories, strategies, and skills are inseparable. Mastering isolated 
skills will not help you to plan your presentation strategically, nor can you 


choose the best strategies for your presentation without understanding why those 
strategies work. 






g. The philosopher Karl Popper described theories 
as “nets to catch what we call ‘the world’: to rationalize, to explain, and to mas- 
ter it.”!* Communication theories have emerged from extensive observation, em- 


pirical research, and rigorous scholarship. They help us to understand why some 
speakers succeed and why others fail to achieve their purposes. Learning these 
theories in isolation, however, will not make you a more effective speaker. Theo- 
ries do not necessarily tell you what to do or what to say. Nevertheless, without 
theories, we would have difficulty understanding why or how a particular speak- 
ing strategy works or how strategies and skills interact. 





reek word Crane ma refers to the office of a military general.!3 Thus, like a 
general, a speaker marshals his or her “forces” to achieve a specific purpose. 
Throughout this textbook, you will encounter many communication strategies— 
from ways to analyze and adapt to your audience to techniques for organizing 
the key points of your presentation. Learning about strategies, however, is not 
enough. Effective strategies are often based on theories. If you don’t understand 
theory, you won’t know why strategies work in one situation and fail in another. 
Strategies based on theory give you a way to understand when, where, why, and 
how to use a particular strategy most effectively. 
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Skills. § S ar ou use to e to prepare and perform a presentation. They 
range from) writing talent to performance ability. Skills also include the ability to 
do research, think critically, create an outline, and even use computer technol- 
ogy. Like strategies, skills are most effective when grounded in theory. Without 
that grounding, you may not understand when and why to use a particular tool 
to its best advantage.'* In our eagerness to make an effective presentation, we 
may grab ready-made, easy-to-use “tricks of the trade” that do not adapt to the 
audience or help us to achieve our speaking goal. 

Let’s look at one of the seven basic principles for making a presentation— 
speaker credibility—to see how theory, strategies, and skills interact. As you will 
learn in Chapter 11, “Speaker Credibility and Ethics,” communication theorists 
claim that audiences judge a speaker’s believability and credibility by assessing 
his or her character, competence, and charisma. Knowing this theory and its re- 
lated research, for example, does not necessarily tell you how to become more 
believable. Strategies do. Deciding on a strategy that will enhance your charisma, 
however, won’t necessarily tell you how to convey the energy and enthusiasm 
characteristic of dynamic speakers. Skills do. The effectiveness of any skill de- 
pends on understanding the strategy it supports. Moreover, choosing the best 
strategy for a specific presentation’s purpose, audience, and logistics depends on 
understanding the underlying theory that explains why that strategy works. 





. Sadly, the strategies and skills in this textbook can be used and have been used for 
less-than-honorable purposes. Unscrupulous speakers have misled trusting citi- 
zens and consumers. Bigoted speakers have used hate speech to oppress those 
who are “different.” Self-centered speakers have destroyed the reputations of their 
rivals with public pronouncements. 

Chapter 11 devotes a major section to the ethical obligations of a good 
speaker. Here we emphasize that ethical communication is essential for becoming 
an effective and respected speaker. The National Communication Association 
(NCA) provides us with an appropriate credo for ethical communication." 

. In Latin, the word credo means “I believe.” Thus, an ethics credo is a belief 
statement about what it means to be an ethical communicator. We strongly be- 
lieve that an effective and credible communicator must be an ethical communi- 
cator. The NCA credo sets clear standards for all communicators and has specific 
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In addition to posting the com- 
munication ethics credo, the 
Web site, www.natcom.org, of 
the National Communication 
Association, the largest profes- 
sional organization of communi- 
cation scholars, educators, and 
practitioners, is a rich source of 
information about association 
activities and discipline. 





applications to presentation speaking. The NCA Credo for Ethical Communica- 
tion begins with the following preamble: 


Questions of right and wrong arise whenever people communicate. Ethical 
communication is fundamental to responsible thinking, decision making, 
and the development of relationships and communities within and across 
contexts, cultures, channels, and media. Moreover, ethical communication 
enhances human worth and dignity by fostering truthfulness, fairness, re- 
sponsibility, personal integrity, and respect for self and others. We believe that 
unethical communication threatens the quality of all communication and 
consequently the well-being of individuals and the society in which they live. 


: muni cation, 1 





encourages all communicators to take responsibility for the consequences of their 
communication and expect the same of others. We agree with this credo and its 
underlying assumption that ethical communication is a vital ingredient in a civil 
and democratic society. (See Appendix B for the entire NCA Credo for Ethical 
Communication.) 





We wrote this book to help you make strategic decisions about preparing and de- 
livering a successful presentation. We don’t ask you to memorize tons of commu- 
nication theory or research. Rather, we apply theory and research to all aspects of 
the presentation speaking process. Seeing theory in action will help you to make 
your own decisions as you develop and deliver your presentations. As most expe- 
rienced speakers know, there’s more to speaking than simply following a set of 
rules. Effective speaking depends on the ability to think critically and to make 
strategic decisions at key points in the presentation speaking process. In this text- 
book, we apply the best of communication theory and research to the real-life 
speaking situations you will face in your future. 








Summary _ 
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What do real-world speakers want to know about presentation speaking? 


They want to know how to keep an audience interested, how to begin and 
end a presentation, how to select and organize appropriate content, how to 
choose a good topic, and how to adapt to an audience. 


What's the difference between a presentation and a public speech? 


Presentation speaking occurs any time speakers use verbal and nonverbal 
messages to generate meanings and to establish relationships with audience 
members. Public speaking is a type of presentation speaking that occurs 
when speakers address public audiences in community, government, and/or 
organizational settings. 


What basic principles underlie all types of presentation speaking? 


The following questions represent seven basic principles to consider when 
preparing a presentation: (1) What is your purpose? (2) Who is in your audi- 
ence? (3) What are the logistics? (4) What content should you include? (5S) 
How should you organize your content? (6) How can you enhance your cred- 
ibility? (7) How should you practice and deliver your presentation? 


How do speakers and listeners work together to communicate? 

Speakers and audiences rely on each other to give messages their meaning. 
In an ideal speaking situation, the speaker’s purpose and the audience’s re- 
sponse overlap in a mutually beneficial transaction. 


How can a theory make me a better speaker? 


Although theories do not tell you what to say during a presentation, they 
can help you to understand why and how a particular speaking strategy 
works and which skills are needed to make a presentation more effective. 
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Critical Thinking 
and Listening 











How do! apply critical thinking to the presentatior 
speaking process? 


Is everyone equally able to think critically? 
Ils there more than one way to listen? 
How can | become a better listener? 

How dol “listen” to an audience? 


BA hen it comes to presentation speak- 
a fing, critical thinking and listening 

! cannot be separated. Unfortunately 
and all too often, we entrust effective lis- 
tening to the audience and critical thinking 
to the speaker. If such a separation were 
possible, you could present almost any 
well-organized, well-delivered message and 
be guaranteed that an audience of good 
listeners would accept everything you said 
without question. However, the real world 
of presentation speaking is quite different. 
Your ability to think critically and listen 
effectively is as important when you are 
speaking as when you are an audience 
member. 

As a speaker, you need to think criti- 
cally in order to analyze what you learn 
about your audience before and during 
a presentation. Only then can you make 
strategic decisions about how to achieve 
your purpose. As an audience member, 
you should think critically about what you 
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Chapter 2 see, hear, and feel about a speaker and his or her message. Only then can you 


Critical Thinking decide what to do or what to believe. Both kinds of critical thinking require ef- 
ape PSteniig fective listening. 





(G what Is Critical Thinking? 


Although critical thinking has strong links to listening, it is not the same thing. 
Nor is critical thinking the same as day-to-day, “automatic” thought. Rather, crit 
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decision, opinion, or behavior. It can even result in a presentation.! 

After many years of teaching, coaching, and speaking, we have learned that 
the best and brightest speakers tend also to be excellent critical thinkers. Whereas 
actors perform lines written by a playwright, speakers write their own lines. 
Whereas athletes may model their behavior after superstars and Olympic medal 
winners, good speakers develop their own styles. Whereas an author can spend 
days, weeks, or years writing a significant article or book, speakers are often re- 
quired to get up and make a significant presentation with little advance notice. 
To succeed, speakers must be able to think critically. 

At every stage of the encoding process, you will need to make critical deci- 
sions: What is the purpose of my presentation? How should I adapt to my audi- 
ence? What is the best way to arrange the room in which I will be speaking? How 
much research do I need to do? How should I organize my content? How can | 
make my presentation interesting? What form of delivery should I use? Critical 
thinking skills can help you answer these questions. Those answers in turn can 
help you develop a presentation that achieves your purpose, meets your audi- 
ence’s needs, and thus establishes and enhances your credibility. 

Audience members must be critical thinkers, too. Otherwise, they may mis- 
understand messages or be deceived and exploited by speakers. Critical thinkers 
intelligently evaluate speakers and their messages. They recognize the differences 
between fact and fiction, between valid and invalid arguments, between credible 

_ experts and biased sources, and between skilled persuasion and intimidating co- 
ercion. When one audience member does not think critically, the consequences 
are unfortunate for that particular listener. When most audience members, televi- 
sion viewers, and citizens do not think critically, the consequences can under- 
mine the foundation of a democratic society. 





. Learning to Think Critically : 


We've established that critical thinking is a way of analyzing information to ar- 
tive at a well-reasoned conclusion about its value and validity. But you may be 
wondering how to go about it. The key lies in analyzing, systematically, what 
you're being asked to believe—the claim—and then determining if the reasons 
given for that belief—the argument—are sound. 

Brooke Noel Moore and Richard Parker, the authors of Critical Thinking, de- 
fine a claim as a statement that is either true or false.2 When you hear someone 
make a claim—“We had chicken for dinner,” “Teenagers have difficulty identify- 
ing emotions by looking at facial expressions,” “Audiences like to hear personal 
stories about a speaker”—you can react in several ways. You can challenge the 
claim or ignore it. You can dismiss or defend it. Usually, though, what we do is 


“determine whether to accept it (that is, believe it), reject it (be- 
lieve that it is false), or suspend judgment about it (possibly be- 
cause we don’t have enough information at the time to accept 
or reject it).”> How we make these decisions requires a deeper 
understanding of what makes audience members believe some 
claims and reject others. 


Building and Analyzing an Argument 


An argument is not a disagreement between two people; it is 
a_claim supported by evidence and reasons for accepting it. 
Stephen Toulmig-a-pntosopher and the author of Tie Uses of 
Argument, developed a way of looking at arguments that has be- 
come a mainstay in communication studies.4 

This model is a useful way for both speakers and listeners to 
understand the basic structure of an argument. The Toulmin 
model says that a claim is only one part of a complete argu- 


ment. To be complete, an argument also requires evidence, a 
warrant, backing, reservations, and qualifiers.‘ 


Dees Critical 
THiINKiING REQUIRE 
CRitiCi ZinG? 


A common confusion about critical thinking 
is that it means criticizing. Definitions of the 
word criticize include “to find fault with” and 
“to judge the merits and faults of.”' The 





_word critical is a broader, less fault-finding 


term. Critical comes from the Greek word for 
critic (kritkos), which means to question, to 
make sense of, to be able to analyze.? Criti- 
cal thinking is a way of analyzing what we 
read, see, and hear in order to make intelli- 
gent decisions about what to do or believe. | 
It is not a way to tear down an argument or 

criticize a speaker. Critical thinking requires 
specific skills: You need to be able to identify — 
what you’re being asked to believe or accept 
and to evaluate the evidence and reasoning . 
you're given in support of the belief. You 


need the ability to judge the credibility of 

_ sources. You should be able to develop and ~ 
defend a position on an issue, to ask appro- 
priate questions, to be open-minded, ad to 
draw reasonable conclusions.? : : 


COMPONETS OF AN ARGUMENT 
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Claim. The claim is the conclusion or position a speaker advocates in a presen- 
‘tation. It is the idea a speaker wants the audience to believe or accept. For exam- 
ple, a speaker could claim that “keeping a food-intake diary is the best way to 
monitor a diet,” that “communication skills are the most important characteris- 
tics to look for when recruiting new employees,” or that “capital punishment de- 
ters criminals.” A good critical thinker tries to determine whether these claims are 
true or false and whether they merit belief. 

Evidence. “Speakers support and prove the claims they advocate by providing 
information, data, and opinions as_ evidence. Evidence answers the questions 
“How do you know that?” and “What do you have to go on?” A sound argument 
relies on strong evidence, which can range from statistics and multiple examples 
to the advice of experts and generally accepted audience beliefs. For example, if 
you claim that keeping a food-intake diary is the best way to monitor a diet, you 
might share the results of a study conducted at a major medical school which 
concluded that food-intake diaries produced the best results. Or you might tell 
stories about how your many attempts to lose weight failed until you spent two 
months keeping a food-intake diary. You might even distribute examples of food- 
intake diaries to the audience to show them how easy it is to surpass a 30-gram 
fat allowance during a “day of dieting.” Without good evidence, critical thinkers 
in your audience may be reluctant to accept your claims. 
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Chapter 2 Although supporting a claim and proving an argument require some form of 

Critical Thinking evidence, not all evidence is logical or substantive. For instance, a speaker may use 

and Listening evidence based on audience knowledge and beliefs. Remember the first question 
that evidence tries to answer in an argument: “How do you know that?” Some- 
times, when an audience “knows that,” you can use their beliefs as evidence. For 
example, doesn’t “everyone know that” a 150-pound person who rarely exercises 
will gain weight if he or she consumes 4,000 calories a day? Doesn’t “everyone 
know that” running five miles a day is a more vigorous form of exercise than walk- 
ing a half mile? By using such audience beliefs as evidence, you can claim that re- 
stricting calories combined with vigorous exercising will help you lose weight. 

A speaker may also use his or her expertise about the topic or the expertise of 
an information source as evidence. For example, if we recommend an exercise for 
improving the quality of your speaking voice, we hope that you will take our ad- 
vice because we are professors and authors who have spent most of our profes- 
sional lives studying communication. Sometimes, to strengthen a claim, we will 
also provide a quotation from a study or a book written by other communication 
experts. 

In many cases, your audience’s beliefs, knowledge, and sympathies can be 
powerful forms of ready-made evidence. For example, if you have learned that 
most members of your audience believe that controlling guns will reduce violent 
crime, you can use that belief as evidence to support a gun-control argument. 
When appealing to audience members familiar with the findings of a government 
task force or a renowned psychologist on the impact of gun violence, you can use 
their knowledge to support your argument. You could also quote a well-known 
and sympathetic victim of gun violence such as James Brady, who in 1981, was 
shot and paralyzed in an assassination attempt on President Reagan and then be- 
came an advocate of gun control. In Toulmin’s model, evidence can take many 
forms: audience motives, values, and beliefs; speaker credibility or source exper- 
tise; and traditional forms of supporting material such as statistics and examples. 





Warrant. Strong claims supported by good evidence, however, may not be 
enough to make an argument believable. The third co it in Toulmin’s ar- 
lis the warrant. rant ence is 
supports the claim, ght say th 
le on food-intake diaries has been recognized as one of the 
country’s leading nutrition experts. Rather than asking, “What do you have to go_ 
on?” the warrant wants to know “How did you get there?” and “What gives you 
the right to draw that conclusion?” Figure 2.1 illustrates how the Toulmin model 
represents the evidence, warrant, and claim of an argument. 

The previous argument, then, would sound like this: “Want to lose those 
extra pounds for good? Keep a food-intake diary. Dr. Nathan Carter, the lead re- 
searcher in a medical school study, has reported that patients who kept food- 
intake diaries were twice as likely to lose weight as were patients who used any 
other method.” Warrants can demonstrate the logical relationship between the 
evidence and the claim. They can also prompt audiences to move from the evi- 
dence to the claim on the basis of the speaker’s expertise or on the basis of their 
shared beliefs. Evidence and claims will remain separate unless warrants build a 
mental bridge between them. 


























Backing. Backing 2 trant. Backing is not 
needed in all arguments, bu in be crucial if an audience questions why the 
warrant should be accepted as the link between the evidence and the claim. 
While the warrant answers the question “How did you get there?” the backing 


answers the question “Why is this the right way to get there?” Backing can be in 





Figure 2.1 Basic “T” of the Toulmin Model 





EXAMPLE 





the form of more information about the credibility of a source: “Dr. Nathan 
Carter and his colleagues received two national awards for their contributions to 
weight-loss research.” Backing can also describe the methodology used in the 
weight-loss study that determined the effectiveness of food-intake diaries. 






intake diary is only as good as the limits placed on daily food intake. Setting a 
limit of 4,000 calories and 100 fat grams a day for a 150-pound person won't do 
it. Moreover, there are some people whose weight problems have hormonal or ge- 
netic causes. The-reservations could be stated this way: “Food-intake diaries must 
be well-calibrated and may not work if there are genetic or hormonal causes of 
obesity. In such cases, keeping a standard food-intake diary may not be suffi- 
cient.” Not only does a reservation make an argument more reasonable, it can 
also serve as an exception to an argument because it acknowledges that under cer- 
tain circumstances, a claim may not be warranted. 












rvations, the speaker may have to 
qualify it. The qualif cha claim appears to be tn 
Qualifiers usually in sibly, or probably. This could be a 
claim with a qualifier: “Unless there are medical reasons for seeking other therapies, 
using and following a food-intake diary calibrated to your own dietary goals is prob- 
ably the best way to lose weight.” Speakers need qualifiers when the evidence or 
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Figure 2.2 


warrant is less than certain and when audience members are likely to have doubts. 
Qualifiers soften a claim and therefore can make an argument more acceptable to a 
skeptical audience. Figure 2.2 maps out a complete argument. 

You can use the Toulmin model to think critically about the basic com- 
ponents of any argument. When you develop a presentation, this model can help 
you test your own claims and arguments to determine whether they need to be 
strengthened or qualified. By recognizing that situations may alter the certainty 
of a claim, you can advocate more reasonable positions and thereby help audi- 
ence members decide what to do or believe about your message. 

The Toulmin model also supplies audience members with questions to ask 
about a speaker’s claims. It can help listeners recognize when a speaker makes an 
unsupported claim that they may reject for lack of evidence. If the speaker pro- 
vides evidence, the model helps listeners question the evidence’s relevance and 
whether it warrants the claim. 






Imagine that you and a friend have gone to a talk on natural medicines, a topic 
you’re both interested in. As you leave the hall, you say to your friend, “Wasn’t 
that great? I love the way the speaker built up her argument about vitamin C by 
showing how medical doctors have ignored a lot of good research on its benefi- 
cial effects.” Your friend gives you a blank stare and replies, “What do you mean? 
I thought that was a really confusing presentation! She never said what she be- 
lieved. She just kept bringing up all those other people’s ideas. I couldn’t tell 
which one was right!” You wonder to yourself if you and your friend were at the 
same talk. In a sense, you weren’t—or at least you didn’t come away from it with 


The Toulmin Model of an Argument 
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the same message. Why not? Critical thinking is relatively easy for some audience 
members and difficult for others. One way of understanding why can be found in 
research on intellectual development. 

In the 1970s, Harvard University professor William Perry interviewed stu- 
dents at several points in their college careers to find out how critical thinking 
develops over time.® On the basis of these interviews, Perry determined that it 
progresses gradually through several stages. Thinkers in early stages saw issues in 
yes-or-no terms: Every question had just one right answer. In later stages, thinkers 
understood that often there are multiple answers whose “rightness” depends on 
context and personal circumstances. 

Perry’s research has been hugely influential in work on critical thinking. At 
the same time, we must note that Perry looked at only a rather privileged group 
of students—white males of traditional college age at Harvard University. What 
about women at other types of schools and of different ages? Mary Belenky and 
her colleagues looked at this question and found four categories of intellectual 
development that help to explain how and why people respond so differently 
to the “job” of critical thinking.” We have applied these four levels to explain- 
ing one of the reasons why listeners can respond so differently to the same 
presentation. 

Level 1: Received Knowledge. At this level, listeners trust facts. Learning simply 
means remembering the facts that a speaker presents. Ideas are either correct or 
incorrect. Speakers are authority figures who present knowledge, suggest opin- 
ions, and recommend behavior. For Level 1 thinkers, the notion of questioning a 
so-called fact or challenging a speaker’s opinion makes little sense. “She wouldn’t 
be speaking if she didn’t know,” they conclude. Or “The speaker knows what is 
right and true, and if we listen carefully, we’ll also know what’s right and true.” 
Audience members who prefer to receive knowledge are passive. They want to be 
told what to think and what to do. They are not critical thinkers. 


Level 2: Subjective Knowledge. At this level, listeners acknowledge that un- 


knowns, contradictions of facts, and uncertainties exist. As a result, one opinion 
may seem just as good as another. Rather than seeking the truth, these audience 
members rely only on their own instincts and intuition to decide what is right or 
wrong, true or false.’ These listeners think: “No one can know what's really true. 
Everyone has a right to his or her own opinion!” Audience members who rely on 
subjective knowledge to make decisions are often 
willing to accept everything that “makes sense” 
while denying the power of critical thinking. 

Level 3: Procedural Knowledge. At the third level, 
listeners begin to understand that some opinions are 
better than others. They have learned that claims 
should be supported with evidence and reasoning. 
They test facts and opinions by using a variety of crit- 
ical thinking tools—they test the logic of arguments; 
they verify facts by researching the work of other ex- 
perts; they experiment. Audience members who rely 
on procedural knowledge have a toolbox full of tech- 
niques for analyzing what they hear. However, they 
rely on these tools without question or compassion. 
They may carefully analyze their thinking and the 
thinking of others, but they do not embrace critical 
thinking as a way of clarifying and understanding 
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their lives and the world around them. . 7 The judges at the World Court in The Hague, Nether- 
Level 4: Constructed Knowledge. At this highest —_|ands, must be excellent critical thinkers who go beyond 
level of intellectual development, listeners take a po- _ testing facts and opinions in order to make crucial far- 


sition and make commitments. They are excellent reaching decisions. 


28 





Chapter 2 
Critical Thinking 
and Listening 


Figure 2.3 


critical thinkers. They go beyond the objective testing of facts and opinions to 
draw personal conclusions. They understand that a presentation’s context and 
audience have as much to do with the meaning of a message as the speaker’s in- 
tentions. Even when such audience members are well aware that other facts and 
opinions exist, they are satisfied that their critical thinking has found a position 
that is reasonable for them. Perry describes how such a listener thinks: “I must... 
fight for my values yet respect others, believe my deepest values [to be] right yet 
be ready to learn.”? 

So what does this mean to you, the speaker? Audience members at the Re- 
ceived Knowledge level do not think critically. They are likely to accept whatever 
facts and opinions you share with them. If, however, your audience includes 
members at the Subjective Knowledge level, and your position runs counter to 
their feelings or beliefs, there may be very little you can do to influence them. 
They rely on their own instincts. Your audience members at the Procedural 
Knowledge and Constructed Knowledge levels think critically about your message 
and can become involved in it and be empowered by it. Nevertheless, a well- 
prepared, well-presented message will make a lasting impression on audience 
members at all four levels. In Chapter 5, “Audience Analysis and Adaptation,” we 
explore how audience analysis can help you adapt your presentation to your au- 
dience’s needs and characteristics. 


‘a What Is Listening? 


We define effective listening as the ability to understand, analyze, respect, and 
appropriately respond to the meaning of another person’s spoken and nonverbal 


messages.!° At first, listening may appear to be as easy and natural as breathing. 
After all, everyone listens. In fact, just the opposite may be closer to the truth. Al- 
though most of us can hear, we often fail to listen to what others have to say. 
Hearing and listening are not the same thing. Hearing requires only physical abil- 
ity; listening requires thinking ability. People who are hearing-impaired may be 

better listeners than those who can hear the faintest sound. 
Listening is what audiences are supposed to do when speakers talk. In fact, 
listening is our number-one communication activity. Although percentages vary 
from study to study, Figure 2.3 shows how most of us divide 





Time Spent Communicating up our daily communication time. 








Source: lsa Engleberg and Dianna Wynn, Working 


One study of college students found that listening occu- 
pies more than half of their communicating time.!! In the cor- 
porate world, executives may devote more than 60 percent of 
their workday listening to others.!2 

Yet despite all of the time we spend listening, most of us 
aren't very good at it. For example, immediately after listening 
to a short talk, most of us cannot accurately report 50 percent 
of what was said. Without training, we listen at only 25 per- 
cent efficiency.'’ And of that 25 percent, most of what we re- 


159 


in Groups, 2nd ed., p. 112. Copyright ©2000 member is distorted or inaccurate.!4 
by Houghton Mifflin Company. Reprinted with As a speaker, you must learn to adjust to and compensate 
permission. for the poor listening habits of your audience. As an audience 


member, you will find that your listening ability affects 


whether you understand and accurately interpret what you hear in a presenta- 
tion. This dual responsibility on the part of the speaker and audience ensures that 
presentations achieve their purpose. As we indicated in Chapter 1, a successful 
communication transaction occurs when a speaker’s purpose and an audience’s 
response are brought together by a message. Without effective listening, the 
transaction will fail to produce shared meaning. 





Listening is a complex behavior. Researchers have identified several types of lis- 
tening, each of which employs unique listening skills. 


TCA ed TEL | 
Empathic listening 
Analytical listening 
Appreciative listening 













understanding th 2 mM q en al 
in this chapter, we discuss how to “listen” to aonverbal communication—the 
messages speakers send without using words. 


Comprehensive listening involves two basic steps. First, make sure you accu-— 








rat simultaneously payin to verbal cues _ 
such as facial expressions, gestures, posture, and vocal quality. Second, make sure 
that -you_accurately interpret the speaker’ s meaning. Can you identify the key 

oints as ort an argument? After 


all, if you don’t comprehend what a person says, you can’t be expected to re- 
spond in a reasonable way. 

Suppose a speaker is trying to persuade you to participate in a voter registra- 
tion drive. As a comprehensive listener, you may wonder whether “Join the voter 
registration drive” means that you (1) should, in general, support voter registra- 
tion, (2) should volunteer and help register voters, or (3) should register to vote. 
The way in which you interpret the meaning of a single comment can determine 
your response to the whole presentation. 

Audience members aren’t the only ones who need strong comprehensive lis- 
tening skills. During a question-and-answer session, speakers need to understand 
audience questions. In addition, comprehensive listening can be just as impor- 
tant before you speak. It’s the type of listening you should use when someone 
asks you to speak so that you can be sure that you understand the presentation’s 
purpose, audience, logistics, and occasion. 


Empathic Listening. aA listening answers us question: HOW. doe 
S speaker or audience feel? E ch S i 





fo put the question anomie? Ww. 

By not listening for feelings, you may overlook the most important part of a 
message. Even if you understand every word a person says, you can still miss the 
anger, enthusiasm, or frustration in a speaker’s voice. An empathic listener doesn’t 
have to agree with or feel the same way that a speaker does, but he should try to 
understand the type and intensity of feelings that the speaker is experiencing. For 
example, suppose a speaker says that voting is a waste of time. An empathic lis- 
tener may wonder whether the speaker means that (1) she is stressed and may 
have more important things to think about, (2) she is frustrated because there 
aren’t any good candidates to vote for, or (3) the line is usually so long at the 
polling station that standing in it wastes her precious time. 

Audience members can be empathic listeners in simple ways. For instance, 
smiling and nodding at someone who is speaking communicates attention and 
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powe za ia 


interest. What’s more, if you act as though you’re listening, you may actually end 
up listening more effectively and retaining more information! 





uation of the speaker’s arguments. Is the speaker right or wrong, logical or illogi- 
cal? Good analytical listeners apply critical thinking skills and understand why 
they accept or reject a speaker’s ideas and suggestions. 
A speaker makes the following proposal: “Suppose we post signs and offer free 
ides to the voting polls.” An analytical listener might have questions such as 
ee (1) Will voters misinterpret the ride as pressure to vote for a particular can- 
didate? (2) Wouldn’t voters want to check to see that all drivers have adequate car 
insurance? (3) Is there enough time to design, print, and post the signs before the 


election? 


oor. vie yee ee 


Purpose Questions: 
____|s the speaker’s purpose clearly stated? If not, 
what is the speaker trying to achieve? 

____Could the speaker have a hidden or an ulterior 
motive? 

____Did the speaker achieve his or her purpose? 

___Was achieving the speaker’s purpose worth the 
time you spent listening? 


Audience Questions: 

___Does the speaker seem to understand the nature 
and characteristics of the audience? 

____Does the speaker appear to understand and re- 
spect the audience’s attitudes and beliefs? 

—__Does it seem as though the speaker is trying to 
take advantage of the audience in any way? 

___Could this presentation be delivered to any audi- 
ence, or has the speaker made an effort to adapt 
it to this audience’s interests and needs? 


Logistics Questions: 
——1Has the speaker stayed within the time limit? If 
not, what has been the effect of too little or too 
much speaking? 
———Has the speaker adapted to the setting of the pres- 


entation (considering the size of the room and the ~ 


audience, using amplification, using presentation 
aids)? 
___If the presentation is taking place on a special oc- 
casion, has the speaker adapted to that occasion? 
___Could this presentation be delivered to any audi- 
ence in any setting, or has the speaker effectively 
adapted to this setting and occasion? 


Content Questions: 
___Does the speaker seem well informed? 
____|s the information relevant to 

the topic or purpose of the presentation? 


___Does the speaker identify her or his sources of 


information? 


____Does the information seem reasonable and 


believable? If not, what is the problem? 


____Does the speaker appear to be misleading the 


audience? 


Organization Questions: 

___Is the presentation clear and easy to follow? 
__-Are the key points identified and well supported? 
—_Does the speaker go off on tangents that have 


little to do with the purpose or the key points 
of the presentation? 


Credibility Questions: 
___As far as you can determine, is the speaker well 


informed about the topic? 


___Does the speaker seem to be sincere and trust- 


worthy? 


_——Does the speaker appear to be genuinely inter- 


ested in the topic and the audience? 


—__Do you trust and believe this speaker? 
—__Would you invite this speaker to address an 


audience of colleagues or friends? 


Performance Questions: 


___Was the speaker's delivery effective? 
——Could you hear and understand what the speaker 
said? 


___Did the speaker’s gestures, posture, and dress 


enhance the presentation? 


——Did the speaker use equipment and presentation 


aids well? 


——Did the speaker look directly at the audience? 
——To what extent did the speaker’s delivery affect 


your opinion of his or her message? 


A listener needs analytical listening skills in order to judge the validity of an 
argument and the factors that separate credible sources from biased ones. To lis- 
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ten analytically, you can apply the Toulmin model discussed earlier in this chap- 
ter: Identify the speaker’s claim; assess the evidence, warrant, and backing; and 
be alert to reservations and qualifiers. You can also evaluate presentations by test- 
ing the ways in which they apply the seven basic principles of presentation speak- 
ing, as Figure 2.4 shows. Using either method, analytical listeners can assess the 


strength and merit of a speaker’s ideas and opinions. 


Appreciative Listening. Appreciative listening answers this question: Do I like, 
value, or enjoy what the speaker is saying? ae listening applies t 


how speakers think and speak—the ways i 





O 
choose nd us use se words sand 


their ability to use humor, tell stories, argue persuasively, or emonstrate unde 






standing. Appreciative listening can reward a speaker who is able to capture and 
eloquently describe a complex concept or proposal. When a speaker’s words, sto- 


ries, or sense of humor delight us, we listen appreciatively. Appreciative listening 
skills can help us enjoy and acknowledge good presentations. 


Planninc te Listen. 


hat if we told you that next week you will have i 
to make a presentation that really matters to a_ 


very important group of people. We bet that you — : 


would spend a lot of time planning that talk. Now, 
suppose we told you that next week you will be at- 


tending a meeting to listen to an important presenta- 


tion. How much time would you spend preparing? 
- Our guess is that you would spend much less time 
preparing to listen. We believe that planning to listen’ 
can be just as important as planning to speak. Here 
are five suggestions that can help you plan to listen: 


B Do some prior study. The more you know about a 
topic, the more you will get out of hearing a pres- 
entation about it. In some classes, communication | 
instructors ask students to announce their topics a. 
week in advance so that listeners can start thinking — 
about what they will be hearing. 


» Identify your listening goals. Ina general sense, ask 
yourself this question: What do | want to get out © 
of listening to this presentation? If you can find a 
personal reason for listening, you will be a better 
listener. 


- Match your etaning: se to the een 5 oe 
- pose. Thomas Leech, a communication consultant, 
: suggests that “by knowing which listening hat to 
wear, listeners can get more out of the presentation © 
- and properly direct their own efforts.”’ Forexam- ae 
__ ple, if you’re attending a presentation designed to 1. Thomas Leech, How to Prepare, Stage, & Deliver Winning Presenta- 
ae entertain, you probeply won't need to listen any tions (New York: AMACOM, 1993), p. 266. 


cally. However, you 1 would want to listen analytically 
“toa speaker who was trying to persuade audience 
members to change their opinions or behavior. At 


an informative presentation filled with detailed facts 
and figures, you would apply your comprehensive 


listening skills. And if you're listening to someone © 
tell a good story or read a passage from literature, 
- empathic and appreciative listening may be most 

appropriate. Good listeners can rely on any and all 
of the four listening styles when necessary. 


> Generate some questions in advance. When you go 

toa presentation with questions in mind, you will 

_ listen better because you’ll be paying attention to 
whether or not the speaker answers them. If you 
discover that the speaker has avoided or has not 


not developed the topic you were curious about, 


ask your question during a question-and-answer 
session. The audience may appreciate your ques- | 
tion and benefit from the answer. 


D Share the message. After the presentation ends, 


make a point of telling someone else what you 


__ heard. If you know in advance that you will be re- 
porting on what you have heard, you will have to 

listen more carefully. Also, by reporting, you will 
have to repeat the message and will re more likely 
to remember what was said. 
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Critical Thinking 
and Listening 


Comprehending and 
respecting speakers on 
both sides of a contro- 
versial question require 
the application of the 
golden listening rule: 
Listen to others as you 
would have them listen 
to you. 





Suppose that a speaker suggests there is no greater duty in a democracy than 
that of expressing your opinion at the polling booth on Election Day. An appre- 
ciative listener might think that (1) the speaker phrased that idea eloquently; 
(2) when seen as a patriotic duty rather than as a time-consuming chore, voting 
seems worthwhile; or (3) the tone of the speaker’s voice communicated genuine 
sincerity. 






You can learn specific listening skills, and as we’ll soon see, most of them apply 
two basic principles: (1) use your extra thought speed and (2) apply the “golden 
listening rule.” Once you understand and apply these principles as overriding lis- 
tening strategies, you can begin to work on specific listening skills. 


Use Your Extra Thought Speed. Most people talk at about 125 to 150 words 
per minute. According to Ralph Nichols, a respected listening researcher and au- 
thor, if thoughts were measured in words per minute, most of us could think at 
three or four times the rate at which we speak.!> Thus, we have about 400 words’ 
worth of spare thinking time for every minute during which a person talks to us. 

Thought speed is the speed (words per minute) at which most people can 
think, compared to the speed at which they can speak. So what do we do with all 
that extra thinking time? Poor listeners use their extra thought speed to day- 
dream, engage in side conversations, take unnecessary notes, or plan how to con- 
front a speaker. Good listeners use their extra thought speed productively when 
they 


» Identify and summarize key points 

> Pay more attention to nonverbal behavior 

» Analyze arguments 

B Assess the relevance of a speaker’s comments 


Conscientious audience members don’t waste their extra thought speed—they 
use it to enhance comprehensive and analytical listening. 
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Apply the Golden Listening Rule. The golden listening rule is easy to re- 
member: Listen to others as you would have them listen to you. Unfortunately, 
this rule can be difficult to follow. It asks you to suspend your own needs in order 
to attend to someone else’s. 

The golden listening rule applies to the speaker, too. As a speaker, you know 
your material, but your audience is hearing it for the first time. You may have 
spent hours crafting your message; your audience may not have given much 
thought to the issue. You may believe what you’re saying; the listener may be 
skeptical.'® Conscientious speakers understand and adapt to the ways in which 
audience members listen to a presentation. 





Although using your extra thought speed and applying the golden listening rule 
are basic listening principles, ways to practice them may not be obvious. The fol- 
lowing five skills can improve your listening ability and help you apply the two 
basic principles of effective listening. When and how you use these skills depend 
on whether you are the speaker or an audience member, whether you are speak- 
ing to a large or small group, and whether you have the flexibility to interact with 
the speaker or audience members during or after a presentation. 


Overcome distractions 
Listen for the big ideas 


RC MCMC a emi eh 
Paraphrase 
Listen before you leap 





Overcome Distractions. Distractions can take many forms.!” Loud and an- 
noying noises, uncomfortable room temperature and seating, frequent interrup- 
tions, distracting decor, and outside activities are environmental distractions. A 
speaker’s delivery can also be distracting. It’s hard to listen to a speaker who talks 
too softly, too rapidly, or too slowly or who speaks in a monotone or with an un- 
familiar accent. Even a speaker’s mannerisms and appearance can be distracting. 
Remember the concept of noise in our communication model? Reducing the 
noise—physical or psychological—that interferes with the communication process 
can improve your entire audience’s ability to listen to your message. 

One important form of psychological noise is listener bias. A bias can be ei- 
ther of two things: your own prejudice or an unfair attitude which you hold that 
stems from prior experience. Bias can also be a preference that inhibits you from 
making an impartial judgment.'® If, for example, you “know” you disagree with a 
viewpoint that is going to be discussed, either you won’t listen or you’ll spend 
your time criticizing the speaker. Pro-life audiences may not want to listen to a 
pro-choice speaker—and vice versa. A gun-control advocate may not have an easy 
time getting a group of gun owners to listen. Please understand that there’s noth- 
ing wrong with criticizing a speaker after you've listened comprehensively and 
analytically to a presentation. The problem results when you let your bias prevent 
you from listening as a responsible audience member. 

When a distraction is environmental, you are well within your rights as a lis- 
tener or speaker to shut a door, open a window, or turn on more lights. In large 
groups you may need to ask permission to improve the group’s surroundings. 
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t a recent communication convention, | 
A: sitting in a packed, standing-room- 
only meeting room in which communication re- 
searchers were making their presentations. 
Within a few minutes, the body heat and 
cramped quarters began affecting the room's 
temperature. At first, no one seemed to mind. 
By the time the third speaker began, the room 
temperature was well into the 80s. One of the 
other presenters began fanning herself with 
her research paper. Another caught my eye and 
silently mouthed, “It’s hot!” Soon audience 
members were taking off suit jackets and 
sweaters. 

Finally, | couldn’t stand it anymore. No one 
was listening; everyone was preoccupied with 
the hot room. | stood up and had to excuse 
myself across a tightly packed row of people. 
Several people scowled at me for my disruptive 





behavior. Then | had to make my way through 
the standing audience members. At the back of 
the room, | reached my goal—the thermostat. 
The temperature was 90 degrees. | flicked on 
the air conditioning switch and set the ther- 
mostat at 72. Cool air came roaring through 
the room vents. 


| then went back to my seat. Those who had 
scowled at me were now saying, “Thank you.” The 
speaker who had silently mouthed, “It’s hot” 
sent a silent thank-you my way. You would think 
that in a room full of people, someone in the 
back would do something to overcome the dis- 
traction of 90-degree heat. 

Be a hero. Help an audience listen by taking 
action to overcome distractions whenever 
possible. 


Isa Engleberg 








Depending on the circumstances and setting of a presentation, you may be 
able to take direct action to reduce distractions. If an audience member’s behav- 
ior is distracting, you may be well within your rights to ask that person to stop 
talking or moving around. After all, if she is distracting you, the person is proba- 
bly also distracting others. If a presenter speaks too softly or uses visual aids that 
are too small, a conscientious audience member may ask him to speak up or to 
explain what is on a visual. 


Listen for the Big Ideas. This is where the critical thinking skills discussed ear- 
lier really kick in! Good listeners can identify a speaker’s purpose, central idea, 
and key points. They can tell the difference between fact and opinion and be- 
tween evidence and claims. On the other hand, poor listeners tend to listen for 
and remember isolated facts. 

Admittedly, sometimes the fault lies with the speaker. When faced with a dis- 
organized speaker who keeps talking long after making a point, listeners may lose 
track and drift off. In a small group setting, a good listener who senses such prob- 
lems could interrupt the speaker and ask, “Could you help me out here and sum- 
marize your point in a couple of sentences?” Such an interruption is not rude 
when it is the only way to get the speaker to clarify an important issue. There’s 
also a big difference between asking for a summary and yelling out, “Hey, what’s 
your point?” Although it is tempting for listeners to blame poor speakers when 
they can’t figure out the message, good listeners try to cut through facts and irrel- 
evant comments in order to identify the most important points and main ideas. 


One way to listen for “big” ideas is to borrow a plan-to-listen tip. Plan to tell 
someone else what you've heard. We know that when people believe they have 
to report back on what they’ve heard, their comprehension increases signifi- 
cantly. Ask yourself the audience’s side of the purpose question: What does the 
speaker want me to know, think, believe, or do after hearing this presentation? 
Then try to list the key points or ideas the speaker used to achieve that purpose. 


“Listen” to Nonverbal Behavior. Speakers don’t always put everything that’s 
important into words. Very often, you can understand a speaker’s meaning by not- 
ing and interpreting nonverbal communication. Nonverbal communication 
is a general term used to describe the messages that we send without using words. 
It applies to body language, physical appearance, facial expression, and eye con- 
tact as well as to the emotions and emphasis communicated by the tone of a per- 
son’s voice. Good listeners know that nonverbal behavior can communicate as 
much as or more meaning than words alone. They pay attention to the “mis- 
match” between verbal and nonverbal messages, such as when a speaker says, “I’m 
delighted to see you here today” while cringing and turning toward the door. 

A change in a speaker’s vocal tone or volume may be another way of saying, 
“Listen up; this is very important.” A presenter’s sustained eye contact may be a 
way of saying, “I’m talking to you!” Facial expressions can reveal whether a 
thought is painful, joyous, exciting, serious, or boring. Even gestures can be used 
to express a level of excitement that words cannot convey. 

If, as research indicates, more than half of our meaning is conveyed nonver- 
bally,!? we are missing a lot of important information if we fail to “listen” to non- 
verbal behavior! Even Sigmund Freud suggested that “he that has eyes to see and 
ears to hear may convince himself that no mortal can keep a secret. If his lips are 
silent, he chatters with his fingertips; betrayal oozes out of him at every pore.””° No 
wonder it is difficult to conceal what we mean and feel during a live presentation. 

Correctly interpreting a speaker’s nonverbal responses can tell a listener as 
much as or more than the spoken words. At the same time, the nonverbal reac- 
tions of listeners (head nods, smiles, frowns, eye contact, and sitting posture) can 
affect the quality, quantity, and content of a speaker’s message. Even the setting 
of a presentation (a nonverbal aspect) can communicate a wealth of meaning 
about the status, power, and respect given to speakers and listeners. 


Paraphrase. Paraphrasing is the ability to restate what people have said in a 
way that indicates that you understod them. Too often we jump to conclusions 
and incorrectly assume that we know what a speaker means and feels. Paraphras- 
ing is a listening check that asks, “Am I right? Is this what you mean?” 

Paraphrasing requires finding new words to describe what you have heard, 
rather than repeating what a person has said. In addition to rephrasing the mean- 
ing of the speaker’s message, a paraphrase usually includes a request for confirma- 
tion. Paraphrasing can be used for many purposes: 


To clarify meaning: “When you said that you weren’t going to the conference, 
did you mean that you want one of us to go instead?” 


To ensure understanding: “I know that you said you approve, but I sense you’re 
not happy with the outcome. Am I way off?” 


To summarize: “What you seem to be saying is that it’s not the best time to 
change this policy. Am I right?” 


By rephrasing what we have heard and requesting confirmation, we can use para- 
phrases to help confirm our perceptions. Effective paraphrasing requires us to use 
our extra thought speed to produce a statement that follows the golden listen- 
ing rule. 
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highly respected and successful courtroom 

attorney told a story about how audience 
feedback let him know that his client had no 
chance of avoiding jail time. He was defending 
one of four suspects in an armed bank robbery. 
Right after the robbery, the police followed a 
lead to a city row house and found four men 
matching the descriptions of the bank robbers 
asleep in one bedroom. Under one bed they 
found the exact amount of money stolen from 
the bank. The lawyer's client contended that he 
lived at the house and that three of his friends 
had asked to crash for the night. The lawyer 
made these final arguments to the jury: My 





REAL SPEAKERS 





Because he let his buddies crash at his house, 
he has been accused of a crime he didn’t com- 
mit. Just because there were four bank robbers 
doesn’t mean that my client is one of them. 

As he spoke, the jury's chairwoman nonver- 
bally “told” him that he would lose his case. A 
small, amused smile crept across her face as 
the lawyer spoke. Almost imperceptively, her 
head moved back and forth in a “no.” When he 
said that his client had no idea that a bank 
had been robbed, another juror raised one eye- 
brow with a look that said, “Okay, you’ve done 
your best to defend your client, but you and | 
know he’s guilty as sin.” Sure enough, the jury 









client is the unfortunate victim of circumstance. found all four suspects guilty as charged. 


Listen Before You Leap. One of the most often quoted pieces of listening ad- 
vice to come from Ralph Nichols’s writings is that “we must always withhold 
evaluation until our comprehension is complete.””! Good listeners make sure 
that they understand a speaker before reacting either positively or negatively. 

Sometimes when we become angry, friends may tell us to “count to ten” before 
reacting. Taking the same precaution is also good advice for listening. Counting to 
ten, however, implies more than withholding evaluation until you understand 
completely. You may comprehend a speaker’s words perfectly but be infuriated or 
offended by what you hear. If an insensitive speaker refers to the women in the au- 
dience as “girls,” it may take your counting to twenty to allow you enough time to 
collect your thoughts and maintain your ability to listen comprehensively. If a 
speaker tells an offensive joke, you may have a double reaction—anger toward the 
speaker and disappointment with those who laugh. Try to understand the effects 
of offensive comments and emotionally laden words without losing your compo- 
sure or concentration. 

When you listen before you leap, you are not approving of or condoning 
what someone says. Instead, you are using your extra thought speed to decide 
how to react to controversial, prejudiced, or offensive comments. Listening be- 
fore you leap gives you time to adjust your reactions in a way that will help clar- 
ify and correct a statement rather than offend, disrupt, or infuriate a speaker or 
other audience members. 


E Listening to Your Audience 


One of the most important and difficult speaking skills to learn involves “listen- 
ing” and adapting to your audience during a presentation. Here, we are not talk- 
ing about listening to their comments or questions after your presentation. 
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Instead, we are talking about watching and listening for their feedback during 
your presentation. As we indicated in Chapter 1, feedback is the verbal and non- 
verbal responses audience members communicate as they listen to a speaker. 
Feedback tells you a great deal about whether your audience is responding posi- 
tively or negatively to your presentation. 

Everyone in an audience reacts in some way. Sometimes that reaction is crys- 
tal clear. Audience members may smile or frown. They may nod “yes” or “no” as 
they listen. They may break into spontaneous applause or refuse to applaud. They 
may sit forward at full attention or sit back and look bored. At other times, they 
may stare at you with blank faces or appear distracted. Feedback can help you de- 
termine the kind of effect that you are having on your audience. 

As you speak, look at and listen to the ways in which audience members re- 
act to you. Do they look interested or bored, pleased or displeased? If you can’t 
see or hear reactions, ask for feedback. There is nothing wrong with stopping in 
the middle of a presentation to ask audience members if they understand you. 
Not only does such feedback help you adapt to your audience; it also tells listen- 
ers that you are interested in their reactions. Asking for feedback also helps your 
audience listen. By asking the audience questions or seeking confirmation, you 
are helping everyone understand and respond to the same message. 






As important as it is to “listen” to your audience, it is just as important to listen 
to yourself. The ability to monitor and understand the effects of what you say will 
make you a more successful speaker. Two skills can enhance your ability to listen 
to yourself. First, translate feedback into useful information about the way you 
speak and listen so that you can answer questions such as these: 


» Are audience members actively listening to me, or do I seem to be talking to a 
blank wall? 


» Do audience members seem to understand what I am saying, or do they seem 
confused by my remarks? 


BP Dol feel my voice rising and my heart racing when I talk about an emotional 
issue or address an argumentative audience member? 


Good speakers silently ask and answer these questions as they speak. Then they 
use a second important skill—they make mid-presentation corrections. If an au- 
dience seems confused, the speaker may slow down and re-explain a concept. If 
the audience looks bored, the speaker may add an interesting or amusing story 
to rekindle their interest. If the audience seems hostile, the speaker may try to 
defuse the tense atmosphere by acknowledging the legitimacy of the audience’s 
concerns, announcing a question-and-answer session scheduled for after the talk, 
or beginning with an amusing story about how another speaker handled an in- 
hospitable audience. 

Learning to “listen” as a speaker is just as important as learning to listen as 
an audience member. Both skills require critical thinking, a willingness to with- 
hold evaluation until comprehension is complete, and the courage to make mid- 
performance adjustments as you speak. 





Just as audience members have different backgrounds and abilities, they also have 
different ways of listening. Remember the levels of intellectual development we 
discussed earlier? Audience members will listen quite differently, depending on 
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presentations by speakers with 


different backgrounds and 
perspectives. How do such 


differences affect the way you 
listen to a speaker’s message? 
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whether they are at the first level (Received Knowledge) or at the highest level 
(Constructed Knowledge). At the first level, audience members may only listen 
for and remember a few facts. They may not be able to identify or analyze your 
central idea or key points because they may have underdeveloped empathic, ana- 
lytical, or appreciative listening skills. On the other hand, audience members at 
the Constructed Knowledge level may be skilled at almost all forms of listening. 

Listening behavior may also differ between men and women. Researchers tell 
us that men may be more likely to listen to the content of what is said, while 
women may focus more on the relationship between the speaker and the audi- 
ence. Males tend to hear the facts, while females are more aware of the mood of 
the communication. In other words, men tend to focus on comprehensive and 
analytical listening, while women are more likely to be empathic and apprecia- 
tive listeners.?2 

Cultural differences can also influence the ways in which audience members 
listen and respond to a presentation. One study concluded that international stu- 
dents perceive U.S. students to be less willing and less patient as listeners than 
those from African, Asian, South American, or European cultures.?? Myron Lustig 
and Jolene Koester, communication professors and the authors of Intercultural 
Competence, offer an explanation of such perceived differences in listening behav- 
ior. English is a speaker-responsible language in which the speaker structures the 
message and relies primarily upon words to provide meaning. Japanese, however, 
is a listener-responsible language in which speakers indirectly indicate what they 
want listeners to know. Listeners must rely on nonverbal communication and an 
understanding of the relationship between the speaker and the listener to inter- 
pret meaning.** Thus, an English-speaking listener may feel as though a Japanese 
speaker is leaving out important information whereas the Japanese listener may 
think that the English speaker is overexplaining or talking down to him or her. 
Such misunderstandings and perceived discourtesy are due to speaking and lis- 
tening differences rather than substantive disagreement. 


Adapting your presentation to the diverse listening styles of audience mem- 
bers can be a complicated and challenging task when you take intellectual devel- 
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opment stages, gender, and cultural differences into account. Fortunately, critical 
thinking and listening are skills that can be taught, learned, practiced, and mas- 
tered. Not only are these skills essential to encoding and decoding presentations; 
they are also critical elements in all forms of communication. 





Summary 


o> 


o> 


How do | apply critical thinking to the presentation speaking process? 


Speakers and listeners should learn to analyze the claims, evidence, and war- 
rants used to justify a speaker’s position in a presentation. They also should 
ask critical questions about the purpose, audience, logistics, content, organi- 
zation, credibility, and performance of a presentation. 


Is everyone equally able to think critically? 


Depending on their level of intellectual development, some people have dif- 
ficulty thinking critically. Those who think critically go well beyond the ob- 
jective testing of facts and opinions to decide what they know, believe, and 
value. 


Is there more than one way to listen? 


Depending on the circumstances, you can use one or more of the following 
types of listening: comprehensive, empathic, analytical, and appreciative. 


How can | become a better listener? 


In addition to using your extra thought speed to analyze what you hear and 
applying the golden listening rule, the following skills can enhance your 
ability to listen: overcoming distractions, listening for the big ideas, “listen- 
ing” to nonverbal behavior, paraphrasing, and listening before you leap. 


How do | “listen” to an audience? 

You “listen” to an audience by looking for and responding to feedback. Re- 
sponding and adapting to audience feedback have the added advantage of 
helping your audience listen to and understand your message. 
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Building 
Presentation 
Confidence 








®> Where does presentation anxiety come from? 
®> What makes some speakers look so confident? 
®> How can preparation reduce presentation anxiety? 
®> Do relaxation techniques really work? 


®> How can breaking the rules help me to become a 
more confident speaker? 


How do practice and focus build confidence? 


ihether you call it presentation anxiety, 
communication apprehension, stage 
fright, or talking terror, you wouldn't 
be human if the thought of giving a speech 
or presentation didn’t make you a bit nerv- 
ous. On the first day of a public speaking 
class at our respective institutions, we often 
ask students what their goals are for the 





course. An overwhelming number of stu- 


dents only give answers related to fear of 
speaking. No other answer comes close. 
Students write that they want to “gain con- 
fidence,” “overcome anxiety,” “stop being 
nervous,” “get rid of the jitters,” and “calm 
down.” 

In fact, about 75 to 85 percent of the 
U.S. population experiences some form of 
anxiety when faced with the prospect 
of making a presentation.' In study after 
study, Americans report that they fear pub- 
lic speaking more than heights, death, 
financial difficulties, and snakes.? Even peo- 
ple such as Barbra Streisand, Billy Graham, 
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Jane Fonda, and Lily Tomlin who are known for their public performances and 
presentations have reported that they suffer from extreme stage fright. It’s hard 
to believe that people would rather fall off cliffs, die, lose their jobs, or be thrown 
into a snake pit than make a presentation. Most people probably would choose 
to give a speech rather than suffer any of the previously mentioned horrors. Nev- 
ertheless, for many Americans the thought of making a presentation is incredibly 
frightening. In this chapter, we focus on the causes of presentation anxiety and 
what you can do to reduce it and become a more confident speaker. This last sen- 
tence is an important one. As we've indicated, most people experience some anx- 
iety when they make an important presentation. It would be unnatural not to. In 
fact, that “keyed up” feeling is a positive and normal reaction to speaking and 
demonstrates that you care about what you have to say. The issue, then, is not 
whether you experience presentation anxiety, but rather how you label it and 
transform it. And that is the focus of this chapter. 





<= What Is Presentation Anxiety? 


Presentation anxiety is a natural reaction to a unique kind of social situation— 
the task of getting up to speak in front of a group of people. Speakers cite many 
reasons for getting nervous—such as “I could forget what I want to say,” “My au- 
dience will hate me,” or “I’ll make a huge, embarrassing mistake.” However, the 
probability of any of these things happening is very small. It’s imagining their 
happening that creates anxiety. 

Presentation anxiety is also a physiological response to stress. Physical symp- 
toms such as sweaty palms and a perspiring forehead, a fast pulse, shallow breath- 
ing, cold extremities, flushed skin, nausea, trembling hands, quivering legs, and 
“butterflies” in the stomach are the body’s reaction to the release of stress hor- 


How ConFiDent AR€ Yeu? 


aay assess your level of communication confidence, 
complete this brief questionnaire: 


Presentation Confidence Survey* 


For each statement please indicate whether you (1) 


strongly agree, (2) agree, (3) neither agree nor dis- 
agree, (4) disagree, or (5) strongly disagree. 


12345 
12345 
12345 


1. | have no fear of making a speech. 


. | feel relaxed when giving a speech. 


2 
3 Giving a speech really scares me. 
4 


. My thoughts become confused and 


jumbled when I’m giving a speech. 12345 


5. | face the prospect of giving a speech 


with confidence. E2345 


Now score yourself using this formula: Your score = 12 
minus (items 3 + 4) plus the sum of (items 1 + 2 + 
5). If your score is quite high (the possible range is 
from 5 to 25), you're probably very nervous about 
making presentations in most situations. If your score 
is quite low, you have a low level of anxiety when 
planning or making a presentation. Most scores fall in 
the middle range—indicating a moderate level of 
speaking anxiety. Regardless of your level of anxiety, 
however, you will still have to make presentations. 
Thus, it’s important to learn how to deal with your ap- 
prehensions in various settings. 


* There are longer, more sophisticated instruments for assessing 
your level of communication apprehension and = in see eat he 
Richmond and peace in the Notes | section. 





mones such as adrenaline.* Yet these symptoms also resemble those that accom- 
pany many positive experiences. Suppose you’re waiting for the exciting conclusion 
of a football game, the ending of an adventure movie that has had you at the edge 
of your seat, or the arrival of a loved one whom you haven't seen for many years. 
How would you feel? You’d be physically aroused, just as you are when making a 
presentation—pounding heart, shortness of breath, flushed skin. Many of the phys- 
ical sensations of excitement are the same as those of anxiety. It’s the way in which 
you interpret them that is important. You can think of making a presentation as an 
exciting adventure or as a ee even Ou aus event. It all depends on how 
you choose to a j 







an au: -e.5 What does this mean? First, look at the phrase a speaker's individ- 
ual seed of fear or anxiety. All this says is that some speakers are more frightened 
than others. Some people look forward to presentation speaking; others would do 
almost anything to avoid it. 

Second, note the phrase real or anticipated communication. This says that an- 
ticipating all the things that could go wrong makes some people more nervous 
than making an actual presentation, while others are most nervous during a pres- 
entation. In fact, for many speakers, less than a minute after beginning a presen- 
tation, their anxiety subsides as their heart rates begin a gradual and fairly steady 
decline.® 

Third, see how the definition mentions a group of people or an audience. This 
means that some people are just as nervous when speaking to a small group of 
three people as others are in front of an audience of thousands. Again, those anx- 
ious feelings are perfectly natural in either setting—and may be as much a sign of 
excitement as of nervousness. 





One of the keys to building presentation confidence is to understand the sources 
of the nervousness and discomfort that you may feel when speaking to a group 
or an audience. While everyone has his or her own personal reasons for being 
nervous, researchers have identified some of the key fears that underlie presenta- 
tion anxiety.’ See if you can recognize yourself in any of the sections that follow. 


ae ECs 
Fear of disapproval 
eee Conan 


Fear of the spotlight 
Cray mci Clit 

Fear of breaking the rules 
aera iar 1s 





Fear of Failure. Virtually everyone fears failure, especially public failure. Presen- 
tations happen in public, in front of an audience that watches and evaluates you. 
Some researchers maintain that the fear of a negative evaluation is the number- 
one cause of speaking anxiety.’ In part, presentation anxiety anticipates the possi- 
ble anguish and embarrassment of being evaluated as a poor speaker—of failing. 
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Before a presentation, you may worry about what audience members will 
think of you and your talk. During a presentation, you may experience height- 
ened anxiety if you begin to think that your audience is not interested or approv- 
ing. And afterwards you may be haunted by worries about audience members’ 
final judgments. “Did they like it?” and “How’d I do?” are not idle or innocent 
questions; they are ways of determining whether you have succeeded or failed. 

So how do you turn the fear of failure on its head? Scan your audience for 
positive reactions—a nod, a smile, or an alert look. When you find them, focus 
on them: Seeing positive feedback generally reduces presentation anxiety. When 
you sense that your listeners like you and your message, that reaction means your 
presentation is succeeding. 


Fear of Disapproval. Most of you have probably heard the saying “Children 
should be seen and not heard.” Let’s hope you didn’t hear it in your own home 
too often. In homes where silence is rewarded and talk is punished, children learn 
that speech is something to avoid. Staying quiet is safe. Speakers who have 
learned and believe that their talking is grounds for disapproval are rarely confi- 
dent speakers. Virginia Richmond and Jim McCroskey, experts in the study of 
communication apprehension, found that a person’s level of presentation anxi- 
ety is determined in part by the extent to which she or he was rewarded for or de- 
terred from communicating as a child.? So how do you break this cycle? One way 
is to understand that your anxiety is based on a childhood habit rather than on 
an adult response. Another way is to use the same strategies that work for those 
who fear evaluation. Use your audience’s feedback as a reality check. Their posi- 
tive reactions can reassure you that it’s okay to be seen and heard. 


Fear of the Unknown. Most people fear the unfamiliar, and making a presen- 
tation falls into that category for many inexperienced speakers. Even if you have 
had some experience making presentations, you may still become anxious if you 
don’t know much about your audience or topic. In unfamiliar settings, the size 
and shape of a room, unexpected background noises, the ways in which lights 
and microphones operate, and whether and where audience members will sit all 
have the potential to unnerve a speaker. Even a familiar room and audience can 
look quite different from the podium. 

The switch to an uncommon or unexpected role can transform a usually con- 
fident person into a tangle of nerves. Imagine that you are asked to stand up and 
explain a new procedure or introduce a guest in the audience. If you were attend- 
ing an event or a meeting and expecting to be a listener, being called on to switch 
roles and to be a presenter instead could be unsettling, to say the least. 

So how do you reduce your fear of the unknown? For starters, remind your- 
self that since you’re taking this course, presentation speaking won’t be an un- 
known anymore! If you’re asked to give a presentation, whether months or 
moments in advance, you'll know what to do. 


Fear of the Spotlight. One of the primary reasons many people give for hav- 
ing presentation anxiety is knowing that they will be the main focus of their 
audience’s attention. While a little attention may be flattering and pleasurable, 
standing alone in the spotlight makes many people nervous. In such a situation 
your audience is watching everything that you do; they are there to hear what 
you have to say. It’s hard to imagine anything more conspicuous. Moreover, feel- 
ing conspicuous can lead to excessive self-consciousness, which in turn may 
cause you to focus on yourself rather than on your message. The more self- 
focused you are, the more likely you will experience nervousness. 

Since excessive self-focus can limit your effectiveness as a speaker, try this 
trick to break the habit: Focus your attention on a few friendly faces in the audi- 





[' our classes we often ask students to de- 
scribe how they feel when asked to make a 
presentation. We've received responses that 
range from a sense of empowerment to total 
terror, as the following illustrate: 


P Giving a speech makes me feel powerful. Al- 
though nervousness enters the picture, so 
does a feeling of power. The thought of hav- 
ing everybody's full attention and being able 
to convey my point of view makes me feel as 
though I’m in charge. 


B Giving a speech makes me feel scared. | feel 
as though people aren’t listening to me but 
instead are looking at my shoes or clothes, 
so | worry that | have both earrings in or 
that my blouse is buttoned correctly. You're 
on the spot with twenty pairs of eyes star- 
ing at you. 

D I’m very quiet and shy in front of most 
people, especially people | don’t know. Be- 








_ REAL WORLD, REAL SPEAKERS 


cause |’m a quiet person, I’m not comfort- 
able with just coming out and speaking 
to someone—which is just like giving a 
Speech because you are speaking to peo- 
ple you've never met. 


» Giving a speech makes me feel extremely 


nervous. My heart starts racing so fast 
that it makes me breathless. My knees, and 
the rest of my body, start to tremble, and | 
feel like I’m going to lose control. I’ve tried 
taking deep breaths to calm myself when | 
feel this way. I’ve also tried medication, but 
it doesn’t work. The last time | enrolled in a 
speech class, | dropped out because | was 
$0 nervous about giving a speech and em- 
barrassing myself. 


We are pleased to report that all four of these 
students did quite well in the course. 


John Daly and Isa Engleberg 


ence rather than on your notes or on yourself. Not only will this technique make 
you less self-conscious, but it will also engage your audience in your presentation 
and focus their attention more on your message—and less on you! 


Fear of the Audience. Sometimes the characteristics of the audience can 
heighten a speaker’s anxiety. Talking to two people is quite different from speak- 
ing to two thousand, so it’s no surprise that large audiences arouse more anxiety 
than small ones. 

Large audiences also tend to be composed of people with varying back- 
grounds, interests, and purposes—and this diversity can make some speakers 
nervous. They may worry that adapting to one part of a diverse audience means 
running the risk of excluding another part. More likely, though, fear of the audi- 
ence relates to the fear of the unknown we discussed earlier. If you don’t know 
much about your audience—and what you do know is that you don’t have much 
in common with them—you'te likely to feel somewhat apprehensive. 

One way in which you may differ from your audience is in your status. A 
junior-level financial officer suddenly asked to present a major report to a group 
of senior vice presidents would probably be more anxious about speaking than if 
she were assigned to talk to a group of beginning finance students. Why? Because 
of the relative imbalance between her status level and her audience’s. 
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As we discuss in Chapter 5, “Audience Analysis and Adaptation,” you can 
learn a lot about your audience and use the information that you gather to de- 
velop a presentation uniquely suited to their needs. You may find areas of com- 
mon interest, reducing the perceived gaps between you and your audience. And 
you may find that you have been invited to present because you know more 
about a given topic than your “higher status” audience does. Increasing your 
knowledge about your audience can decrease your anxiety. 


Fear of Breaking the Rules. Many speakers experience presentation anxiety 
because they are burdened with too many rigid rules and misconceptions about 
what makes a presentation good or bad. The rules of speaking are not like the 
rules of baseball or the laws of physics. “Three strikes and you’re out” works in 
baseball; this rule doesn’t apply to presentations. “What goes up must come 
down” is fine in applied physics but not in presentations. Unfortunately, some 
speakers believe that the “rules” they find in textbooks or learn about in a com- 
munication class are hard and fast. At best, the rules are generalizations that can 
be applied to many situations. At worst, some rules are wrong. We wish we had a 
dollar for every student who has been told to look at a spot on the back wall 
above the heads of the audience rather than to establish direct eye contact. For 
fear of saying “uh” or “um” in a presentation, speakers have overrehearsed to the 
point of sounding like robots. 

Novice speakers sometimes take all the rules about a good presentation too 
seriously. They become anxious because as they are speaking, they find them- 
selves not adhering to every rule. Experienced speakers know, however, that no 
two presentations are alike and understand that rules are only rough guides. They 
know that sometimes these rules should be bent or broken. 


Fear of Fear. One of the biggest problems with presentation anxiety is that it 
grows upon itself. If, for example, you start feeling a slight tremor of fear, you 
may become more conscious of that feeling, which in turn can generate even 
more anxiety. Don Green, who applies the techniques of sports psychology to 
helping musicians overcome performance anxiety, suggests a quick and simple 
method for breaking the fear cycle: Give a name to your fear; then tell “Pete” or 
“Ruth” to scram!!° We explore other methods for ending this cycle in the rest of 
this chapter. 





Successful speakers know two very important facts about presentation anxiety: 
They know that it’s very common, and they know that it’s usually invisible. Re- 
member that 7S to 85 percent of the U.S. population experiences presentation 
anxiety. This means that most audience members will understand your feelings, 
wouldn’t want to trade places with you, and might even admire your courage for 
being up there. If you do appear a bit nervous, most listeners will know how 
you're feeling and won't let it interfere with their impression of you or your pres- 
entation. Despite most people’s worst fears, audiences tend to be kind to speak- 
ers. They are willing to forgive and forget an honest mistake. Since no one in your 
audience expects you to be perfect, why should you? Indeed, audiences are usu- 
ally on your side. 

Also, remember that in most cases your anxiety is invisible. Audiences can- 
not see or hear your fear. They cannot see a pounding heart, an upset stomach, 
cold hands, or worried thoughts. They do not notice small changes in a voice or 
remember occasional mistakes. In fact, most speakers who describe themselves as 
being nervous appear confident and calm to their audiences. Many speakers 
think that they display far more anxiety than audience members actually report 
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seeing. Even experienced speech teachers, when asked about how anxious a 
speaker is, seldom accurately estimate the speaker’s anxiety.1! 

If you find yourself feeling a little anxious before your next presentation, re- 
mind yourself of these two vital facts. They can help you transform your anxiety 
into presentation confidence. 


shared by your mre 
ELT 
usually invisible 
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fc Becoming a Confident Speaker 


A good side effect of presentation anxiety’s being so common is that psycholo- 
gists and communication researchers have developed many effective methods for 
helping anxious speakers cope. We hope you find some that can work for you in 
the pages that follow!!2 


Prepare 
Relax 


Adapt 
Mmlad(h 
Focus 








“Be prepared” is more than the Boy Scouts’ motto; it is one of the guiding max- 
ims of successful speakers. Not only does conscientious and thorough preparation 
make your presentation better, it also makes you a better presenter. Why? Re- 
member that fear of the unknown contributes to presentation anxiety. Prepa- 
ration is one way of changing something unfamiliar into something familiar. 
Novice speakers often report that a symptom of their nervousness is their feeling 
lost and confused as they speak. Preparation can replace this sense of confusion 
with confidence. 

Good preparation requires that you know as much as possible about where 
and to whom you are speaking, what you are going to be talking about, and how 
you are going to deliver your message. We urge you to check out the place where 
you will be speaking beforehand, choose a familiar topic, and avoid taking on 
more than you can handle. 


Check It Out. Pilots check out their airplanes before taking off, champion 
golfers check out the course before playing a round, and good speakers check out 









illy Walters, the author of Secrets of Suc- 
LL Speakers, advocates hours of prepa- 
ration as a way of reducing stage fright. To make 
her point, she tells stories about several famous 
speakers and their preparation of formal and 
impromptu speeches (which are spur-of-the- 
moment comments). Mark Twain, one of the 
highest-paid speakers of his era, said, “It takes 
me at least three weeks to prepare an impromptu 
speech.” A friend of Winston Churchill, England’s 
great prime minister, wrote, “Winston has spent 





the best years of his life writing impromptu 
speeches.” Churchill estimated that it took him 
six to eight hours to prepare a forty-five-minute 
speech. For an important presentation, you may 
need to spend as much as one hour preparing for 
each minute of the presentation.' 









1. Lilly Walters, Secrets of Successful Speakers (New 
York: McGraw-Hill, 1993), pp. 32-33. Her information 
about Winston Churchill is taken from William Manches- 
ter, The Last Lion: Winston Spencer Churchill (New York: 
Dell, 1983), p. 32. 

















the places where they will be speaking before they speak. Check out the seating, 
the microphone, the lighting, and the equipment before you speak. That way you 
make the unfamiliar familiar—and you don’t have to worry about technical diffi- 
culties during your presentation. Make sure that you can see your notes and have 
a place to put them. Make sure the lectern isn’t too high or too low. If you can, 
you may want to rearrange the audience’s seating. Practice a few sentences of 
your presentation before anyone gets there, so that you’ll have a feel for the 
sound of the room. Checking out the setting beforehand can help you feel more 
confident about approaching the podium and your audience when it’s time to do 
the real thing. 

If you can’t get to the place where you will be speaking in advance, ask the 
person who invited you about the facilities, equipment, and other logistical de- 
tails. As Chapter 6, “Logistics and Occasion,” discusses in more detail, knowing 
about where, when, and why you’re speaking reduces the novelty of the speaking 
situation and can help to reduce your anxiety. 


Speak About a Familiar Topic. Speakers who know what they’re talking about 
feel more comfortable and less anxious. If you have ever made a presentation 
about something you knew little about, you know what it feels like to be unpre- 
pared. You may fear questions you can’t answer, fear that you don’t have enough 
to say, and even fear that you are wrong about something you do say. You can nip 
nervousness in the bud by picking a topic that you already know and care about. 
If you do this, you'll find it’s much easier to prepare your presentation, and you'll 
feel more confident delivering it. You won’t have to worry that audience mem- 
bers will think you’re uninformed or that questions following your talk will be 
ones that you can’t answer. Your interest in your topic will show and will engage 
your audience. 


Begin in Your Comfort Zone. If you aren’t a confident swimmer, you proba- 
bly won’t jump into the deep end of a pool. If you aren’t an experienced midwife 
or physician, you should be reluctant to deliver a baby. And if you aren’t a confi- 
dent speaker, you shouldn’t talk in dangerous territory. Try to begin by speaking 


Become a 
Confident Speaker 


Exhibitors at trade shows 
repeatedly make the 
same presentation on 
topics they know well, 
growing more confident 
and competent each 
time. 





in your comfort zone. If your level of anxiety is high, don’t deliver your presenta- 
tion for the first time to an audience of 2,000 people. Instead, try it out on a 
group of friends or coworkers first. If your topic is complicated, make sure that 
the beginning of your presentation is clear and well rehearsed. Tell a story you 
know very well, or make sure the beginning of your presentation is the one part 
that you know best. By starting in “shallow water,” you can gradually make your 
way into deeper water without fear of drowning. 





One well-accepted way of reducing presentation anxiety is to learn how to relax 
and minimize its symptoms. Relaxation techniques reduce nervous feelings by 
substituting feelings of calmness. You can begin this process by learning simple 
relaxation exercises that lessen many of the physical symptoms of presentation 
anxiety—rapid heartbeat, stomachache, shaky hands and legs, and trembling 
voice. Many of the books and courses that teach meditation and relaxation tech- 
niques can help you prepare for any situation that makes you nervous or anxious. 
However, some meditation techniques require time and privacy. Since you can- 
not excuse yourself from an auditorium stage to meditate right before your pres- 
entation, try to develop a set of short tension-reducing techniques that you can 
use in the few minutes or seconds before speaking. (See the TIP on page S1.) 


aus cematic Desensitization. A technique of behavioral therapy called sys- 
pmatic desensitiz on™ can nee especially effective as a relaxation technique 
1 duci anxiety. Sometimes we associate fear with certain situa- 
tions, things, or erperiences nacl as flying, insects, elevators, snakes, or presenta- 
tion speaking. One way of breaking the fearful response bond is to learn a new, 
relaxed response to the same situation.'* Systematic desensitization begins by 
training speakers to achieve deep muscle relaxation. In this relaxed state, they are 
then asked to imagine themselves in a variety of communication situations— 
ranging from one that is very comfortable to those that produce more anxiety. 
Karen Dwyer, author of Conquering Your Speechfright, has noted “When you can 







visually imagine yourself in all the steps in the speechmaking 
process and maintain deep relaxation at the same time, you will 
have broken your fearful response to public speaking.”!* Sys- 
tematic desensitization is a therapy developed by psychologist 
Joseph Wolpe to help clients with phobias and serious anxieties. ' 
Clients are taught to visualize a series of anxiety-provoking sit- 
uations while maintaining a state of relaxation and, as a result, 
weakening the bond between the anxiety and the feared object. 
To accomplish this goal, clients are asked to imagine an item 
from a sequence of increasingly fear-provoking situations called 
a desensitization hierarchy.'° 

How would this _technique apply to presentation: speak- 
ing? Figure 3.1 shows a hierarchy of presentation speaking 
situations. 

Systematic desensitization works amazingly well. The un- 
derlying notion is that presentation anxiety arises when you 
mentally associate fear with speaking. After your successful 
treatment, a sense of relaxation will arise when you think about 
making a presentation. Any number of studies confirm that the technique 
works.!” It is also a method used by almost every professional sports team to aid 
players in coping with “clutch” moments. Watch a basketball game. A “clutch” 
moment occurs when, for instance, a game is tied, and one team has one free 
throw left that will allow it to win if a basket is made. The player making the shot 
may “choke”—shoot the ball and entirely miss the hoop. If she does, there’s no 
win. Watch carefully how this player acts as she prepares to take the shot. Note 
how relaxed she is. Every muscle appears to be almost limp. What you are seeing 
is systematic desensitization at work. The player has learned that the more nerve- 
wracking the situation, the more relaxed she has to be. 





Figure 3.1 A Desensitization Hierarchy for Presentation Anxiety 





Even anxious speakers would feel comfortable thinking about the first few items of this hierarchy. 
As the process progresses, however, the situations become more anxiety-producing. By trying to 
relax even when visualizing these situations, the anxious speaker can slowly learn to associate 
presentation speaking with relaxation rather than with nervousness. 


1. You are reading a newspaper article about a politician's speech. 


2. YOu are watching a television newscast in which speakers are shown speaking 
atameeting. _ . 


. You are listening to someone give a presentation at work. 


- YOu learn that you will have to give a presentation at work next month. 


3 
4 
5. You are starting to gather ideas and information for your presentation. 

6. You are learning a lot about the size and composition of your audience. 

7. You are preparing your notes for the presentation. : - 

8. You are practicing your presentation in private. : _ 

9. You are practicing your presentation in front of a good friend or family member. 
10. You see yourself arriving at the place where you will present your talk. : 
11. You see yourself walking to the podium and preparing tos eak. 





12. You see yourself beginning your presentation. 
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Understanding how systematic desensitization works can 
help you overcome presentation anxiety. The big idea here is 
that if you can teach yourself to relax, you’ll be less nervous. 
Certainly this is easier said than done. But try deep breathing, 
peaceful meditation, stretches, or other tension-releasing tech- 
niques before your next presentation. They should help. 


Cognitive Restructuring. Whereas systematic desensitiza- 
tion assumes that a relaxed body will relax your mind, cognitive 
restructuring goes a step further. Cognitive restructuring 
assumes that presentation anxiety is caused by worrisome, 
irrational, and nonproductive thoughts (cognitions) about 
speaking. Thus, reducing anxiety, fear, and nervousness requires 
changing or restructuring those cognitions.!8 


use tHe silent 


R€@CClIA@AAX Break the Te 
word relax into two syllables: re 

and Jax. Breathe in slowly through your nose 
while saying the sound re (ree) silently to 
yourself, holding the long e sound all the 
while you are inhaling. This should take just 
about three seconds. Then breathe out 
slowly, also for about three seconds, thinking 
the sound Jax (laks) silently to yourself, and 
hold the a sound while exhaling. Inhale and 
exhale, thinking, “REEE-LAAAX” four or five 
times. By the time you finish this thirty- 
second relaxation exercise, your pulse should 


be slower and, hopefully, you will also feel 
calmer. A word of caution, though: If you in- 
hale and exhale too deeply and for too long, 
you could end up feeling lightheaded or 
faint rather than relaxed and calm. Try to 
find the pace that helps you relax before be- 


Consider the following transcript of a cognitive restructur- 
ing session between a teacher and a student. 


Teacher: Well, why are you so scared about making a 
presentation? 


Student: [don’t know... maybe because I know people ginning your presentation. 

will laugh at me if I make a mistake. If using the word relax doesn’t work, try 
I : 

Teacher: Now, let’s think about that. Why do you think ee ee ee Se 
you’ll make a mistake... mistake that will syllable phrase that suggests tension reduc- 
make people laugh at you! tion can work. If repeating a word or phrase 

Student: [ just know I could. doesn’t work for you, try something simpler. 

A small yawn or quiet sigh right before you 

Teacher: Sure you could, but the walls in this office could speak can relax your neck and throat mus- 


collapse, too. So let’s assume you make a mistake, 
as rare as that might be. What’s the harm? 


cles. Tensing and relaxing your stomach 

muscles before you speak can squeeze a lot. 
of tension out of your body. Find the relax- 

ation exercise that works for you, and you'll 

be rewarded with a calmer body and mind. 


Student: [’d be embarrassed. 


Teacher: You're right. Embarrassing things happen to all of 
us—even when we’re not making presentations. 
We survive, don’t we? 


Student: Yeah, but I would feel bad. 


Teacher: Sure you would, but only for a little while... 


As you can see, the process tries to change the speaker’s unrealistic beliefs about 
making a presentation. Most of the time, you won’t make big mistakes. Most of 
the time people won’t laugh at you, and even if they do laugh, it isn’t the end of 
the world. 

Jerry Lynch, a sports psychologist, works with athletes who become anxious 
or fearful when it’s time to perform.'? He recommends that they adopt affirma- 
tions to restructure the way that they think. “Watch what you say,” he cautions. 
“When you say, ‘I can’t,’ you lose power. Your body immediately backs down.” 
Lynch urges his athletes to write and repeat strong positive statements about 
their performances. Thé same technique can work for speakers. The next time 
that you feel anxious, try telling yourself these positive statements: “My message 
is important.” “I am a well-prepared, skilled speaker.” “Apprehension gives me 
extra energy.” 

The thing to remember about cognitive restructuring is that it helps you to 
become more realistic about what will happen when you make a presentation. 


The experience won't be all that bad. You'll survive. And remember this, writes 
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Chapter 3 
Building Presentation 
Confidence 


Like professional and Olympic athletes, 
speakers can use visualization to enhance 
their performance and confidence. 


speechwriter Peggy Noonan: “Every great speaker in history has flopped some- 
where along the way, most of them more than once. So relax. It’s only a 
speech.”2° Challenge and then banish the irrational, negative beliefs that get in 
the way of speaking success. 










Visualization. Closely related to co gmue aa AS is visu aliza 





sional ane imple athletes use naliearonr to aprons Heir performance. Dr. 
Marcia Middel, a psychologist and former All-American swimmer, helps athletes 
and musicians to overcome performance anxiety through visualization.?” They 
are told to find a quiet place where they can relax and visualize a picture of them- 
selves in competition. For example: 


Create a mental picture of yourself diving into the pool. Now, enter that pic- 
ture; hear the sounds you usually hear; smell the air; feel the sweat on your 
body; tune into what the diving board feels like under your feet or the water 
around your body. If you are hoping to improve a particular technique, then 
remember a time [when] you did it very well. Recreate that moment, then 
carefully perform the technique until you have executed it flawlessly in your 
head. Rehearse this image for a few minutes each day.?3 


Speakers can use visualization to overcome presentation anxiety. Before you 
make your presentation, sit back and picture the entire event. Imagine walking 
into the room with confidence and energy. Think about how many smiles you’ll 
receive as you talk, think about the heads nodding in agreement, think about 
the looks of interest you'll see in the eyes of your audience, think about how 
smoothly you will deliver your message, and think about your successful conclu- 
sion. And then congratulate yourself. Many speakers find visualization a power- 
ful method of building confidence. 





Sharing Your Fears with Friends. Discussing and sharing 
your anxieties with others can have several positive results. Be- 
cause a majority of people fear presentation speaking, you will 
discover that you are not alone. It’s also easy to believe that 
your fears are worse than anyone else’s until you begin talking 
about them. You'll probably find that even the most confident- 
looking speakers can have upset stomachs and moments of 
panic. Remember that presentation anxiety is natural. You may 
not like the feeling of it, but it’s one you share with most other 
people. 

Discussing your speaking fears with others can also help you 
to correct misperceptions you may hold about your presenta- 
tions. If you tell a friend or your instructor that you stumble 
over your words, you may find out that they’ve never noticed it. 
What seems like a major stumble to you may be nothing more 
than a pause to your audience. If you think that your voice 
shakes while you are speaking, you may find out that your lis- 
teners don’t hear any shakiness. Remember that audiences can’t 
see most symptoms of presentation anxiety. Likewise, confirm- 
ing that your symptoms are invisible to your audience can be 
very reassuring. 

Last, sharing your anxieties can help you to substitute posi- 
tive thoughts for negative ones. If you tell your friends you were 
afraid that your audience noticed your shaky hands, they may tell you that every- 
one was too far away to notice and that, in fact, you looked poised. Rather than 
thinking, “I was a nervous wreck,” substitute the thought “My friends tell me I 
look calm.” 


A presentation is not a permanent, written document. Unexpected events, ques- 
tions from audience members, and late-breaking news may mean that you have to 
modify your well-prepared presentation on the spot. Doing this can be difficult for 
anxious speakers, who may be too busy concentrating on their own feelings to 
veer away from their planned presentations. However, anticipating potential prob- 
lems and bending or breaking rigid rules can help even the most nervous speaker 
become more flexible and confident. 


Anticipate and Address Potential Problems. Related to checking out your 
physical surroundings (see page 47) is assessing, in advance, what might create 
problems for you during a presentation. Once you’ve identified what makes you 
conscious of your nervousness or what could lead an audience to conclude that 
you're nervous, you can devise strategies to mask or modify these difficulties. 

For instance, suppose that you notice that your hands shake when you hold 
your notes during a presentation. The sense that everyone might see them trem- 
bling might raise your anxiety level. The solution is simple: Eliminate the dis- 
play of shaking. How? Since flimsy paper will shake in speakers’ hands, no 
matter how comfortable they are about speaking, use stiffer note paper or lay 
your notes on a lectern or clipboard to eliminate much of the noticeable shak- 
ing. Or what should you do if a visible rash creeps up your neck whenever you 
speak? Again, the answer is simple: Mask it. Wear a buttoned-up shirt, a turtle- 
neck, or a scarf. Thinking ahead about potential problems gives you the time to 
resolve them. Don’t wait until you’re speaking to deal with things that hinder 
your performance. 
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Chapter 3 Bend or Break the Rules. Many years ago, a psychologist at UCLA, Mike Rose, 

Building Presentation researched why people experienced writer’s block.** After watching many writers, 

Confidence he found that those with writer’s block had rigid rules about writing. They be- 
lieved, for example, that you had to have a perfect first sentence before you could 
go on to write the next sentence. These writers slaved over that first sentence for 
hours, often feeling that they would “never get it right.” Writers who didn’t suf- 
fer from writer’s block knew that an opening sentence was important but decided 
not to worry about it if nothing immediately came to mind. The difference be- 
tween “blocked” and comfortable writers was that the former group let the rules 
run them, while the latter group ran the rules. Don’t be too tied to beliefs that 
you might have about what a “good” speaker looks and sounds like. 

There are no “must” rules of speaking. This book is, of course, filled with ad- 
vice. But every piece of advice should be adapted to your purpose, your audience, 
and your situation. Is it sometimes all right to put your hands in your pockets 
while speaking? Yes. Is it acceptable, in some situations, to sit down rather than to 
stand when speaking? Sure! Rules are best understood as guidelines for speaking, 
not as commandments. Sometimes breaking a commonly accepted rule can make 
your presentation more interesting and memorable. Smart speakers use rules when 
they aid their presentations and dismiss them when they get in the way. 

Apprehensive speakers can be reluctant to abandon the “safety” of their rules, 
yet they may also feel more confident in communication contexts with fewer 
rules. For instance, most people are far more comfortable answering questions 
than they are making presentations. You’d think it would be the opposite, since a 
speaker has to think “on her feet” when answering questions, whereas she can do 
most of her thinking about a presentation beforehand. Because people have far 
fewer rigid rules about what good question-and-answer sessions ought to be like, 
they find them less nerve-wracking. On the other hand, almost everyone has 
strong notions of what presentations should be like. Drop the rules if they don’t 
produce the results you want. 





If you’re good at something, you will usually be more confident when doing it, 
and the best way to become good at something is to practice. Knowing how to 
make effective presentations is the best way to ensure that you will succeed with 


Michelle Crawford practiced her 
lines and prayed with her mother 
before speaking to the Wisconsin 
Legislature about how the state’s 
new welfare program had trans- 
formed her life. Governor Tommy 
G. Thompson beams at Ms. 
Crawford’s success. 









_ REAL WORLD, REAL SPEAKERS 









eggy Noonan, who was one of President what | was saying, and | wanted to be un- 
Reagan's speechwriters, describes herself derstood....\ realized: When you forget 
as being near-phobic about speaking in front yourself and your fear, when you go beyond 
of groups. After having a horrible experience in self-consciousness because your mind is 
seventh grade—she had been asked to read thinking about what you are trying to com- 
aloud from “The Song of Hiawatha” and was in municate, you become a better communi- 
such a panic that she lost her voice and cator.... This is the beginning of the end of 
nerve—she didn’t give another speech until self-consciousness, which is the beginning 
she was forty years old. An interesting thing of the end of fear.' 
happened to her about halfway through that 
presentation: 1. Peggy Noonan, Simply Speaking: How to Communicate 


, Your Ideas with Style, Substance, and Clarity (New York: 
But what | remember most, the key thing, ja:percolline, 1998), p. &. Copyright © 1998 by Pegay 
is that about halfway through the speech Noonan. Reprinted by permission of HarperCollins 
| improved, became more focused and Publishers, Inc. 


more sure, because my mind fastened on 





them. In fact, the best piece of insider information we can give to anyone learn- 
ing a skill is this: practice, practice, practice. If you’ve spent time practicing your 
presentation, you have less reason to be nervous. You know that you can make it 
through the presentation, no matter how anxious you are. Don’t memorize your 
entire speech (what if you forget it?); just practice it often. Even though both of 
us have made thousands of presentations to hundreds of different groups, we still 
practice before going “on stage.” Our secret of success is that there is no secret. 
Although it takes valuable time to practice, the payoff is a confident and seem- 
ingly effortless presentation. 


Focus 


Experienced speakers know that one of the best ways to build presentation confi- 
dence is to concentrate on the message and audience rather than on themselves. 
Speakers who worry about how they look and sound often feel more anxious 
than speakers who concentrate on what they have to say. Just as professional ath- 
letes and musicians channel their nervous energy into the sport or the music, ex- 
cellent speakers convert nervousness into energy that focuses on their message.” 
Focusing on getting your message across to your audience means that you won’t 
have enough time to think about your fears. Conveying that you care about your 
message gives your presentation an added measure of courage, conviction, and 
confidence. Janice Bryant, a nurse and social worker with Home Hospice in Sher- 
man, Texas, discovered this effect when making a presentation to a local United 
Way board about hospice care. “It was very successful,” she wrote, “because for 
the first time I was able to put aside my nervousness and convey the true emo- 
tions of my topic.” 

If you want to torture someone involved in a sport, ask the athlete to think of 
every movement he or she makes while playing. Ask a tennis player to note where 
his arms and legs are as he serves. Ask him to think about how high the ball goes 55 
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before he hits it. Very quickly, any serve he would make would be ruined if he ap- 


Chapter 3 : : : i 
Building Presentation plied this focused self-attention during a match. The same is true during a presen- 
Confidence tation. If you concentrate all of your attention on how you look and sound rather 


than on what you have to say, you can be guaranteed a less-than-wonderful pres- 
entation and a higher level of anxiety. On the other hand, speakers who focus on 
achieving their purpose report low tension levels. 

This observation explains why research studies have found that people with 
high levels of presentation anxiety find it hard to remember very much about 
their audience, the room they were in, or even what they said. They can recall, 
however, the negative feelings and worries they had during the presentation.” 
Giving less thought to yourself and more thought to reaching the audience with 
your message can reduce your level of anxiety and improve the quality of your 
performance and presentation. 


(G just Do It 


Experience is a great teacher. One of the best ways to change presentation anxi- 
ety into presentation confidence is to speak. It’s like learning to swim. You can 
read about how to tread water and listen to all the advice that your swimming in- 
structor and friends may give you, but in the end you have to get in the water and 
try it. So take your first plunge with a positive mental attitude. Learn to say, “I can 
do it, and I will do it” rather than “I’m scared.” And remember this: Always give 
your talk. No matter how frightened you are, you can do it. Making the decision 
to give a speech is the first step in building skills and confidence. 

We're not saying it’s easy. Building confidence will take conscientious work 
on your part. Moreover, it won’t happen overnight. You’ll have to practice the 
various skills we’ve described, a number of times, with a variety of presentations 
in different situations. Eventually, they’ll become second nature. Practice will 
give you the tools to project confidence in yourself and in your message. 








@®> Where does presentation anxiety come from? 


Sources of presentation anxiety include fear of failure, fear of disapproval, 
fear of the unknown, fear of the spotlight, fear of the audience, fear of break- 
ing the rules, and fear of fear. 





®> What makes some speakers look so confident? 


Successful speakers may be just as nervous as unsuccessful speakers, but they 
also know that presentation anxiety is natural and usually invisible. They 
also know how to cope with anxiety by using a variety of methods that help 
them prepare, relax, adapt, practice, and focus. 


®> How can preparation reduce presentation anxiety? 


Preparation helps to reduce fear of the unknown. Preparation strategies that 
help to reduce presentation anxiety include checking out the place where 


you will be speaking in advance, speaking about a familiar topic, and begin- 
ning in a comfortable setting. 








®> Do relaxation techniques really work? 


Relaxation techniques help to reduce nervous feelings by substituting feel- 
ings of calmness. Effective relaxation techniques include systematic desensi- 
tization, cognitive restructuring, and visualization. 


How can breaking the rules help me to become a more confident speaker? 


Some speakers become too tied to rigid rules that prevent them from adapt- 
ing to their purpose, audience, and logistics. 


How do practice and focus build confidence? 


Practice can improve both skills and confidence. Focus teaches you to con- 
centrate on your message rather than on yourself. Conveying that you have 
practiced your presentation and care about your message gives your presen- 
tation an added measure of courage, conviction, and confidence. 
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Can a presentation have more than one purpose? 
How do | refine my purpose? 
> Can the type of presentation help me find a good 
topic? 
How can | interest my audience in the things that 
most interest me? 


How do | narrow my topic to fit the time limit? 


€” tudents in public speaking classes and 
% presentation training seminars often ask 
@#itheir instructors, “What should | talk 
about?” The question is important but may 
be unique to a communication class. 
“What should | talk about?” is rarely asked 
by presenters outside of the classroom. 
While almost all college-level public speak- 
ing textbooks devote an entire chapter to 
choosing a topic, most commercial books 
on making presentations ignore this sub- 
ject. Why? They do so because of the spe- 
cial nature of teaching and training ses- 
sions. Whether you are taking a three-credit 
college course or are enrolled in a one-day 
seminar on presentation skills, the goal is 
learning how to develop and deliver effec- 
tive presentations. Outside of the class- 
room, though, the goal is achieving a 
specific purpose through an effective pres- 
entation. 

Presentations outside of the classroom 
are a means to an end. In the classroom, 


* 


they are the subject of study and the 
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g d product. Because most presentations take place outside of the class Deremininancur 


room, this chapter explores how to determine your purpose and topic from both Purpose 
perspectives. 





C Topic Versus Purpose 


In the world outside of the communication classroom or training seminar, pre- 
senters usually choose or are invited to speak because they are experts on a sub- 
ject, because events call for a presentation on a particular topic, or because they 
are recognized celebrities. What they should talk about is rarely a concern. A 
noted scientist invited to give a commencement address at a college graduation 
would know that a highly technical presentation would be inappropriate. The 
same speaker, if asked to make a presentation at a chemical engineering conven- 
tion, would know that the audience would expect a discussion of complex scien- 
tific data. 

Famous people—a U.S. president, a Nobel Peace Prize winner, or a distin- 
guished writer or actor—may not be asked to speak on a specific topic. Groups 
consider themselves lucky to get such speakers to agree to make an appearance. 
These speakers know how to use such opportunities for their own benefit. The 
president can offer a new policy option or defend his administration’s actions; 
the prize winner can champion a political cause; a distinguished artist can sup- 
port a charitable project or promote a new book or film. 

Within the walls of a college classroom or a training seminar, your speaking 
situation is unique. You aren’t being asked to speak because you’re an expert or 
because the audience is eager to hear your presentation. In fact, you probably 
have been given a speaking assignment by an instructor who wants to teach you 
how to apply communication principles. 

Like many other students, you may find choosing a topic for an in-class pres- 
entation difficult. Unless your instructor specifies a topic area, you have a world 
of topics from which to choose. The wide range of choices can be overwhelming 
and bewildering. As a result, many students ask a common and understandable 
question: What should I talk about? 

Presenters outside of the classroom are less concerned with this question. In- 
stead, they focus their attention on how to achieve a specific goal in front of a 
specific audience. You can do the same: Shift your focus to the goal you want 
your presentation to achieve, and let that goal guide your topic choice. 


« Determining Your Purpose 


Asking, “What do I want to achieve as a result of my presentation?” is not the 
same as asking, “What should I talk about?” Purpose asks, “What do I wan my 
audience to know, think, feel, or do as a result of my presentation?”»Pur ose fo- 
cuses on why: Why am I speaking, and what outcome do I want? We believe that 
identifying your purpose is the critical first step in developing an effective pres- 
entation. In Chapter 1, the Dynamic Presentation Model indicates that decisions 
about your purpose are at the center or “hub” of the encoding process. 
Determining your purpose is similar to deciding where you want to go on a 
trip. As one communication consultant put it, “If you don’t know where you are 
going, it is difficult to decide how to get there.”! You must know why you are 
speaking before you can select or develop a topic. Even if your only reason for 
speaking is that your instructor has assigned the task, your decisions about a topic 











os 
t an annual ProMax media convention in 
Toronto, Canada, actor Christopher Reeve, 
who had been paralyzed in a horseback-riding 
accident, was invited as a keynote speaker. Al- 
most every one of the several thousand profes- 
sionals working in the field of radio, television, 


and film promotion attended the session. Sit- 
ting in his wheelchair at center stage and 


over the audience during the entire presenta- 
tion. Many listeners were moved to tears by the 
speaker's courage and determination. When in- 
vited to speak, Christopher Reeve can talk about 
anything he wants to. To his credit and with 
enormous credibility, he uses such opportuni- 
ties to garner support for spinal injury research 
and to champion the rights of the disabled. 


speaking in the slow, halting voice his breathing 
apparatus required, Mr. Reeve talked about how 
his accident had changed the way he viewed his 
past, his present, and his future life. A hush fell 





should be influenced by the nature and potential outcomes of that assignment. 
In order to illustrate the difference between purpose and topic, we offer two brief 
scenarios—one between a client and a communication consultant, the other be- 
tween a student and a communication instructor. 


Client and Consultant Scenario 


Speaker: I have to make a presentation to the production department. 

Consultant: Why? 

Speaker: You mean what, don’t you? On what topic? 

Consultant: No. I mean why. Why are you making the presentation? 

Speaker: Because I’ve been told to. 

Consultant: Why? 

Speaker: Because management wants our employees to keep better track 
of customer questions and complaints. 

Consultant: Why? 

Speaker: Because better records tell us how well the product works and 
what problems customers are having with it. 

Consultant: So why are you speaking? 

Speaker: To convince the production department to keep better records 
of customer input so we can improve services and make a better 
product. 

Consultant: Congratulations. That’s your purpose. 


Student and Instructor Scenario 


Student: I've been asked to give a talk to new students in our department. 
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Instructor: Why? 


Student: Why have I been asked, or why do the new 
students need to hear a talk by a fellow 
student? 


Instructor: Both. 


¢ 


Student: Well, I guess they chose me because I’ve been 
very involved in the department—between 
classes and cocurricular activities, I practically 
live in the department. 


Instructor: Not to mention that you're a pretty good 
speaker. But why do new students need to 
hear you talk? Why not a faculty member? 


: 
: 


ee 


Student: I know the kinds of questions students have. 
After all, I’m one of them. New students 
might feel more comfortable asking me a 
question than they would asking a professor. 
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Instructor: Does this suggest a purpose and topic area? 


ae 


Student: I sure don’t want to talk about the official 
stuff! They can bore themselves by reading 
that in the catalog and the department 
handbook. 


Instructor: So what’s your purpose? 


Student: To give new students the inside scoop—the 
unwritten rules, the unofficial tips. 


Instructor: Does this purpose suggest a topic? 
Student: How about “Department Survival Guide”? 


Instructor: Good. That’s a presentation they’ll appreciate. 


What question did the consultant and the instructor keep asking? “Why?” 
And why did they keep asking it? Because presentation speaking is a means to an 
end. By first asking yourself why you are speaking, you determine your strategic 
goal. You focus on what you want to accomplish, and this establishes a purpose 
for speaking. Use your purpose to pinpoint the outcome you want to achieve, not 
the information you want to include.” 

Having a clear purpose does not guarantee that you will achieve it. But with- 
out a purpose, little can be accomplished. In the workplace, the average employee 
spends a lot of time listening to other people, attending meetings, and reading 
memos or reports. If all that time spent doesn’t accomplish something, it’s obvi- 
ous the communicators didn’t spend enough time asking “why” questions. They 
didn’t know their purpose. 





There can be more than one answer to the question “What is my purpose?” The 
student speaker in the scenario who wanted to “give students the inside scoop” 
in the “Department Survival Guide” had a clear purpose. However, that same stu- 
dent may also have wanted to please the faculty members who requested the 
presentation or to use the speaking opportunity as a way to meet new students. 
Wanting to share the unwritten rules in a department survival guide is a public 
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purpose. Wanting to please faculty members or to meet new students is a private 
purpose. Skilled speakers understand the absolute necessity for a public purpose, 
the advantages of a private purpose, and most important, the difference between 
the two. 

If you were asked to state the goal of your presentation for a newsletter an- 
nouncement or to a communication class instructor, you would be stating your 
public purpose. You may not need or even want to share your private pur- 
pose, the personal goal of your presentation. For example, many companies 
sponsor volunteer speakers bureaus, programs in which company employees vol- 
unteer and are scheduled to speak to community groups. Let’s say that the volun- 
teer speakers bureau of a local utility company publicly announces that its chief 
engineer will give an informative talk on ways to conserve energy. The presenta- 
tion’s public purpose will attract an audience. The private purpose, however, can 
explain why the utility company wants an audience in the first place: It wants to 
create goodwill and convince the public that the utility is interested in helping 
them conserve energy. An audience that likes the utility company is less likely to 
make a fuss when the company raises its rates. Though the company is not likely 
to announce this private purpose in a newsletter, the private purpose often 
underlies the public purpose. Corporations spend millions of dollars to create a 
positive corporate image through speakers bureaus, public serv- 
ice projects, and donations to charities. 

Why would a company employee volunteer for a speakers 
bureau, though? It’s extra work, there is rarely extra pay, and 
the assignment could subject the speaker to harassment from a 
hostile audience. When we have asked such volunteer speakers 
why they are willing to do all that extra work, we have heard a 
variety of personal reasons. Most express private purposes that 
focus on personal and career goals. Some employees volunteer 
because their service looks good on their résumés or will help 
them when it’s time for a promotion. Others do it to improve 
their presentation speaking skills and to take advantage of the 
training provided by the company. 

In a communication class that requires presentation speak- 
ing, private purpose can take a variety of forms. Some students 
choose the same topic for a presentation as they do for a term 
paper in another class. Here, the private purpose is to “kill two 
birds with one stone” by researching one topic rather than two. 
The private purpose has nothing to do with the speech topic; it 
only enables the speaker to save time and energy. 

In a communication class, the private purpose often relates 
to the speaker’s academic goals. By carefully following the in- 
structor’s advice and guidelines for an assignment, a student is 
more likely to get a good grade. If your instructor requires that 
you use statistics in your presentation, your chances of getting 
an A diminish if you don’t include them. If the time limit is 
eight minutes, don’t speak for thirteen minutes or for three. All 
speaking situations have limits and unwritten rules such as time 
restraints and appropriate dress. Use your speaking opportunity 
for achieving your private purposes—an A, the personal admi- 
ration of your class, a future recommendation from your in- 
structor, and even improved speaking skills. 

Don’t miss the opportunity to get the most out of your pres- 
entation. As long as the different purposes don’t conflict or un- 
dermine each other, there is nothing wrong with a presentation 
that tries to achieve both a public and a private purpose. 


M2” presentations do not have both a 
public and private purpose. | once asked a 
utility company speaker why he volunteered to 
Join the speakers bureau. He said it was be- 
cause he wanted to help people conserve en- 


ergy. When | asked whether he had any private 
reasons such as impressing his boss or get- 
ting free speech training, he said no. He told 
me that he was just very concerned about the 
country’s energy resources, and the volunteer 


speakers program gave him the opportunity to 
tell other people how to conserve energy. That 
was his one and only purpose. 

Likewise, a student who tries to persuade 
other students to register to vote may have no 
motive other than a belief that voting is the 
most important act of a citizen in a democracy. 
The public and private purpose can be the same. 


Isa Engleberg 





We want to emphasize that a presentation should have only one public pur- 
pose but may have several private purposes. Figure 4.1 illustrates some of each. 

Private purposes are not in and of themselves unethical, but deceptive pur- 
poses are. Keep asking yourself, “Who will benefit if I achieve my private pur- 
pose—will I, my audience, or my audience and I?” Be honest with yourself about 
your purpose, and even more important, be honest with your audience. 


Figure 4.1 Public Purpose, Private Purposes 








| want to persuade my audience to visit (1) | want to attract more visitors to the 
the National Gardens in June to see the gardens in order to increase our 
largest display of late flowering azaleas in entry fee receipts. 

America. _ _ (2) | want to impress my boss by show- 
2 ing her how in my new role as 
assistant director of public services, 
| can attract more visitors to the 


gardens. 


| want to inform my audience about the (1) | want to demonstrate why our 
nature of the electromagnetic spectrum company can reach more listeners by 
and its implications for AM and FM radio advertising on both AM and FM 


advertising. stations. 

(2) | want to remind listeners that | am 
well qualified to discuss technical 
issues. _. 

| want to persuade my audience that all (1) | want my research on the need for 


immunization to help me as | pre- 
pare a booklet for the clinic where | 
work. 

(2) Given the instructor’s comments 
about her young children, | hope this 
topic will interest her and will help 
me earn a good grade. 


children should be immunized before 
starting kindergarten. 
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When you know why you want to speak, you're ready to state your purpose and, 
in the process, figure out if it’s a good basis for a presentation. Writing a purpose 
statement that clearly specifies the goal of your presentation will help give your 
purpose a reality check. “My purpose is to tell my audience all about my job as a 
phone solicitor” is too general and is probably an impossible goal to achieve in a 
time-limited presentation. “My purpose is to make my audience aware of two 
common strategies used by effective phone solicitors to overcome listener objec- 
tions” is better. Effective purpose statements share three characteristics: They are 
specific, achievable, and relevant to audience needs and interests. 


STH 


AV MeL 
Relevant 





Specificity. A general or vague purpose statement won’t help you prepare your 
presentation. A specific statement, though, can give you both scope and direc- 
tion. Think of your purpose statement as the description of a destination. Telling 
a friend, “Let’s meet in New York City” is too general and vague. “Let’s meet at 
the Gramercy Park Tavern at 5:30 p.M. on Tuesday” is a more specific statement 
that will make sure that both of you end up in the same place at the same time. A 
specific purpose statement ensures that both you and your audience know where 
you're going. 


Achievability. A purpose statement should establish an achievable goal. Inex- 
perienced speakers often make the common mistake of trying to cover too much 
ground or asking too much of their audiences. A presentation is a time-limited 
event. An audience of less-than-perfect listeners can absorb only a limited 
amount of information. Changing audience attitudes about a firmly held belief 
can take months rather than minutes. Both of us have advised well-meaning stu- 
dents and clients to scale down the goals of their presentations. What is the like- 
lihood that a student speaker can convert a class to his religion during a ten- 
minute presentation? What is the likelihood that a speaker can convince every 
person at a rally to donate $100 to the campaign of a relatively unknown politi- 
cal candidate? A purpose statement can be specific, but it may not be achievable. 

Rather than seeking to convert the whole class to your religion, you may be 
more successful if you try to dispel some misconceptions about it. Rather than 
asking for $100 for a candidate’s campaign, you may ask audience members to 
take home campaign flyers or to consider signing up as campaign volunteers. 
Achieving one small step may be much more realistic than attempting a gigantic 
leap into unknown or hostile territory. 


Relevance. Even if your purpose statement is specific and achievable, you may 
still have difficulty reaching your goal if your topic is irrelevant to your audi- 
ence’s needs or interests. Describing the characteristics of semiconductors or the 
different varieties of tree toads may fascinate you, but if you can’t find a reason 
why the topic would be relevant or interesting to your listeners, you may find 
yourself talking to a bored or annoyed audience. Political candidates usually fo- 
cus their attention on the issues that matter to a particular audience. Advocating 








REAL WORLD, REAL SPEAKERS 


ow ministers answered our survey and 
reminded us of the importance of purpose 
in developing a presentation. The Reverend Bill 
D. Nickell, who has been a pastor of the First 
Assembly of God Church in Canyon, Texas, for 
twenty years, told us that he has to prepare 
four sermons a week. The Reverend Glenn Ri- 
dall, Jr., pastor of the Stewartstown Baptist 
Church in Stewartstown, Pennsylvania, wrote 
that he delivers two to three sermons a week 
and other presentations for special occasions 
and holidays. 


In both cases, the pastors have found the 


Bible a rich source of topics on which to base a 
sermon. The key, however, is finding the pas- 
Sage or story that illustrates a message of 
importance to a congregation. The purpose of 
the sermon—strengthening the family, accept- 
ing the word of God with absolute faith, open- 
ing one’s heart to others—is supported by and 
based on scripture. The Bible is not necessarily 
the topic but is the foundation and means of 
helping the ministers achieve their purposes. 


tax breaks for new businesses may not be of much interest to (and may even an- 
tagonize) a group of parents who want more funding for public schools. 

Drafting a specific, achievable, and relevant purpose statement is not an aca- 
demic exercise; it is a means of producing an invaluable tool that can help you 
determine how to prepare and organize your presentation. All elements of your 
presentation should be specifically related to your purpose statement.? As we in- 
dicate in our Dynamic Presentation Model in Chapter 1, all encoding decisions 
related to the audience, logistics, content, organization, credibility, and perform- 
ance should be driven by your purpose. You will save yourself time and effort by 


staying focused on a clear and achievable goal. 





Always make sure your purpose and topic are specific, 
achievable, and relevant to your audience—no matter 
what their age may be. 





iG From Purpose to Topic 


Purpose asks, “What do I want my audience to know, 
think, feel, or do as a result of my presentation?” 
Topic completes the previous question by adding 
“about what?” Your topic is the subject matter of 
your presentation. 

Presentation topics can range from rap music to 
repairing refrigerators to religion. A topic is often a 
simple word or phrase: rap music. Yet two presenta- 
tions that discuss the same topic can be different be- 
cause they have opposing purposes. Purpose is a 
sentence that describes the goal of your presentation. 
“T want my audience to understand and appreciate rap 
music” is quite different from “I want my audience to 
boycott recording companies that promote rap music 
with violent and offensive lyrics.” 
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The somewhat artificial nature of the classroom setting can make it difficult to 
decide upon a purpose and topic for a class presentation. For example, your as- 
signment tells you only that you have to give an informative presentation on a 
topic of your own choosing, organized or delivered in a certain way, in a specific 
number of minutes. You’re not making a presentation because the situation de- 
mands it (a condition that would help you identify the purpose) but because your 
instructor does! When choosing a topic to meet these unique demands, begin by 
asking several questions. 


QUESTIONS FOI 


1. What type of presentation is 
assigned? 


2. What topics interest me? 
3. What do | know about these topics? 
4. What will appeal to my audience? 





Inside and outside a classroom, these questions can be the key to finding a 
good topic when the choice is yours. By considering each question, you should 
be able to find a topic that suits you, your audience, and your purpose. 


Study Web, www.studyweb.com, provides hundreds of possible topics in 
general subject categories and for every letter of the alphabet. 
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Ce mits eS From Purpose to Topic 


Another way to determine your purpose and to select an appropriate topic is to 
understand the type of presentation you are being asked to make. Traditionally, 
presentations have been divided into three types. 


Informative Speaking. An informative presentation is designed to in- 
struct, explain, describe, enlighten, demonstrate, clarify, correct, or remind. 
Teachers spend most of their lecture time trying to inform students. Sometimes 
an informative presentation explains a complex concept or demonstrates a new 
procedure. Sometimes it updates old information or clears up misunderstandings. 
Informative presentations can take the form of a report to a committee or a for- 
mal lecture to a large audience. Informative presentations tend to be uncontro- 
versial; they concentrate on sharing information. We cover informative presenta- 
tions in more detail in Chapter 17, “Developing Informative Presentations.” 


Persuasive Speaking. A persuasive presentation is designed to change au- 
dience opinions and/or behavior. These changes may be directed toward an idea, 
a person, an object, or an action. 

Idea: Kindness should be the golden rule. 

Person: Lincoln was our greatest president. 

Object: Broccoli is the perfect food. 


Action: Wear seat belts. 


Advertisers try to persuade customers to buy their products. Political candidates 
do their best to persuade audiences to elect them. Persuasive presentations occur 
in courtroom arguments, in religious services, in blood donation drives, around 
the dinner table, and in daily conversations. 


The information provided by a crewman’s brief presentation can reassure passengers and 
prepare them for an emergency. 
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Different types of persuasive presentations have different 
goals. Some try to strengthen or weaken an existing attitude; 
others are designed to change audience attitudes. Some persua- 
sive presentations try to create positive or negative feelings; oth- 
ers attempt to whip an audience into an emotional frenzy. A 
persuasive presentation can convince an audience to take ac- 
tion, or it can encourage an audience to consider unpopular 
viewpoints. Chapters 18, “Understanding Persuasion,” and 19, 
“Developing a Persuasive Presentation,” provide more detail on 
persuasive presentations. For now, just remember that different 
types of persuasive presentations require different strategies and 
seek different outcomes. 


Entertainment Speaking. A presentation that entertains of- 
ten takes place in informal settings. As the name implies, en- 
tertainment speaking tries to amuse, interest, divert, or 
“warm up” an audience. Stand-up comedy is a form of enter- 
tainment speaking. After-dinner speakers amuse audiences too 
full to move or to absorb serious ideas and complex informa- 
tion. Speakers at a retirement party often “roast” a coworker to 
the delight of colleagues, friends, and family. 

Make sure that you understand the type of presentation 
you have been asked to prepare and deliver. If your audience or 
instructor wants an informative presentation, relying on a series 
of jokes or emotional pleas won’t impress your listeners or meet 
audience expectations. If your audience wants to be enter- 
tained, a complex statistical analysis or a series of persuasive ar- 
guments will not amuse them. First and foremost, make sure that you know what 
kind of presentation is expected and then meet those expectations. 





Sometimes when we ask students what topics interest them, we are greeted with 
blank stares. What do you like to do, we ask—on the job, in your spare time, with 
your family or friends? It hasn’t occurred to them that a topic they find interest- 
ing could also interest an audience. When asked, “What do you like to do in your 
spare time?” students often tell us that they’re too busy to have spare time. They 
eat, sleep, go to classes, study, work, and may even have families to raise. Yet as 
busy as all of us are, there is always something that we enjoy doing above and be- 
yond the daily grind—a sport, a hobby, an activity. What do we look forward to 
when the schoolwork is done, when the kids are out or in bed, when we’ve left 
work? 

The enormous range of interests in one class can be astounding—from moun- 
tain climbing to nineteenth-century German philosophers. In one semester, for 
instance, we heard student presentations on the topics listed in Figure 4.2. 

There are several ways to get in touch with the ideas, things, and people you 
find interesting. Answering the “leading questions” in the TIP on page 73 can 
help, or you can do some brainstorming. Create a chart in which you list poten- 
tial topics under broad headings—sports, food, hobbies, places and destinations, 
famous people, art and music, important events, personal goals, public and com- 
munity issues, objects and things, theories and processes, natural and supernatu- 
ral phenomena, campus concerns. By the time you finish filling in your interests 
on such a chart, you may have dozens of good topics for a presentation. You 
might even try mind mapping, an organizational technique described in Chapter 
9, “Organizational Tools,” as a way to get your creative juices flowing. 
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Figure 4.2 Topics Based on Student Interests i 
= te vee From Purpose to Topic 
Interpretation of Dreams Exercise and Long Life 
The Elvis Cult -— Haunted Houses 
Investment Strategies | Being a Big Brother/Big Sister 
The Perfect Chocolate Chip Cookie Afro-Cuban Jazz 
Reading Poetry Financial Planning 
Collecting Baseball Cards Total Quality Management 
Genealogy and Your Family Tree Sign Language and Fingerspelling 
Wine Tasting Restoring Cars 


What Do You Know About These Topics? Everyone is good at something. 
Everyone knows more about a few things than most other people do. Almost 
everyone can claim to be an expert in some area. A fruitful source of topics is your 
work experience. The following scenario is based on a conversation one of us had 
with a student who was searching for a suitable topic: 


Student: 
Prof: 
Student: 


Prof: 


Student: 


Prof: 
Student: 


Prof: 
Student: 


Prof: 


Student: 


Prof: 
Student: 
Prof: 


Student: 
Prof: 


But my job isn’t interesting—to me or to an audience. 
What do you do? 


Phone solicitation. You know, when someone calls you at dinner- 
time and asks you to subscribe to a newspaper or magazine you 
don’t want. 


I hate those calls, especially during dinner. 


I know. Most people do. So there’s no way I can use this as a topic 
for my presentation. 


Are you good at your job? 


I’ve been doing it part-time for three years. I always go beyond my 
quotas. 


How come? 


Well, there’s a knack to it. I know what works—how to get people 
to listen—how to get over their objections. 


You mean you’ve become an expert at getting people to listen to 
your pitch and to buy your product over the phone? 


Expert? I don’t know about that. But I sure know the tricks of the 
trade. 


Are the tricks a company secret? 
No. We’re trained, but we also develop our own styles. 


I know I can’t speak for the rest of the class, but I’d like to know 
more about'the strategies you use when you call. 


Really? 


Absolutely. You have the makings of a terrific presentation. 


Many of the best presentations are based on personal experiences. Don’t un- 
derestimate your experiences and skills. Rely on your expertise and enlighten 
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Chapter 4 
Purpose and Topic 


Bus drivers listen to a speaker whose expe- 
rience and expertise help her explain how 


to assist disabled passengers. 





your audience. That’s what some of our former students did. Their topics are 
listed in Figure 4.3. 


What Will Appeal to Your Audience? Questions about your audience are 
more difficult to answer than questions about your own interests and expertise. 
The interests of your listeners can differ in as many ways as there are people in 
the audience. Chapter 5, “Audience Analysis and Adaptation,” will discuss audi- 
ences and audience analysis in detail. As you consider potential topics, try to 
think of how to make each one appeal to your audience. If you are interested in 
the interpretation of dreams, relate the theories to the kinds of dreams most peo- 
ple have experienced. If your topic is haunted houses, you can make it more im- 
mediate by describing ghostly sightings in local haunted houses. And if you plan 
to compare recipes you've collected in your search for the perfect chocolate chip 


Figure 4.3 Topics Based on Personal Experience 


Shoeing a Horse Drawing Blood 

Volunteering for Suicide Hotlines Duties of a Night Watchman 
Teaching a Parakeet to Speak Spiking a Volleyball 

Doing Missionary Work in China Brewing Beer 

Playing the Cello Instructing in Aerobics 
Editing a Video Growing Tomatoes 

Closing a Sale Butchering a Side of Beef 


Therapeutic Massage Weight Lifting 


cookie, you should share the most delicious samples with your 
audience. Find the links between your interests and those of 
your audience. 





So you've found a presentation topic that clearly has an inform- 
ative, persuasive, or entertaining purpose that interests you, ap- 
peals to your audience, and draws on your expertise. But have 
you found a topic that you can manage? If, as we have recom- 
mended, you have written a specific, appropriate, and relevant 
purpose statement, your topic should be well focused and ready 
for further development. However, you may still need to narrow 
or modify your topic in order to achieve your purpose or to 
adapt to your listeners’ needs. There’s an old saying: “Don’t bite 
off more than you can chew.” For presentations, the saying 
should read instead: “Don’t bite off more than your audience 
can digest.” ; 

Although you may be an expert on your topic, your audi- 
ence may be hearing about it for the first time. Don’t bury them 
under mounds of information. Ask yourself: If I only have time 
to tell them one thing about my topic, what should it be? 
Chances are that conveying a single important idea will be 
enough to achieve your purpose. 

Let’s say your purpose is to demonstrate the difficulty and 
danger of serving as a volunteer firefighter, but you don’t have enough speaking 
time to explain all the risks of firefighting. You could narrow your topic by focus- 
ing on how hard it is to break down a fire-engulfed door or on the skills needed 
to safely carry a victim from a burning building. Although you would like to 
share more information, you can still achieve your purpose by choosing a narrow, 
specific topic. 

Look at how these students narrowed some broad, general topic ideas into 
better topics for classroom presentations: 





Broad: The History of Rock Music 
Better: | Chuck Berry and the Twist 


Broad: A Review of Greek Mythology 
Better: The Origins of Aphrodite 


Broad: Preparing a Five-Course Dinner for Eight 
Better: Setting the Table for a Formal, Five-Course Dinner 


Broad: Converting the Class to My Religion 
Better: Explaining the Purpose of Baptism 


Broad: Advances in Semiconductor Technology 
Better: What Is a Semiconductor Device? 


As we indicated in Chapter 2, “Critical Thinking and Listening,” most listen- 
ers will not remember most of what you say. In fact, audience members are more 
likely to remember their impression of you rather than the details of your presen- 
tation. Consider who’s listening as you narrow your topic to achieve your purpose. 
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Summary ®> Can a presentation have more than one purpose? 
All presentations should have a public purpose, a stated goal that can be 
shared with an audience. Presentations can also have a private purpose that 
achieves a personal goal. 


@> How do! refine my purpose? 
Ask yourself, “What do I want my audience to know, think, feel, or do as a 
result of my presentation?” Make sure your purpose statement is specific, 
achievable, and relevant. 





®> Can the type of presentation help me find a good topic? 


Presentations to inform, persuade, or entertain have different goals that re- 
quire different types of preparation. 


®> How can | interest my audience in the things that most interest me? 


In choosing a topic for an assignment, try to answer the following questions: 
(1) What type of presentation is most appropriate? (2) What topics interest 
me? (3) What do I know about these topics? (4) What topics will appeal to 
my audience? 


®> How do | narrow my topic to fit the time limit? 


Narrow your topic by asking: If I only have time to tell my audience one or 
two things about my topic, what should they be? 


LCS LL I TE LE I I IT LL NE OR DLE I OLE SENSE LTE TILLED OIE DE ONT EE IT EES NS CS I TT SN css 


Key Terms entertainment speaking _— persuasive presentation purpose 61 
70 69 purpose statement 66 
informative presentation _ private purpose 64 topic 67 
69 public purpose 64 
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Audience Analysis 
and Adaptation 













®> How do! focus my presentation on a particular 
audience? 


®> What do | need to know about my audience? 


®> How can | gather useful information about my 
audience? 


®> How do] effectively analyze and adapt to the 
results of my audience research? 


@> What techniques can help me adapt to my 
audience during a presentation? 


he presence of a living, breathing audi- 
ence makes presentation speaking 
different from most other forms of com- 





munication. Whereas writers have little 


control over when, where, or why they are 
read, speakers often can decide when, 
where, or why they speak. Writers, film- 
makers, and TV producers do not usually 
see their audience’s immediate reactions 
(although they may hear or read about 


_ them later). However, speakers not only 
_ see their audience’s immediate reactions, 


they can also adapt to the responses. The 
writer writes alone, and the reader reads 
alone; the speaker and the audience work 
together and form a unique relationship. 
Audiences make presentations unpre- 
dictable, anxiety-producing events. They 
also make speechmaking one of the most 
personal, exciting, and empowering forms 
of communication. 
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Chapters é Audience-Focused Communication 

Audience Analysis 

and Adaptation You’ve spent hours of time and thought determining your purpose and narrow- 


ing the topic of your presentation. You know what you want to accomplish. Now 
it’s time to develop the presentation itself. Right? Not necessarily. Instead, now 
you need to focus your attention on your audience. It’s time to put their interests 
and needs above yours. Because a presentation is not a presentation unless it has 
an audience, being a truly effective speaker requires understanding, respecting, 
and adapting to the people who will be listening to you. Always remember that 
presentations are made to and for audiences. 

Audience-focused communication is all around you. In advertising and mar- 
keting, it’s called targeting. Each ad for a product takes aim at a target market: 
sweetened breakfast cereals for kids, athletic shoes for teenagers, convenience 
foods and detergents for homemakers, beer for sports fans. In marketing, the pri- 
mary purpose is to sell the product, but the means and methods of selling can be 
as different as the customers in the audience. In a presentation, this process is 
called audience analysis and adaptation. 

As we indicated in Chapter 1, the process of developing a presentation begins 
with identifying your purpose. The second principle to consider in that process is 
analyzing the peop ‘ ie} is, tl ity to unde 
stand and adapt to li 





















an 





idience and their likely responses to your presentation can help you plan what 
to say and how to say it.’ How you go about achieving your purpose should de- 
pend on your audience. The examples you include in your presentation, the 
words you use, and even your delivery style should be adapted to your audience’s 





hie “0 y are 
e fundamental audience analysis steps that can help you attain this goal. As 
obvious as these steps may seem, they can require hours of research and thinking 
to complete. But if you don’t address them, your presentation may miss the mark. 





1. Ask relevant questions about your 
audience 


. Gather information that answers 
audience research questions 


PEM PAM matt rei Mate 
tion about your audience 


. Adapt your presentation on the 
basis of your audience analysis 





Understanding and adapting to your audience has several practical advan- 
tages beyond those linked to achieving your purpose.? A thorough understanding 
of your audience can help you focus your presentation and decide how to narrow 
your topic. If, for example, you discover that your audience is very familiar with 
the business philosophy Total Quality Management, you don’t have to explain its 
basic tenets. An audience-focused approach can also simplify and shorten your 
preparation time by using the audience as a criterion for deciding what to include 
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or exclude. You would give different-examples of how TQM can improve the op- : 

ee rae core ; ‘ea Researching Your 
era n organization to an audience of college administrators than you Audience 
would to an audience of automobile manufacturers. Putting the audience at the 
center of your thinking can help you customize your presentation. Also, by focus- 
ing your presentation on the audience, you are likely to feel more comfortable 
and confident when you finally address them face to face. 


fc Researching Your Audience 


You get to know your audience by asking relevant research questions about its 
members. Six basic questions apply to all audiences. In some cases, the answers 
may be obvious, particularly when you know the people in the audience or have 
addressed them before. In other cases, you will have to spend a lot of time and ef- 
fort answering these following questions. 


’ Who are they? 
Why are they here? 
What do they know? 


What are their interests? 
Meer lm il ache ehh 
What are their learning style 





Answering these audience research questions can help you paint a portrait of 
your audience’s characteristics—a combination of their demographics, motiva- 
tions, knowledge, interests, attitudes, and learning styles. As our Dynamic Pres- 
entation Model in Chapter 1 shows, these characteristics are found in every 
audience and are well worth knowing. 


Who Are They? Answers to this question reveal many audience characteristics. 
Are the people in your audience predominantly male or female, old or young, 
rich or poor? You should be trying to gather as much demographic informa- 
tion as you can about the people who will be watching and listening to you. 
You can collect both general and specific demographic information about 
your audience. Considering general demographic characteristics such as the ones 
listed in Figure 5.1 can help you think about your presentation in broad terms. 


Figure 5.1 General Demographic Characteristics 








Age . : Gender _ Marital Status 
Race | feligicn Ethnic Background 


Occupation | Income Level _ Place of Residence 


Hew Can I ADaPt 
WiTHeUT STeReo- 


TYPING? Too often we form 
“one-size-fits-all” opinions about people 


based on visible or obvious demographic — 
characteristics such as their age, race, gen- 


_ der, occupation, nationality, or religion. 


These oversimplified conceptions, opinions, s 
or images of a person or a group of people © 


are called stereotypes.* Stereotyping can 
inhibit effective audience analysis and adap- 


tation. So how do you avoid it? First, there _ 
are the obvious suggestions—never use racial 


slang terms; don’t tell sexist or racist jokes; 


don’t use stereotyped references. Second, 


don’t try to mimic or look like the members 
of a cultural group to which you don’t be- 
long. You'll only look and sound foolish and 
_ probably will be resented by your audience. 


Third, don’t make universal assumptions — 
about your audience: They will live in mostly _ 

_ white neighborhoods if theyre white and in _ 
mostly black neighborhoods if they're black; 
they will like chow mein if they’re Chinese _ 
and fried green tomatoes if they’re Southern. _ 

_ Avoiding stereotyping requires a deeper 
cadentanding and respect for others. If a 
person dislikes the music, political candi- 


dates, clothes, and hobbies that you like, you 
should make every effort to respect these dif- 
ferences of opinion rather than ridicule the 
person for having such opinions. Learn as 
much as you can about your audience and 
acknowledge the differences you discover. 
Then concentrate on communicating a mes- 
sage designed to share meaning with your 
audience. 


_*For a more detailed understanding of stereotyping and. 
other obstacles to intercultural competence, see Myron 


W. Lustig and Jolene Koester, /ntercultural Competence: In- 


_terpersonal Communication Across Cultures, 3rd ed. (New. 


York: Longman, 1999), p. 149-160, and Guo-Ming Chen _ 


and William J. Starosta, Foundations of Intercultural Com- 


munication (Boston: Allyn & Bacon, 1998), pp. 32-57. For — 


_ insights into the effects of stereotyping, see Alberto Gon- 
_ zalez, Marsha Houston, and Victoria Chen, eds., Our 

_ Voices: Essays in Culture, Ethnicity, and Communication, 

_ 2nd ed. (Los Angeles: Roxbury, 1997). 
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As this teaching physician discusses the patient’s condition, he must be 
sensitive to the ways in which his message could affect each of his audi- 
ences (the medical students and the patient) very differently. 


If you know that the audience is composed of a particular 
group or will be meeting for a special reason, you can gather 
more specific demographic information such as the characteris- 
tics listed in Figure 5.2. An audience of college undergraduates 
will differ from an audience of airline pilots. A group of home- 
owners will differ from a group of students living in a dormitory. 

Whether they are general or specific, knowing something 
about the demographic characteristics of your audience helps 
you to target your presentation. For example, you can assume 
that everyone in an audience of college students has earned the 
equivalent of a high school diploma. You probably can con- 
clude that a Baptist youth group will be more familiar with the 
New Testament than the members of a Jewish or Muslim youth 
group would be. If the people in your audience are members of 
a single group or organization, think about the characteristics 
that brought them together. What do they have in common? 
Are they all taking the same class? Do all of them have children 
in the daycare center you’re working with? Do they own or 
manage local businesses? 


Figure 5.2 Specific Demographic Characteristics 
etn acc entigee aes 


Health and Physical Characteristics 
Hobbies 
Working Hours and Conditions 


Career Goals 
Common Interests 
Recreational Activities 
Dress and Appearance Political Affiliations 
Club/Association Memberships Choice of Vacations 
Newspaper/Magazine Subscriptions _ Choice of Automobiles 


Employment Positions Military Experience 


When adapting to audience demographics such as age, gender, nationality, 
race, education level, and socioeconomic background, you must strive to under- 
stand and respect the differences you discover. Be careful not to stereotype audi- 
ences according to their demographic characteristics. Stereotyping audience 
members (Asians are good students; all women want children; New Yorkers are 
aggressive) can do more harm than good. 

Considering demographic characteristics goes well beyond race and ethnic 
background. For example, consider age. We know that, in general, younger audi- 
ences are more susceptible to persuasion than older audiences, whose members 
are often more set in their ways. Yet knowing the audience’s ages may not be 
enough to tell you how to approach the group. Try persuading a teenage audience 
that opera is a higher art form than the music they listen to and love. But show 
an older audience a way to save money on taxes, and we’ll show you audience 
members willing to change their ways! 

We are not suggesting that you ignore an audience characteristic such as age, 
but rather that you also consider other factors such as education, income, political 
affiliations, interests, and occupations. Asking how differences in audience charac- 
teristics are relevant to your purpose and topic matters most. Moreover, remember 
that your own age, nationality, race, education level, and socioeconomic back- 
ground may be just as critical in determining how well an audience listens to you. 


Why Are They Here? Asking why an audience is assembled is not the same as 
asking about their demographic characteristics. As much as you may want your 
audience to be there because they are interested in you and your presentation, 
this is not always or even usually the case. Answers to the question “Why are they 
here?” can tell you a great deal about your audience that will help you meet them 
where they are rather than where you are. Audiences attend meetings and presen- 
tations for many different reasons, as Figure 5.3 illustrates. 

Needless to say, the audience members who are interested in the topic or who 
stand to benefit from attending a presentation will be quite different from those 
who don’t know why they are there or who are required to attend. Each type 
presents its own special challenges for a speaker. A highly interested and well- 
informed audience demands a compelling, knowledgeable, well-prepared speaker. 


Figure 5.3 Why Are They Here? 











Audience members are required to attend. | Acollege class, a ‘mandatory training 
| __ session, a talk by a supervisor — f 
_ Audience members imays attend,  ! /Be monthly service club eecting. a nwdelag 
SN ele) staff meeting, a popular social event 

Audience members are icredted | in the Atopic related to their ak i and/or 
topic. Co i professional interests Pant: ; 
‘Audience members are interested i in the A political candidate, a one, a Sou 
speaker, : hired executive or manager 
Audience members will be arden. Earn “points” with | the speaker, boss, or 


_ instructor; paid to attend; receive credit 
. for professional development _ : 


Accompanying a friend, taking notes for 
a colleague or boss, substituting as a 
group representative, having nothing 
else to do 
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Researching Your 
Audience 


TP, ADaPt T° Key 
+* J AUDIENCE MEMBERS 


Sometimes an audience may be 


so varied that it’s impossible to find a best — 


way to reach everyone. In such cases, it 
helps to identify and concentrate on key au- 
dience members—the people who have the 


authority or ability to make things happen. — : 


They may be opinion leaders or other re- 
spected audience members. Other audience 
members may take their cues from the ways 


in which these people react to a presentation — 


or speaker. If key people seem interested and 
responsive, others will mimic their behavior. 
If they seem bored or annoyed, others will 
be, too. If you cannot reach everyone in an 
audience, try to reach those who have influ- 


ence. How do you find out who these key 
audience members are? Check the nonver- - 


bal communication of audience members: 


_Who gets the most handshakes? Who is 


given a prominent seat or is accompanied by 


an entourage? Who commands attention? If — 
you can’t tell who is most important by ob-- 
serving an audience, ask. Ask the person _ 
who invited you about audience members _ 
who have influence or hold senior-level posi- 


tions. You may even discover that the most 
_ important and influential person in the audi- 
ence is the person who invited you. 


An audience required or reluctant to attend a presentation may 
be pleasantly surprised and influenced by a dynamic speaker 
who has the ability to give audience members a reason to listen. 
Moreover, entire audiences rarely fit into one type of group. You 
may find yourself speaking to an audience that includes several 
people representing each reason for attending. 


What Do They Know? Because audience members possess 
various levels of education and knowledge, figuring out what 
they know about your topic is an important step in determin- 
ing what to include in your presentation. Audience knowledge 
is based on several factors: educational level, demographic char- 
acteristics, and interest or expertise in a topic. Assessing your 
audience’s knowledge level can be challenging, particularly 
when you are addressing a diverse audience.* You can meet this 
challenge by asking yourself several questions: 


» How much do they know about the topic? 
» How much background material do I need to cover? 


B Will they understand my vocabulary and specific, topic- 
related terminology or jargon? 


» Have they heard any of this before? 


Answering these tough questions is essential to matching 
your presentation to an audience’s level of understanding and 
knowledge. As Michael Hattersley, a columnist for the Harvard 
Management Update, maintains, “nothing is more boring to au- 
diences than a rehash of overly familiar information, and noth- 
ing more frustrating than trying to decipher a presentation 
pitched way over their heads.”4 


The level of education completed can tell you something about your audi- 
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ence’s general knowledge and vocabulary. Demographics can tell you something 
about their experiences and expertise in areas as diverse as childcare, religious 
training, and firsthand experience with cultural and historical events. An audi- 
ence being introduced to a new management theory or scientific concept—re- 
gardless of their education levels, demographic characteristics, or interests—may 
need a carefully worded and basic-level introduction to a complex topic. 


What Are Their Interests? Answering these questions—Who are they? Why 
are they here? What do they know?—can help you gauge your audience’s interests, 
which are often what bring people to hear a presentation. Ignoring this important 
factor can result in a less-than-effective presentation. As we see it, there are two 
types of audience interests: self-centered interests and topic-centered interests. 

Self-centered interests are aroused when a presentation can result in personal 
gain or loss. A political candidate’s position on tax increases can result in more or 
fewer taxes for audience members. A proposal to restructure a company or an or- 
ganization can result in more or less power for employees. A talk by a personnel 
director can provide information about how to get a more desirable job. In all of 
these cases, the listener stands to lose or to gain something as a result of the pres- 
entation or its outcome. 

Audience members also have topic-centered interests—subjects they enjoy 
hearing and learning about. Topic-centered interests can include hobbies, favorite 
sports or pastimes, or subjects loaded with intrigue and mystery. However, topic- 


centered interests often tend to be personal. A detailed descrip- 
tion of a Civil War battle may captivate the Civil War buffs in 
the audience but bore the other members. The presentation of a 
new approach to management may intrigue those who enjoy 
management theory but alienate the hands-on administrators 
who find such theories restrictive and impractical in real-world 
settings. Whether self-centered or topic-centered, listener inter- 
ests have a significant effect on how well an audience pays at- 
tention to you and your message. 


What Are Their Attitudes? When you ask about audience 
attitudes, you are asking whether the people in your audience 
agree or disagree with your purpose statement, how strongly 
they agree or disagree, and what you can do to influence their 
opinions and/or behavior. There can be as many opinions in 
your audience as there are people. Some audience members will 
already agree with you before you begin your presentation. 


Den’t UNDEeR- 
estimate wouR 
AUDIGNCE Eventhough 


you may know more than your audience, 
don’t treat them like children or as if they are 
uneducated. Dr. Arthur Furst, professor emer- 
itus at the University of San Francisco, stated 
it well in his survey response: “I always as- 
sume my audience is intelligent but not ac- 
quainted with my topic of discussion.” The 
burden of providing a clear explanation or 
valid argument is on you, not on your audi- 
ence. If you insult the basic intelligence of the 
people sitting in your audience, you will never 
achieve the purpose of your presentation. 





Others will disagree no matter what you say. Some audience members will be 
neutral or have no opinion; they will neither agree nor disagree. Figure 5.4 on the 
following page shows a wide range of opinions that can be found in an audience 
listening to the same presentation. In Chapters 18, “Understanding Persuasion,” 
and 19, “Developing a Persuasive Presentation,” we focus on ways of adapting a 
persuasive presentation to listeners who agree with you, to those who disagree, 
and to those who are neutral. Once you understand why an audience agrees or 
disagrees with you, you can begin the decision-making process of matching per- 


suasive strategies to audience attitudes. 





When Knight Ridder, 
Inc., bought the Kansas 
City Star, CEO Anthony 
Ridder had to consider 
audience attitudes and 
reactions when he 
announced the big 
purchase to a group of 
anxious employees. 
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Figure 5.4 Spectrum of Audience Opinions 


The speaker's stated purpose is “to convince the audience that imposing longer jail sentences will 
deter and reduce crime.” Audience members may hold a variety of opinions on the issue. 


Strongly Agree 


If criminals know 
they won't be back 
on the streets within 
a short period of 
time, longer jail 
sentences will deter 
them and reduce 
crime. 


| Neutral — Strongly Disagree 


| There are good, strong Longer jail sentences 
~ arguments on both — do not deter or 
sides of the issue. reduce crime; they 
pet OF is only create more 
hal don’t know very snag 4 hardened, dangerous 
| much about this issue. ag taiitare ley 





To make matters even more complicated, there can be many different reasons 
why people have the same opinion. For example, audience members who oppose 
longer jail sentences for convicted criminals may do so for various reasons: 


» The jails are too crowded now, and there’s no money or public support to 
build new ones. 


Db Longer sentences do not prevent or stop crime. 
» Rehabilitation should be stressed instead of jail time. 


P Rich people will get off; the poor will be the ones who spend more time in 
jail. 
D Long sentences are cruel and unusual punishment for some crimes. 


» Longer jail sentences won’t work if criminals can get out on early parole. 


Not only can a wide range of opinions be found in one audience; an equally 
wide range of behaviors may also be present, as Figure 5.5 shows. 

As with opinions, there can be many different reasons why people behave in 
certain ways. For example, audience members who volunteer to work on Robin 
Brown’s campaign may do so for several reasons. One audience member may like 
Brown’s position on education; another may want to see her shake up the old 
guard; a third may hope that she will appoint active campaign workers to govern- 
ment and community board positions. 

Adapting to audience knowledge, interests, and attitudes can produce a win- 
ning combination for most speakers. Ignoring these factors can lead to failure. 
Here are two examples in which presenters ignored these factors: 


D A student speaker tried to convince her class to join her church and to be- 
come born-again Christians. She warned the audience that failure to embrace 
her religion would condemn their souls to hell. The result: Although the 
speaker was sincere in her beliefs, listeners of different religions and other 
Christian denominations resented her talk and were offended by her warning. 


D A new, eager manager decided to use his time during a staff meeting to de- 
scribe the principles and value of Total Quality Management. He gave a highly 
informative presentation that included the history of TQM, studies demon- 
strating its value, and recommendations for ways it should be used by his col- 


Figure 5.5 Spectrum of Audience Behavior 





The speaker’s purpose is “to convince the audience that Robin Brown is the best candidate for mayor 
because she supports zero tolerance of crime.” Audience members may behave quite differently, depending 
on their attitudes about an issue. 


Strongly Agree Agree | y Neutral ‘ Strongly Disagree 


Because | don’t feel eca 2 in ol | don’t know whether — istever-10ToM dali g| aia doage) 

Py CoM ema g) : se | crime is a voting issue. tolerance for crime” 

neighborhood, | \ rte Mol Ors | ae is just a code phrase 

MLUMeL aL or ah on ElectionDay. ——‘ | Istill don’t know for licensing police 

time to work on ov ie er \ ne e for rash eel a ga 1 

Brown’s campaign. | 8 a volunteer my time to 
a oe work on D’Angelo’s 

campaign 





leagues. What he failed to realize was that the audience had been through two 
years of TQM training and probably knew more about the topic than he did. 
The result: The other managers, who had looked forward to welcoming a new 
member to their team, were disappointed with his presentation and disturbed 
by his arrogance in assuming that he knew more than they did about TQM. 


What Are Their Learning Styles? You can go beyond audience characteristics 
and opinions to ask one additional question that relates to how audiences react 
to a presentation: How do they learn and process information? Some people can 
learn more if they read, while others learn more by listening. Why can some peo- 
ple understand complex theories and abstract concepts with little difficulty, while 
others never seem to grasp the essence of such models? People have several dif- 
ferent ways of learning and processing information. 

Psychologist David Kolb is best known for his theory of “experiential learn- 
ing,” which classifies learning preferences as four learning styles. Depending on 
whether people learn from concrete (real-world) experiences, reflective observa- 
tions about the world around them, contemplation of abstract ideas and theories, 
or active experimentation in which they test what they have learned, they are 
classified as “divergers,” “assimilators,” “convergers,” or “accommodators.”> Each 
person in your audience reflects at least one type of learning style in the experi- 
ential learning process. 





oe at ideas and information from difference perspectives; they are peo- 
ple oriented and emotional. They also are more likely to major in or enjoy 
studying the humanities and the liberal arts. 





idene and information and transform them into theorencal models. They are 
less interested in people and practical ideas. 





ideas and information they read or hear about. They are relatively unemo- 
tional and prefer dealing with things rather than with people. 


TIP) AbaPt T° Critical 
— Ze THINKING AND 
LiSTENiNG ABility 

Chapter 2, “Critical Thinking and Listening,” 
devotes all of its attention to critical thinking 
and listening. Not only are these abilities es- 
sential skills for speakers, they also influence 
an audience’s ability to learn. Audience 
members at the Received Knowledge level of 
intellectual development are not critical 
thinkers—they only listen for and believe 
facts. Audience members at the Constructed 
Knowledge level go beyond facts and draw 
personal conclusions. If your only goal is get- 
ting an audience to remember facts, you 
don’t have to worry about what kind of criti- 
cal listeners are sitting before you. If, how- 
ever, your goal is to get audience members 
to make a strong commitment to a contro- 
versial position, you will have a difficult time 
adapting to listeners who lack critical think- 
ing ability. The same kind of analysis and 
adaptation needs to be made in regard to 
your audience’s ability to listen. If audience 


members don’t listen comprehensively, you _ 


will have difficulty sharing your meaning 
with them. If your audience doesn’t listen 
analytically or empathically, you will have a 
hard time getting them to support an impor- 
tant but emotional issue. Although you can- 
not change an audience’s ability to think or 
listen, you can adapt to their learning, think- 
ing, and listening styles. 


» Accommodators learn by doing and by having new experi- 
ences. They often use trial and error to solve problems and 
can become quite impatient with theories that don’t make 
sense or have an obvious use. They are risk takers and are 
skilled at adapting (accommodating) to different situations. 


Not surprisingly, people’s college majors or career choices 
often reflect their learning styles. According to Kolb, business 
majors tend to be accommodators—they have little time for or 
patience with abstract theory. Engineers tend to be converg- 
ers—they want to use information to find practical and hands- 
on solutions. History, English, psychology, political science, 
and probably quite a few communication studies majors tend to 
be divergers—they’re good at generating ideas, brainstorming, 
and working with people. Those with interests in mathematics, 
chemistry, and economics tend to be assimilators—they ask 
questions, collect and analyze data, and develop or find a the- 
ory to explain their findings.’ As distinct as these styles may be, 
we urge you to exercise caution when drawing conclusions 
about an audience. Avoid stereotyping. Not all historians are di- 
vergers, and not all engineers are convergers. 

All speakers need to take their audience’s learning styles 
into account. We recommend that unless you are quite sure 
that there are only one or two learning styles in your audience, 
you should ensure that your presentation has aspects that will 
appeal to all four learning styles. Present facts and real-world 
examples for those who need and want concrete details. Try to 
demonstrate how theory matches those facts and successfully 
explains the way things work. Link facts and theory to personal 
examples or interesting stories about people. Offer solutions for 
those who need them without closing the door on alternative 
options. Fortunately, you can enhance audience comprehen- 
sion by using what you know about learning styles to guide the 
development of your presentation. 


In our own teaching, each of us uses a variety of delivery techniques: We talk, 
write on the board, use overheads, display presentation software slides, and/or 
provide handouts so that our listeners will have several different types and 
sources of information. When we lecture, we try to make our lectures as organ- 
ized as possible for those who need a clear presentation of fact or theory. We in- 
clude numerous examples that are relevant, timely, and in some cases, personal 
to demonstrate our own involvement. In addition, we try to break up the class 
period or seminar with group discussions or activities for those who learn by do- 
ing. This variety makes our presentations more dynamic and also accommodates 
the range of learning styles in our audiences. 


Gathering Audience Information 


We've been talking about the basic research questions you should ask about your 
audience. But how do you gather that information? There are several ways, 
ranging from simple observation to using sophisticated survey methods. The 
method that will work best for you depends on how much time and energy 
you can devote to the audience analysis process. In general, though, two very 
basic techniques can tell you a great deal about your audience: Learn to look and 


listen. 


Look. The simplest method is to observe your audience or to imagine what they 
will look like and try to answer as many questions as you canon the basis of their 
appearances. What percent of your audience will be male or female? Will there be 
a wide age range? Is the audience likely to be racially diverse or fairly uniform? 
Do you picture audience members as formally or casually dressed? 

Looking at your audience will tell you more about their characteristics than 
about their opinions. Nevertheless, you can draw a few conclusions about your 
audience’s opinions and behavior from their appearances or their group member- 
ship. A young audience may be more likely to support a tax on social security 
income than an audience of senior citizens. A group of well-dressed corporate exec- 
utives may be more conservative than an audience of community activists. 

You also may want to observe their behavior. Are they restless, or do they ap- 
pear eager to listen? Are they smiling or frowning? Do they look wide awake or 
tired? From your conclusions about their behavior, you may want to inject more 
or less energy into your presentation. You may want to shorten it or add more ex- 
amples. Because audience feedback can send powerful messages to a speaker, your 
success may depend on how well you pay attention and adapt to such messages. 


Listen. Simply put, ask questions about the people in your audience and listen 
to the answers! You won’t always have the opportunity to look at your audience 
before your presentation. When that’s the case, use the Listen technique. 

You can get valuable information about your audience from the person who 
invited you to speak or from someone who has previously spoken to this group. 
If you can, arrange to talk to several audience members before you are scheduled 
to speak. Talk to as many people as you can, listen for common characteristics as 
well as for information about their opinions and behaviors, and take some notes 
about your conclusions. But be careful when asking about opinions. One person’s 
opinion may be atypical. 

The Look and Listen techniques are streamlined enough that you can even 
apply them during the few minutes you have before speaking. As you’re waiting 
to speak, quickly scan the room. What audience characteristics and behaviors 
leap out? You will be able to see how many men and women are in your audi- 
ence. You can quickly judge whether all ages seem to be represented or whether 
the audience consists of one age group. You can see how they’re dressed. 

Christina Stuart, a popular and widely published communication consult- 
ant, describes the benefits of prepresentation small talk as an audience analysis 
technique: 


It always surprises me to see how speakers fail to chat with their audience at 
coffee breaks and mealtimes. I find these times an invaluable source of mate- 
rial and will often refer to a conversation which I have had with a member of 
the audience prior to my talk. For example, saying, “Someone was telling me 
during the coffee break that . . .” can lead to my next point. It has the advan- 
tage of showing the audience that you are approachable and that you can re- 
late to their problems and experiences. And you benefit from speaking face 
to face with the individuals who are your audience. It is also more relaxing 
than trying to fit in a final mental rehearsal.® 





) Audi 
Everything you learn about your audience tells you something about how to pre- 
pare your presentation, but you have to analyze what you have learned in order 
to apply it effectively. This step is not always easy, particularly if you're saturated 
with tons of information about your audience. How do you separate the useful 
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Researching Your 
Audience 








[r most speaking situations, you will only have time 
to look at your audience and listen to the answers to 
questions about them. There is, however, another way 
to get valuable information about your audience: us- 
ing an audience survey. A survey is a series of written 
questions designed to gather information about audi- 
ence characteristics and opinions. These simple guide- 
lines can help you write a useful audience survey. 


DB A good survey should tell you something you need 
to know, something you don’t already know about 
your audience. Don’t use a survey to ask obvious 
questions: Is drunk driving a problem? Should the 
U.S. oppose terrorism? Do you want to earn more 
money? Any answer other than “yes” to questions 
like these would be so unusual that you would 
wonder about the person’s motives or sanity. 


BA good survey should give you information you 
can use. Don’t use a survey to ask questions unre- 
lated to your purpose or questions that don’t help 
you understand an audience’s answers. A question 
such as “Do you exercise regularly?” does not tell 
you whether “regularly” means twice a day, week, 
or month. 


CONDUCTING AUDIENCE SURVEYS 


leave out audience members who don’t know the 
answers or who are undecided. Questions such as 
“Are you against gun control?” or “Do you favor 
stricter prison sentences?” don’t leave room for an- 
swers like “It depends on the circumstances” or “I 
haven’t made up my mind.” 


B.A good survey should be confidential. People are 


less likely to give you information about them- 
selves, their opinions, and their behavior if you also 
ask for their names. — 


BA good survey should look professional. Audiences 


are more likely to give serious thought to one that 
does than to one that has been scribbled and 
slapped together at the last minute. 


BA good survey should be short. Find out only what 


you need to know. Most people don’t like taking 
the time to answer a long questionnaire. A long 
questionnaire also gives away too much about 
your presentation and can ruin the effect you are 
trying to achieve. 


When you create a survey, try to figure out which 





kinds of questions will give you accurate, useful, and 

BA good survey should be fair. If you don’t word _ fair information about your audience. Survey ques- 
your questions carefully, you won't get an accurate tions can be divided into two broad types: open- 
picture of your audience. Yes or No questions often ended and close-ended. Open-ended questions allow 





from the useless? You go back to your purpose statement and apply to it the 
answers to your audience questions. Identify which audience factors can help you 
to achieve the purpose of your presentation. 

Let’s look at how two speakers applied their audience research to two very dif- 
ferent types of presentations—an informative presentation on growing tomatoes 
and a persuasive presentation on the harmful effects of television violence. Note 
how the answers to our six audience questions affected the ways in which each 
speaker modified her preliminary purpose into one that better suited her audience. 


Preliminary Purpose: To provide information on growing tomatoes. 


Who are they? They are twenty women and eight men who belong to the local 
garden club. All but three are over forty. They have known one another for 
many years. 


Why are they here? They are attending a monthly club meeting at which they 
discuss group-selected topics. Many attend for social reasons, too. 


What do they know? They already know a lot about growing tomatoes but 
want to improve the health and output of their plants. 


What are their interests? They are very interested in plants of all kinds, but a 


few may be more interested in growing flowers than in growing tomatoes. 
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The Gallup polling organization’s Web site, www.gallop. 
com, provides detailed information about many audi- 
ence characteristics—from product preferences and 
social interests to audience knowledge of and opinions 
about political issues and candidates. 


respondents to provide specific or detailed answers. 
Write these questions to include phrases such as 
“What do you like most about... ?” or “Please ex- 
plain why. . . .” On the other hand, close-ended ques- 
tions force audience members to choose an answer 
from a limited list. Allow your respondents to check 


off whether they agree with, disagree with, or are 
neutral toward a statement. Ask multiple-choice ques- 
tions to assess your audience’s knowledge about a 
topic. Present a checklist to gauge attitudes or behav- 
iors related to a topic. Have audience members rate a 
statement on a 1 to 5 scale or rank a list of options in 
order of preference to determine the strength of their 
opinions. 

Next, determine the best way to distribute and 
collect your questionnaires. If you are speaking to a 
classroom audience, you can hand out your survey 
before class and pick it up at the end of class. Alter- 
nately, the instructor may set aside part of one class 
period for this process. It is much more difficult to dis- 
tribute and collect a survey outside of a classroom set- 
ting. You must have the permission and cooperation 
of the group or organization that you will be address- 
ing, and you must have plans in place to collect the 
responses. You may want to provide stamped, pre- 
addressed envelopes so that respondents can send 
their questionnaires directly to you. Unfortunately, re- 
sponse rates to such surveys tend to be quite low, so 
you may want to see if the group that invited you to 
speak would be willing to distribute and collect the 
survey for you. Regardless of what method you 
choose, the effort is well worth your time and atten- 
tion because a good survey can provide the keys to 
understanding, respecting, and adapting to the peo- 
ple in your audience. 


Fortunately, the group picked the topic, a factor indicating their high level 


of interest. 


What are their attitudes? They are avid gardeners, but they may be a bit wary 
about my ability to tell them something new and interesting about tomatoes. 


What are their learning styles? Like most audiences, they will represent a vari- 
ety of learning styles. My guess is that they will be hands-on, concrete 
learners who like listening to details and who also enjoy sharing their own 


experiences and opinions. 


Revised Purpose: To share my knowledge of the latest and best research on 
improving the health and output of a tomato plant in this 


growing region. 


Preliminary Purpose: 


To warn the class about the effects of television violence. 


Who are they? They are twenty-five college students, the majority of whom 
range in age from eighteen to twenty-nine. Three are over thirty; two are 
over forty. They are taking a required communication course. About SO per- 
cent have younger siblings; 20 percent are the parents of young children. 
Most of those without children say they plan to have children in the future. 
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Chapter 5 
Audience Analysis 
and Adaptation 


Why are they here? They are in class because attendance is required. They may 
be preoccupied with thoughts about their own presentations or about per- 
sonal matters. 


What do they know? They have probably read or heard about the effects of 
television violence but may not be familiar with specific studies. They are 
aware of the television rating system. 


What are their interests? Most of them are mildly interested; those with chil- 
dren are more interested. 


What are their attitudes? Most of them believe that television violence is some- 
thing of a problem, but their positions are not very strong. A few have 
strong opinions—believing either that television violence is very harmful 
or that controlling television content could ban many of the programs 
they enjoy. 


What are their learning styles? 1 know most of my classmates. The most com- 
mon majors are computers, engineering, and nursing. The computer and 
engineering majors will need lots of concrete examples—and maybe some 
statistics. The aspiring nurses have probably seen young victims of vio- 
lence in their clinical internships—they might appreciate understanding 
how television contributes to such tragedies. Generally, college undergrad- 
uates learn best from concrete experiences and examples. 


Revised Purpose: To urge listeners to support measures that protect children 
from the harmful effects of frightening TV shows and 
movies using examples and research from Dr. Joanne 
Cantor’s television violence study.? 


Candace Gingrich, half-sister of former Congressman Newt Gingrich, addresses a Gay Rights 
rally on the front steps of the State Capitol in Pennsylvania. Although she knew that her imme- 
diate audience was sympathetic and friendly, she also wanted to reach an audience that was 
not as friendly nor as supportive of her cause. 













Lesbian, Gay, | 
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nsylvania Rights Coalition & the National Gay 
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Although these answers are used merely as illustrations, they demonstrate Mi ‘ 

: 5 : 3 2 id-Presentation 
that different topics and different audiences produce very different responses to Adaptation 
audience questions. Good analysis selects and uses those responses that provide 
insight into preparing a presentation that adapts to audience interests and needs. 

Your willingness to research, understand, and respect your audience can 
mean the difference between failure and success. Georganne Millard, a motiva- 
tional speaker and radio talk-show host in Purchase, New York, describes how she 
successfully speaks to audiences of older adults: “Most of my speeches are given 
to an elderly audience, and as I am in midlife, it’s obvious there is a generation 
gap. Therefore, I preface all my presentations with stories about my ‘grandma’ 
and her trials and tribulations. That way everyone understands and can then re- 
late to my topic.” 


a Mid-Presentation Adaptation 


Thus far, we have explored ways of gathering and analyzing audience informa- 
tion and ways to adapt to audiences before you speak. Just as crucial is having the 
confidence to engage in these important activities during a presentation. Some- 
times, no matter how well you’ve prepared for an audience, you run into the un- 
expected. What if an audience of engineers or top executives bring their spouses 
or families to your presentation? Do you ignore the unexpected guests or ac- 
knowledge and adapt to them? What if the chief executive officer or company 
president shows up at a training workshop for clerical workers? Do you continue 
the presentation that you planned, or do you try to adjust it in a way that would 
make participants feel more comfortable in the presence of their boss? What if 
your carefully researched and well-organized presentation doesn’t seem to be 
working? If your audience members seem restless, bored, or hostile, how can you 
adjust to that negative feedback? And finally, what do you do if you are informed, 
at the last minute, that your twenty-minute presentation must be shortened to 
ten minutes in order to accommodate another speaker? 





The confidence to make midcourse changes depends on good advance prepara- 
tion. If you have prepared well and have practiced your presentation, you should 
be able to deviate from your plan with little trouble. Remember that one of the 
ways in which a presentation differs from written communication is in the pre- 
senter’s ability to adapt to a living, breathing audience right on the spot. Speakers 
who stubbornly stick to their outlines or manuscripts and refuse to accommodate 
or adapt to their audiences will never be highly successful. Those who see their 
presentation as a game plan that can be modified before and during the game are 
much more likely to achieve their purpose. 

To effectively adapt to your audience during a presentation, you need to do 
three things at once: deliver your well-prepared presentation, correctly interpret 
the feedback you receive from the audience, and successfully adapt your presen- 
tation on the basis of your interpretation. Interpreting feedback requires that you 
look at your audience members, read their body language, and sense their moods. 
As one writer puts it: “Want to know how you're doing? Look at your audi- 
ence.”!° Are they looking directly at you with interest? Do they look bored or dis- 
tracted? Watch how they interact with each other. Are they nodding and smiling 
or having side conversations? Audience members who sit forward as they listen 
tend to be more interested than those who sit back. 








aie Norbeck, the chief executive officer of 
the Connecticut Medical Society, provided 
us with his real-world advice about paying at- 
tention to audience reactions during a presen- 
tation: “| speak to groups frequently, usually 
on specific subjects related to health care. Al- 
though people tell me that my talks are well re- 
ceived, | know that this is the case by watching 


| REAL WORLD, REAL SPEAKERS — 





their reactions during a speech. If the audience 
stays riveted, you know that you have con- 
nected. | strongly believe that to keep the audi- 
ence’s interest, you must use interesting and 
relevant stories and humor—to connect them 
to the points you are trying to make. If a 
speaker is observant, he or she will always know 
whether a speech is successful or not.” 


Let the Audience Help You 


If audience feedback suggests that you’re not getting through, don’t be afraid to 
interrupt your presentation by asking comprehension questions. A question 
such as “Would you like more detail on this point before I go on to the next 
one?” does more than get your audience’s attention. It also involves your audi- 


ence, assesses their understanding, and keeps you in control of the situation. 


Think about adjusting your presentation in the same way in which you 
would adjust your conversation with a friend. If your friend looks confused as 
you speak, you might ask what’s wrong. If your friend interrupts with a question, 
you probably will answer it or ask if you can finish your thought before answer- 
ing. If your friend tells you that he has a pressing appointment, you are likely to 
shorten what you want to say. The same is true with an audience. If the faces and 
body language of audience members indicate that they’re confused, re-explain 
what you’re saying. Unless you’re in a very formal setting, you can ask them why 
they seem puzzled. You can even encourage them to ask questions during your 
presentation if time allows. However, if you choose this tactic, make sure that 


their questions don’t detract from the message you want to share. 


Finally, if your talk is running too long, or the audience is becoming restless, 
don’t ignore the problem; adapt to it. Cut your presentation, highlight the key 
points, or choose to cover one important point rather than two. And be gracious. 


Don’t abuse the time limit and run the risk of annoying your audience or host. 


The whole point of audience analysis is putting your listeners first. They are 
why you are there. Ron Hoff, the author of several trade books on presentation 
speaking, has said it as well as anyone: “Here’s the point: the minute you start to 
worry about yourself—how much you’ve got to cover, how late you already are, 
whatever—thereby ignoring the condition of your audience, you’re headed for 
deep trouble. Audiences inevitably put their needs ahead of your needs. It’s not 
even close.”!? Effective audience analysis and adaptation ensure that the audi- 


ence’s needs are first, and always first, in the heart and mind of a presenter. 
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®* How do | focus my presentation on a particular audience? 


Audience-focused presentations depend on effective audience analysis, 
which includes researching your audience, analyzing the results of your re- 
search, and adapting your presentation to that analysis. 


What do I need to know about my audience? 


You need to know useful information about audience demographics, the rea- 
sons why they are attending, and their levels of knowledge as well as their 
interests, attitudes, and learning styles. 


How can | gather useful information about my audience? 


Methods for gathering information about your audience range from very 
simple observational techniques to sophisticated survey methods. The tech- 
nique that will work best for you is often determined by the amount of time 
and energy you can devote to the audience analysis process. 


How do | effectively analyze and adapt to the results of my audience research? 


When analyzing the results of audience research, go back to your purpose 
statement and integrate the answers to your audience questions into your 
goal. Then adjust your presentation in a way that adapts to the audience’s 
characteristics, interests, and needs. 


What techniques can help me adapt to my audience during a presentation? 


Learn to read, interpret, and adapt to the feedback that you receive from an 
audience during your presentation. 
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What do | need to know about the place where 
I’ll be speaking? 


What materials and equipment should | use? 
How long should | speak? 


Should I change my presentation for different 
occasions? 


What should | wear? 


people make presentations for many dif- 
ferent reasons at a variety of times and 
locations, in front of different sizes of 
audiences, using a wide range of media. 
Just as every audience is different every 
time you speak, so too are the occasion 
and the place where you speak. And just as 
you need to understand and adapt to your 
audience, you need to understand and 
adapt to the logistics and occasion of your 
presentation. 
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Why Place and Occasion Matter 


As important as determining the purpose of your presentation and adapting to 
your audience are, it can be easy to overlook a critical interim step—analyzing 
and adapting to the occasion and the place where you will be speaking. You need 
to investigate and analyze important questions about where, when, how, why, 
and to whom you are speaking. Asking and answering these questions lets you 
tailor your presentation to the occasion and can minimize the risk that some- 
thing unexpected or unwanted will get in the way of its effectiveness. 

Why do couples spend so much time searching for the ideal wedding site? 
Why do filmmakers scout for the perfect location? Why do advance staff check 
and recheck every detail before a politician gives a speech? The answer is this: 
They want to make sure that the location not only matches the purpose and tone 
of the occasion but also adds value and impact to the event. They do their best to 
ensure that nothing goes wrong. Your presentation can benefit from the same 
kind of “advance” work. 


q Logistics 


Whether you are speaking at a family barbecue or a formal banquet, a prayer 
meeting or a party, take a critical look at the place where you will be speaking be- 
fore you begin deciding what you want to say. Adapting to the place where you 
will be speaking requires critical think Th 
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Proper attention to the logistics of your presentation can help ensure its suc- 
cess. AS management communication consultant Thomas Leech put it, “When 
presentations go smoothly, audience members scarcely notice anything about 
the mechanics; when something goes wrong, that may become the most domi- 
nant and lasting impression: ‘J don’t recall anything he said, but I’ll never forget 
what he did.’”! Although there is a great deal to consider about the logistics of 
every presentation, answering four general questions can make your presenta- 
tion more effective. 


LOGISTICS QUE 


People: Who and how many people 
EMC celery 


MH eo eee te) qT eg 
Time: When will | speak? 


Materials: How will | display 
materials? 








Answering the first question—Who is in my audience, and how many people will 
be there?—helps you determine how the size of your audience could or should af- 
fect the preparation and presentation of your message. If there are only fifteen 
people in your audience, you probably don’t have to worry about whether they 





[ once had a major presentation to deliver at 
a convention in Denver. | spent months re- 
searching and preparing the project. | had 
written a paper and duplicated it so that every 
seminar participant would have a copy. I'd put 
the main points of my presentation on well- 
designed overhead slides. | had had my fa- 
vorite “power” suit dry cleaned. | had carefully 
packed my suitcase and had rechecked to 
make sure that I'd included the packet of pa- 
pers and overheads. 

The plane left the East Coast on time. Then 


flight. Although the second plane reached Den- 
ver on time, my luggage wasn’t on it. No pa- 
pers, no overheads, no suit. My only clothing 
option was a less-than-professional set of 
plane-wrinkled clothes. 

The lesson? If you have to travel to make 
your presentation, make sure to put papers, 
handouts, overheads, or disk copies of your 
presentation slides in your carry-on luggage. 
As for clothing, make sure that you're dressed 
appropriately for a same-day presentation. An- 
ticipating what could go wrong can help you 











disaster struck. Bad weather delayed the avoid disaster. Now| know! 
plane’s landing in Chicago, so | had only ten 


minutes to change planes for a connecting 





can hear you. If there are five thousand people in your audience, though, you 
should plan to use a microphone and will need to make sure it’s supported by a 
good sound system. In Chapter 14, “Vocal Delivery,” we include a mini-module 
on how to use a microphone most effectively. 

Knowing the size of your audience also helps you figure out what kinds of 
presentation aids might work best. If there are five hundred people in the audi- 
ence, projecting images onto a large screen would be more effective than using a 
small chart or demonstrating a detailed procedure. If you want to distribute 
handouts, passing them out is fine for a small audience. For a large audience, it 
would be better to leave a stack by the doorway for audience members to take as 
they enter or leave the room. 

The size of an audience also affects the amount of eye contact you can estab- 
lish, the extent to which you can ask an audience to interact with you, and the 
amount of time it takes an audience to get settled. 


Where? 


Make sure you know as much as you can about the facility in which will you be 
speaking. Will you speak in an auditorium, at a barbecue, in a classroom, or on 
television? Figure 6.1 on the following page lists some of the questions to con- 
sider when thinking about where you will be speaking. 

With answers to the questions listed in Figure 6.1, you’re ready to take the 
next step: figuring out how to adapt to the place where you will be speaking. You 
can make the logistics work for you rather than against you. If you have the op- 
portunity to control the physical arrangements of the place where you will be 
speaking, take full advantage of it. Adjust the seating arrangements, lighting, and 
sound system to match your needs as a speaker. 
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Figure 6.1 Find Out About Your Facilities 
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D Will the presentation take place inside or outside? 


What are the size and shape of the room? 





ww 


Will the room be formal or informal (a ballroom, an auditorium, a locker room, a 
community center, an art gallery)? 


Does the room have good ventilation (heating, air congiooomng, 4 air ir circulation)? 
Will the audience sit or stand? 

If the audience is seated, what are the seating arrangements (rows, tables)? 

Will the audience fill the space or be scattered? 
What kind of lighting will there be? 


_D Will there be a speaker’s platform (podium, lectern, table for materials or equipment)? 


_D Will there be a public-address system? 
_D Will there be any distracting sights or sounds? 


Y 


Seating Arrangements. Ask in advance about the seating arrangements for 
your audience. Will they be seated in a theater-style auditorium, around a long 
conference table, or at round tables scattered throughout a seminar room? If, for 
example, an audience of one hundred people is expected in an auditorium that 
can seat eight hundred, you may want to request that the balcony or side sections 
be closed off so that the audience will be seated in front of you. 

If you will be asking audience members to read handouts or 
to write, try to set up a seminar-style arrangement in which 
every listener has a desk arm or table to write on. If you intend 
to involve the audience in small-group discussions during or af- 
ter the presentation, make sure the chairs are movable. How- 

_ ever, if you have a lot of information to share in a short period 
of time and need your audience’s undivided attention, straight 
rows of chairs or auditorium seating can reduce the interaction 
among audience members. 

Seating arrangements can also affect where you stand and 
where you put any equipment or presentation aids. Something 
as basic as placing a screen in front of an audience can divert or 
focus the “spotlight” on the speaker. 


Lighting. In many speaking situations, you can’t do much 
about lighting. Most lights can only be turned on or off, with 
no options in between. In more sophisticated settings, you may 
be able to dim lights as required for a slide presentation or to 
use theater lights to spotlight your location. 

Remember that electricity isn’t the only source of light. 
Windows let in natural light during the day, so if there aren’t 
any curtains, you may have trouble displaying projected im- 
ages. If the room is too dark, you may have just as much diffi- 
culty keeping your audience’s attention focused. 


Sound. Different rooms have different acoustics. The term 


_ acoustics refers to the science of sound. Good acoustics help 


your voice carry and sound strong and natural. Poor acoustics 





Positionine a screen 


f you intend to use a screen, don’t place it in the screen is placed on the right side (from the audience’s 
center of the room. Don’t angle it toward the audi- perspective), you will be able to point to the begin- 
ence on the left side of the room (from the audience’s nings of items—the points where your audience’s 
point of view), either. Instead, angle the screen to- eyes will naturally be focused. Figure 6.2 shows a 
ward the audience on the right side. Why? For one _ floor plan for COMER screen 1 placement. 
thing, you, not your presentation 
aids, should be the center of the 
audience’s attention. If your screen 
is in the center of the room, you 
will be stuck on either the right or 
the left side of the room, unable to Slarteditable 
move across the room without or lectern 
walking in front of the screen. You 
will be “cornered.” So why put it 
on the right side but not the left? 
There are two reasons, both hav- 
ing to do with the fact that people 
read English from left to right. 
When readers scan an image, they 
generally start at the left side and 
move toward the right. Conse- 
quently, your audience’s attention 
will be drawn to a screen on the | 
left rather than to you in the mid- 
dle. What is more important, how- 
ever, is that when you point at a 
screen on the left side, you will be Table for handouts 
forced to point to the ends of sen- or supplementary 
tences, phrases, or words rather materials 
than to the beginnings. When the 


Figure 6.2 Placing the Screen 





Audience chairs 


Entrance to room 





may make your voice echo, may distort it as it bounces off multiple surfaces, and 
can create “dead zones” where you can barely be heard at all. Although you can 
rarely change a room’s acoustics, you can adapt to them. If your voice will not 
carry to the far reaches of the audience, arrange for the use of a microphone or 
ask your audience to move closer to you. 

If the room has a strange echo or distorts your voice, consider moving away 
from the podium and closer to your audience. Since you can’t move the walls of 
the room, move yourself to a position that improves the carrying power and qual- 
ity of your voice. If you’re lucky, there may be a technician available to test your 
voice and to adjust the room’s sound system before the audience arrives as well as 
during your presentation. Paying attention to the acoustics of a room can help 
you decide how to deliver your presentation and whether to arrange for a sound 
system support. 





When will you be speaking—in the morning, during a busy workday, before a cer- 
emony, or after a meal? Are you scheduled to speak for five minutes or for an 
hour? Asking questions about the time and duration is essential to planning a 
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successful presentation. After all, if you’ve prepared an hour’s 
worth of material and then discover that you have only ten 
minutes to speak, what do you cut? Figure 6.3 lists some ques- 
tions concerning when you will be speaking. 

Your answers to the questions in Figure 6.3 may require that 
you make major adjustments to your presentation. Say you’re 
scheduled to speak at 8 A.M. Because your audience may not be 
fully awake, adjust your presentation so that it’s crisp and clear 
as well as kind and gentle to help them ease into the day. How- 
ever, if you’re scheduled for a 4:30 P.M. presentation, your audi- 
ence may be very tired after a long day’s work. If that’s the case, 
plan on using a more energetic speaking style to perk up your 
audience. And if you have to speak to an audience after a five- 
course banquet, you may find that a short or humorous ap- 
proach is the only way to compete with their desire for an 
after-dinner nap. Speaking before or after a dinner or social 
event can put you in a difficult spot. You must gain your audi- 
ence’s attention and interest right from the start to counter the 
distraction of what came before your presentation or what’s go- 
ing to happen after it. 

Of all the questions to consider about when you will speak, 
perhaps the most important and, unfortunately, the most ig- 
nored one is how long you are scheduled to speak. Make sure 
that you know how much time you’ve been given and adjust 
your presentation accordingly. Unless you’re a famous celebrity 
or an extraordinary speaker, most audiences will become impa- 
tient if you exceed the time limit. Whether you’re scheduled for 
five minutes or for an hour, never add more than 10 percent to 
your allotted time. Better yet, aim for 10 percent less! 

Plan your presentation so that it fits well within your time 
limit. Time yourself, keeping in mind that real presentations of- 
ten take longer than the one you have practiced. Put a watch 
right next to you when you speak. Ask someone to give you a 
signal when it’s time to begin your conclusion. And when that 


signal comes, don’t ignore it, even if it means skipping major sections of your 
presentation. Your audience gave you their time; don’t take more than you’ve 


been given. 


Common sense and an alert eye on the audience can help you adapt to tim- 
ing issues as they arise. If you’re the third speaker on a panel, and the first two 


Figure 6.3 Ask About Time and Duration 


At what hour will | be speaking? 
For how long am | scheduled to speak? 
How long do | want to speak? 


What comes before or after my presentation (other 
speakers, lunch, entertainment, cocktails, questions 
and answers)? 


Is there anything significant about the date or time of 
my presentation (birthday, holiday, anniversary)? 


have spoken for so long that they’ve used up most of your time, 
don’t be stubborn and also speak too long. Be honest and fair 
with your audience. If they’re scheduled to be somewhere else 
in fifteen minutes, tell them you will shorten your presentation 
to accommodate them and do just that. If, on the other hand, 
an audience doesn’t want to let you go and keeps asking for 
more, give it to them. Use your common sense. Watch and ana- 
lyze your audience’s feedback. If they’re squirming in their 
seats, checking their watches, or beginning to slip out of the 
room, cut to your conclusion. If you use your time wisely, you 
will be using it well. 





Once you’ve considered the audience size as well as the setting 
and the time of your presentation, you’re ready to make deci- 
sions about the materials and equipment you will need and 
how best to integrate them into your presentation. Materials 
and equipment include lecterns, projection screens, and micro- 
phones. You’ll also have to make decisions about the clothes 
you will wear (which we discuss a little later in this chapter) or 
arranging for technical assistance. 

Figure 6.4 lists some questions to consider when deciding 
what materials and equipment you'll need for a presentation. 

Knowing where you will be speaking also enables you to 
make decisions about the materials and equipment you may 
need and how to adapt accordingly. Although you may have a 
great set of slides to show, there may not be a screen or a con- 
venient place to put or to plug in a slide projector or computer. 
Although you may like using a lectern, some places cannot pro- 
vide one. It’s best to know in advance what is—and just as im- 
portant, what isn’t—available at your presentation’s location so 
that you can consider those factors during the planning stages. 





SHOULD I Use a 
LECTERN? | Before 


answering this question, we want 
to clarify two terms that are frequently but 
ee Sy Me ist inte pange ably: eee and 









N@ @ O a 
“1 You approach and stand on 


_ a podium. You put your notes on (and may 
_ be tempted to clutch the edges of) a lectern. 


If the lectern is small, and you know you will _ 
need a glass of water or a place to put a dis- 
play object, find a table to put next to the 
lectern. . 
Generally, you will need a ecg. if your 


presentation is formal or to be made before 


a large audience. For more informal talks 
and presentations to small groups, you may 
have nothing more than an assigned. place | 


_ to stand or sit. Chapter 15, “Physical Deliv- 

a ery,” ’ provides advice on how to take advan- te 
tage of a lectern and how to avoid using itas 
a crutch or barrier between yourself and 
ee ane 


ble The Aneta Hoe bay of the English Lan- 
guage, 3rd ed. (Boston: Houghton Mifflin, 1992), pp. 
1026 and 1396. ©1996 by Houghton-Mifflin Co. Used 
by permission from The American Heritage Dey of 
the ee ae 3rd ed. 


When planning how to use equipment and presentation aids, make the nec- 
essary physical arrangements and then prepare yourself to make do with less in 
the unlikely event that your arrangements fall through. It is possible to be heard 
by an audience of one thousand people without a microphone. It is possible to 
describe a procedure if your demonstration video malfunctions. If a media tech- 
nician doesn’t show up, you should know how to run the equipment on your 
own. But why make it difficult for yourself when careful logistical planning and 


preparation can provide what you need? 
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Figure 6.4 





B What equipment, if any, do | need to be seen and/or heard? 


B What Ste if any, do | need for my presentation aids to be 
seen? 


B Is there a lectern (adjustable, with a built-in a or microphone, 
big enough to hold my notes)? 


B Are there any special arrangements that | need to make (requests 
for water, a timer, special lighting, or a media technician)? 
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Assuming that everything you need is in the room in which 
you will be speaking, make sure that each piece of equipment is 
working. Turn on every machine. Boot up your computer and 
click through a few slides (and don’t forget to backtrack to the 
beginning of your presentation). Make sure that you know how 
to operate any unfamiliar equipment. Don’t forget the small 
things, and don’t assume they will be where you expect them to 
be on the day of your presentation. Are there pens, pointers, 
cords, and even extra batteries and bulbs available? A good 
friend of ours recently made an important training presenta- 
tion. He carefully prepared his overheads, arrived long before 
his scheduled speaking time, made sure that the overhead pro- 
jector was plugged in, and then, after he was introduced, dis- 
covered that there was no screen on which to project his slides! 

Once you’ve checked out the equipment and the room 
from your vantage point, walk to the back of the room and see 
what the most distant members of your audience will be seeing. 
Do you need to angle the flip charts or the screen in a particu- 
lar direction? Is the projector in focus? Are the chairs arranged 
in a way that will allow everybody to see you and the screen 
clearly? Are there any barriers that will block the view of some 
audience members? 

All of these preparatory steps take time. In the same way 
that bands do a sound check before a concert begins, experi- 
enced speakers always check the room and equipment before their presentations 
and never assume that everything is in working order. 





Occasion 


When either of us is asked to make a presentation, our first questions do not fo- 
cus on whether the audience expects a PowerPoint presentation or whether we'll 
have a lectern for our notes. Instead, we usually ask, “What’s the occasion?” Once 
we know why an audience will be assembled, we can ask better questions and 
make better decisions about logistics. 

When you're a student preparing a speaking assignment for a class, you don’t 
have to worry much about the occasion or the setting of a presentation. You 
know where you will be speaking (the classroom), when you will be speaking (the 
date and time of the class), and how long you can speak. You also know what 
type of presentation your speaking assignment requires. Given that you’re proba- 
bly in the same room every time your class meets, you even know what materials 
and equipment you can use to enhance your presentation. You know the audi- 
ence, the instructor’s expectations, and the criteria that will be used to determine 
your success. 

Real-world speakers do not have the luxury afforded student speakers or sem- 
inar participants. Not only do speakers outside of the classroom have to spend 
time planning for the logistics of a presentation; they also must give serious con- 
sideration to the occasion of a presentation. When we use the term oc 













a particula 





or a presentation can be as public and formal as witnessing the in- 
auguration of a U.S. president or as routine as giving a brief status report at a staff 
meeting. Certainly, the logistics of these occasions differ, but so do the speaker’s 
motivation, tone, and role. Whereas logistics ask about who, where, when, and 
how, occasion asks what and why. 
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Occasion 


At a political forum in New 
Hampshire, Vice President 
Gore had to adapt to a variety 
of logistics. He juggled his 
attention among many factors: 
the TV lights and cameras, the 
TV audience, the forum 
moderators, the public 
audience in front and behind 
him, well-known people in the 
live audience, and questioners, 
as well as the reactions of his 
opponent, former New Jersey 
senator Bill Bradley. 





Would you give the same presentation at a memorial service as at a pep rally? 
Of course not. Because each occasion dictates a very different type of presenta- 
tion, considering the nature of the occasion is important. You must take into ac- 
count the nature and significance of the event as well as the circumstances that 
motivated the audience to attend the presentation. 


CASION QUES 








Speaker: Why are you speaking on 





tnis occ 


xpectations: What is expected tor 


be 





Ss 
: 





Every occasion exists for a reason. College classes or training seminars provide 
occasions during which student speakers can improve their ability to make effec- 
tive presentations. The workplace presents numerous speaking occasions. One 
day, you may be given a few minutes with a group of senior managers to explain 
why you want to hire a new employee. On another day, you may be required to 
present a quarterly report to your department. The agendas for these staff meet- 
ings dictate the kinds of presentations you may be required or may need to 
make. On a larger scale, you may choose to attend a public forum in which you 
are given three minutes to explain your position on a particular issue. Or you 
101 
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may ask or be invited to speak at the memorial service of a family member, a 
good friend, or a colleague. In all of these cases, the occasion has as much to do 
with how you prepare and present your remarks as it does with your purpose and 
audience. 

If you were to tell someone about having to make a presentation, and she 
then asked, “What’s the occasion?” what would you say? Whether you answer, 
“Oh, it’s just an assignment I have to do for my speech class” or “I’ve been asked 
to testify on behalf of legislation protecting disabled adults,” make sure that you 
understand the reason for the event and what kind of presentation best suits the 


occasion. 





Is your atidience assembled because they want to hear you or because they are in- 
terested in your topic? Are you speaking because you were assigned the task or be- 
cause you were invited to speak? In some cases, a group may want you to speak 
because they have heard that you’re an expert on a topic they’re interested in. 
Sometimes, you may be chosen to speak because you’ve won an award, because 
you're well known, or just because you’re available and won’t say no when asked. 
For example, if you’re the chair of an awards committee, or you know the award 
recipient, you may be asked to present an award at a banquet. If you’re a market- 
ing expert, you may be asked to address the sales force to broaden their under- 
standing of your company’s marketing goals and product development efforts. 

Speakers are not picked randomly. They are chosen because they are the most 
knowledgeable, most able, or most appropriate persons to make presentations. So 
when you’re chosen to make a presentation, always ask yourself, “Why have I 
been invited to speak to this audience in this place and on this occasion?” 





The occasion of a presentation also reveals something about your audience’s 
ea meane Are ae assembled for a mandatory taining: Session, to be en- 






adapting udience’s ‘ions. (Chapter a) Audience cee 
“sett oeoton ” sine: this i in detail. 1 If you’ve been asked to give a toast at a 
wedding, don’t bemoan the high divorce rate. If asked to talk about methods of 
lowering taxes, don’t spend your time campaigning for a political candidate. 


Utah Jazz forward Karl Malone proudly points to the logo for his new charity, the Karl Malone 
Foundation for Kids, during a press conference. As founder of the charity, he was the most 
appropriate speaker for this occasion, and the audience expected to hear his comments. 
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The occasion also raises audience expectations about the way a presentation 
will be delivered. Business audiences often expect speakers to pepper their presen- 
tations with sophisticated, computer-generated graphics and visual aids. Audi- 
ences at political events have become accustomed to the sound bite on television 
and expect to hear short, crisp phrases in live public speeches, too. Think about 
what style of presentation you would expect to hear at a particular occasion. Then 
try to match your speaking style to those expectations. 





ngs often have specific rules of protocol. Protocol is a term that 


a, 


ormat of a ceremony or the € 


ae eee 4 
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lar event. In diplomatic circles, the rules of protocol are written down and 
taken very seriously—addressing everything from where to seat a dignitary at din- 
ner to how to address a member of the monarchy. In other circumstances, the 
“rules” of protocol are less formal or are part of a tradition. Thus, we expect a cer- 
tain tone at a graduation ceremony and a very different tone at a political rally. 
At a funeral, a eulogy may be touching or funny, but it’s almost always very re- 
spectful and short. 

When inquiring about the protocol of an occasion, you are asking what cus- 
toms or rules may require special adaptation on your part. Understanding cus- 
toms or rules of delivery style, timing, language, or dress can help you plan what 
you want to say, organize your message, choose the most appropriate delivery 
style, and even select what to wear for your presentation. 

How do you determine the protocol of an occasion? Unless you’ve been to a 
similar event, you should ask those who have invited you to speak or those who 
have attended before. We naturally ask such questions when we are invited to a 
wedding, an awards banquet, or a fundraising event. Is the wedding formal? Is 
the awards banquet a black-tie event? Is the fundraiser a casual daytime event or 
a Saturday-evening extravaganza? For example, if you have never been to a chris- 
tening, a bar mitzvah, or the breaking of a fast during the month of Ramadan, 
you would probably ask several questions about how to behave—such as when to 
arrive, what to wear, and whether you should bring a gift. Before you begin re- 
searching, writing, or rehearsing a presentation, make sure that you know about 
any customs or “rules” that may apply. 








Dress and Appearance 


Deciding how to dress for a presentation requires an understanding of the occa- 
sion: why an audience is assembled, why you are the speaker, what the audience 
expects for the occasion, and what the “rules” of protocol are. In short, your 
clothes should fit the occasion. 

In a college classroom or training seminar, a few speakers may carefully select 
what they will wear on the days when they are scheduled to speak, particularly if 
the speaker’s outfit is part of the presentation. For example, demonstrating your 
martial arts skills is much easier if you’re wearing your karate outfit and your hard- 
earned black belt. Wearing your uniform may add emphasis to your presentation 
about joining the National Guard. Yet for the most part, students and trainees do 
not give a lot of thought to what they will wear when they speak in class. Outside 
of the classroom, however, speakers devote significant attention to what they wear 
and to the impression their appearance will create for their audience. 

We are often asked, “What should I wear when I make a presentation?” Our 
answer is always this: Dress to create a positive impression. Long before an 
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A: experienced speaker who asked to remain 
anonymous told us the following story: 
“Once, at the last minute, | was asked to sit on 
a large stage with several other speakers who 
were scheduled to speak to an audience of 
about five hundred people. When | walked on 
stage, | knew | had worn the wrong dress. 
It was a button-all-the-way-down-the-front 
dress, and it was short. Sitting on the stage 
created an immediate problem. In a seated po- 
sition, the dress rode up several inches above 





audience hears what you say, they will see you, so wear something that will 
match the purpose and tone of your presentation. What you wear can affect your 


REAL WORLD, REAL SPEAKERS — 





my knees, and the button at the hem of the 
dress opened a slit another two inches. | had 
to keep one hand on the base of the dress so it 
wouldn't be more revealing. Before | knew it, my 
name was being called to speak. | found myself 
feeling unusually flustered and agitated as | 
walked to the lectern. It should have been an 
easy-to-give presentation. Instead, my concern 
about a dress prevented me from being fully 
prepared and fully composed.” 


audience’s initial and lasting impressions of you and your message. 


Dress for Success 


John T. Molloy, the well-known author of New Dress for Success, emphasizes how 
important it is for your clothes to fit the occasion. Given that the first and often 


most important statement a speaker makes to an audience is a nonverbal one, 


Molloy urges presenters to dress to fit audience expectations. He contends that if 
you dress inappropriately for an audience, you will lose them for the first few 


minutes. Rather than focusing on you and your message, they will be criticizing 
or be distracted by what you are wearing.” 
Your appearance is part of your presentation, and like everything else, it bene- 
fits from planning. If your clothes don’t match your purpose or the occasion, you 
can send a mixed message. For instance, how would you react to a student giving 
a graphic and emotional speech about child abuse while wearing a T-shirt with a 
large yellow “happy” face on the front? Would you believe a speaker talking about 
“get-rich-quick” investment opportunities who showed up in a wrinkled, poorly 
tailored suit? In both cases, the message and the outfit conflict. Your clothing 
should help you achieve your purpose, not distract you or your audience from it. 


Wardrobe Guidelines 


The clothes you wear for a presentation are more important in some settings than 
in others. A well-tailored suit may be perfect for an important corporate presenta- 
tion but inappropriate for a company picnic, a talk on bass fishing, or a cooking 
class. What you normally wear to work will usually be perfectly appropriate for a 
presentation in a staff meeting. However, the clothes you usually wear to class 
may be too casual or inappropriate for an important, graded presentation. Your 
clothes don’t have to be expensive, and they don’t have to make a fashion state- 
ment. What matters most is that they reflect your purpose, fit your audience and 
the occasion, and are appropriate and comfortable for you.3 


Be Comfortable. Rarely will either of us wear brand-new clothes or shoes when 
we are scheduled to make a presentation. We know that if your shoes hurt, you 
won't move about naturally, and you'll be preoccupied with pain. If you discover 
when you stand up to speak that your new clothes have become creased and 
crumpled, you may find yourself worrying about it rather than concentrating on 
your presentation. An outfit that looks and feels good while you're standing in 
front of a store’s three-way mirror may be constricting and unattractive when you 
are sitting on a stage or are at a podium. If you perspire a great deal, wear cool 
fabrics and colors that mask wet stains. Presentations are stressful enough as it is, 
so don’t wear something that adds another source of discomfort.‘ 


Be Appropriate. You can use what you’ve learned about your audience to se- 
lect an outfit that fits the style and customs of the occasion. For example, one of 
us once addressed a group of academic administrators in Singapore, an Asian city- 
state only a few miles from the equator. The year-round temperature and humid- 
ity were near 90. Some buildings lacked air conditioning. Wearing a tailored suit 
would have been stifling. Cotton-blend pants and skirts with loose-fitting shirts 
and blouses were perfectly acceptable and appropriate. 

Generally, it’s a good idea to wear standard business clothing for a presenta- 
tion. For men, that means a dark business suit or a conservative sports coat with 
an appropriately matched pair of pants. In more casual settings, a light-colored 
sports jacket is fine. You can always remove your jacket and tie if that’s necessary. 

Women have a tougher time when it comes to choosing a presentation 
wardrobe. In formal settings, a two-piece suit is always appropriate. Solid colors, 
high necklines, and comfortable high heels are safe bets. Tailored suits and 
dresses are more authoritative and professional than frills and cute prints. 
There’s nothing wrong with wearing a pant suit or slacks and a blouse if you've 
determined beforehand that such outfits are going to be predominant in your 
audience. 

One of our colleagues recently moved from a faculty position at a large East 
Coast college to a communication department at small college in a ranching and 
oil-rich section of Texas. During her first year at the new college, one of her stu- 
dents showed up for his first major speech wearing a nice cowboy hat, pressed 
jeans, a dress shirt, and polished Western boots. She started to dock him points 
for his attire but quickly realized that what he wore was perfectly appropriate and 
professional for many business settings in that part of the country. The overall 
impression mattered, not specific “dress-for-success” rules. 

If there is a rule of thumb about selecting appropriate clothing, it is this: Be 
as conservatively dressed as the key members of your audience. If you know in 
advance that everyone will be wearing cowboy boots, exercise outfits, or fishing 
clothes, use your best judgment and consider joining them. Your wardrobe 
should enhance your presentation, not hurt it. 


Be Yourself. Despite all of the advice on how to dress for a successful presenta- 
tion, the objective is to look appropriate and professional—but not to look like a 
clone. If you look better in light colors and like to wear them, don’t buy a dull, 
dark suit. But please understand that for many men, the classic dark suit is a 
“power garment” that helps establish authority, credibility, and likableness.° 

At the same time, don’t abandon a signature piece of clothing or accessory. 
Some of our most distinguished colleagues wouldn’t look right without these 
unique items. Sam would not be Sam without his bow tie. Judith would look 
unusual in anything but bright colors and high heels. Ellen needs her dark eye- 
glass frames. A special suit style, a set of complementary colors, a type of eyeglass 
frame, or a “signature” tie is not inappropriate if it is part of someone’s unique 
personality. Being yourself means finding clothes and colors that fit your style, 
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an Alexander is Neiman Marcus's top 
DS. He works at the Tyson’s Il Galle- 
ria store in northern Virginia. A native Washing- 
tonian, he has been in the garment business 
for forty years. In 1998, he was more than the 
company’s top African American salesman; he 
was the number-one associate, ringing up two 
million dollars in sales. In addition to working 
with customers, he has conducted seminars 
on the art of sales. How does he dress for such 
occasions? On the day he was interviewed for 
the business section of the Washington FPost,' 
he wore a three-button navy suit with working 


your body shape, and your coloring. Looking professional does not mean that you 
must copy the latest look in a fashion magazine. Find the outfit that enhances 


REAL WORLD, REAL SPEAKERS — 





buttonholes on the sleeves. His white shirt had 
French cuffs and a point collar. He wore a deep 
blue silk tie with a subdued diamond pattern, 
and a pale blue handkerchief tucked discreetly 
into the breast pocket of his jacket. His 
trousers were cuffed and broke gently over a 
pair of black Oxfords, which were brilliantly 
shined but not to a flashy military sheen. “You 
want to look like what you do,” he said. 


1. Robin Givhan, “Secrets of a Supersalesman,” Washing- 
ton Fost, 6 December 1998, pp. Hi and Hi2. 


your presentation and your credibility. 


When preparing for your presentation, give your clothes the kind of atten- 
tion that supersalesman Dan Alexander does (see Real Word, Real Speakers 
above). In fact, a salesperson and a speaker have a lot in common. Both have a 
purpose; both have an audience; both adapt to the interests and needs of their lis- 
teners. Like the supersalesman at Neiman Marcus, a good speaker should look ap- 


propriate for the purpose, audience, and occasion of a presentation. 


Grooming and Accessories 


As important as clothing is to your appearance, so also is something even closer 
to you—your body. Hair that falls in your face and requires rearranging through- 
out a presentation will annoy you and your audience. If you have long hair, put 
it up or pull it away from your face for a tighter, tailored look. An unshaven face, 
unwashed hair, and smeared makeup have no place in most speaking settings. If 
you're wearing a suit or sports jacket, button one of the coat buttons when you 
stand to speak. Take things out of your pockets, whether they’re pens in your 
shirt pocket or the change and keys in your pants pocket. Women should leave 


their purses with a friend or colleague. 


If you wear makeup, it should look natural. As tempting as it may be to wear 
bright lipstick, heavy eye shadow, blush, and thick dark eyeliner around your 
eyes, resist the temptation. At the very least your makeup should be understated 


and carefully applied. 


As is the case with your presentation wardrobe, there is a rule of thumb about 
grooming and accessories. Nothing on your body should draw attention to itself. 
If you wear bracelets, they shouldn’t clang together. If your earrings dangle and 
reflect light, they could be distracting. If your tie displays a big pattern of cartoon 
characters, it may not be appropriate. Your presentation should be the center of 
an audience’s attention. If something about your appearance could distract your 


listeners, fix it or leave it far from the lectern. 











Although the way in which you dress can have a significant impact on your 
presentation, your message matters more. An expensive suit and perfect hair can- 
not camouflage a poorly prepared presentation. 


(E Link Purpose, Audience, and Place 


At this point in the preparation process, you should have identified your purpose 
(Chapter 4, “Purpose and Topic”), analyzed your audience (Chapter S, “Audience 
Analysis and Adaptation”), and decided how you will adapt to the occasion and 
place where you will be speaking. All of these decisions should be made before 
you begin preparing the content of your presentation. At the same time, we urge 
you to be flexible. As you do your research, you may discover that your purpose 
will change, due to audience expectations or the time limit you’ve been given. AS 
you organize your content and plan your speaking strategies, you may find that 
you will need more presentation aids (or none) to make your point. If, as you 
practice, you discover that you’are more comfortable using extensive notes, you 
may need to make sure that a lectern will be available at the front of the room. 

Purpose, audience, logistics, and occasion are linked. Devoting attention and 
critical thinking to all four will, in the long run, save you time and help you de- 
velop and deliver a more effective presentation. 
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Summary — 


@> What do | need to know about the place where I'll be speaking? 


You should know enough about the place’s logistics to be able to plan for and 
adapt to the people, facilities, time allotted for, and materials relevant to 
your presentation. 


@> What materials and equipment should I use? 


Make sure that you know what materials and equipment will be available be- 
fore you decide whether to use them in your presentation. Rather than being 
caught unaware, arrive far in advance to make sure that everything you need 
is present and in good working order. 


@> How long should | speak? 


Speak for as long as you are scheduled to speak. Be prepared to shorten your 
presentation if circumstances require doing so. 


@> Should | change my presentation for different occasions? 


Adapt your presentation to the nature of the occasion, the reason why you 
are the speaker, the expectations of the audience, and the protocol of the 
occasion. 


@> What should | wear? 


Your clothes should be comfortable, appropriate for the setting and occasion, 
and in a style that suits your personality and purpose. 
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What forms of supporting material should | use? 


Supporting 
P ® ®> How can | tell if my supporting materials are valid? 
Mater! al ®»> Can | use personal knowledge as support? 


How do | find good supporting material in a library 
How do | conduct research online? 







How much credit should | give to the sources 
of my supporting material? 


: magine that you're at a party chatting 
about aerobic exercise with a person 
EB you've just met. This person says, “You 
really ought to give up step classes and 
take Tai Bo instead.” You ask why, and all 
she can say is, “Because | read it’s better.” 
You think to yourself, “Why should | listen 
to her if she can’t give a better reason than 
that?” Often, audiences find themselves in 
a similar situation: A presenter offers some 
new information or asks them to do some- 
thing, and unless the speaker can back up 
the information or request, chances are the 
audience won't pay much attention. 

A good presentation not only makes a 
point but also backs up that point with rel- 
evant, interesting, and accurate supporting 
material. As soon as you know the purpose 
of your presentation, you should begin col- 
lecting ideas and information that support 
it. This entire process can be as simple as 
spending a few hours thinking about your 
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purpose or as all-encompassing as. spending months doing research. In this 
chapter we look at different forms of supporting material and where and how to 
find them. 





S$ Support Your Ideas 


Expert speakers are information specialists. They know their subjects well and can 
recite names, dates, statistics, stories, and sayings about their topics. Just as de- 
voted baseball fans know their team’s statistics, expert speakers know their sub- 
jects and can tailor their presentations to suit a variety of audiences, occasions, 
and purposes. 

Most speakers aren’t experts, though, and need to search for supporting ma- 
terial. Supporting material consists of ideas, opinions, and information that 
help to explain and/or advance a presentation’s main ideas and purpose. Facts, 
opinions, statistics, and stories are just a few of the forms of supporting material 
speakers use in their presentations. 





Information comes in many different forms. You will find definitions in diction- 
aries, background and historical information in encyclopedias, facts and figures 
online and in almanacs, true-life stories in magazines and on home pages, and 
editorial opinions in newspapers and online newsletters. The best presentations 
use a mix of supporting material; they don’t rely on just one type. Why? Most au- 
diences would find an unending list of statistics boring. They might find a 
speaker who tells story after story frustrating, particularly if there’s no clear rea- 
son for his telling the stories. Variety is the spice of life, and different forms of in- 
formation can give a presentation added life and vitality. Let’s explore the options 
available to you and look at situations in which different types of supporting ma- 
terial work particularly well. 


— 


HG 
AYER CCH 


Testimony 


TA TTC ES 
Analogies 
Descriptions 
Examples 
Stories 





Facts. A fact is a verifiable observation, experience, or event known to be true. 
“Shakespeare in Love won the 1998 Oscar for Best Picture” is a fact, but “Saving Pri- 
vate Ryan should have won” is an opinion. Facts can be personal (“I went to the 
1999 Kentucky Derby”) or the official record of an event (the 1999 Kentucky 
Derby winner failed to capture the Triple Crown). They are usually short state- 
ments that can be proven true or false. Most presentations—regardless of their 
purposes—are supported to some extent by facts. Facts provide support by using 
something certain or knowable to demonstrate or prove something less 
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well-known. Facts are most effective when the audience has no trouble accepting 
them as true. When an old-time TV detective asked for “just the facts, ma’am,” 
he was looking for factual material to support his case. In the following example, 
a speaker links factual information about a fairly well-known disease to the recent 
appearance of a new form of it. 


Hepatitis types A and B have been around and well known by doctors for 
many decades. But hepatitis C was not identified until quite recently—1989 
to be exact.! And unlike the case with the A and B versions, very few hepati- 
tis C victims survive. 


Statistics. Statistics organize, summarize, and analyze numerical information 
that has been collected and measured. Statistics are also used to predict events 
ranging from economic trends to the winners of football games. Although many 
people equate statistics with facts, statistics are factual only if they have been col- 
lected and analyzed fairly. Even if all of your friends prefer chocolate to vanilla 
ice cream (a fact), you cannot conclude that 100 percent of the population prefers 
chocolate (a statistic). To draw conclusions about the ice cream flavors most peo- 
ple prefer, you would have to survey a larger and more representative group of 
people. In a presentation, statistics are effective support when you want to de- 
scribe what a population is like as well as what a population likes. Note how the 
student speaker in the following excerpt uses statistics to bolster her point about 
geographic illiteracy. 


The Los Angeles Times reported on a survey conducted by a California State 
University professor in which students were told to name and locate the lead- 
ing trading partner with the United States. The students named Japan, but 
then none could find it. The leading trade partner to the United State is 
Canada, and only 29 percent of those students located Canada on a map. 


Testimony. Testimony refers to statements or opinions that someone has said 
or written. In advertising, testimony from celebrities associates a product with a 
famous person (if I buy X, I’ll be like that person), while testimony from “real” 
people associates a product with someone “just like me.” Testimony in a presen- 
tation works the same way and can add believability to your presentation. In 
Chapter 18, “Understanding Persuasion,” we describe how celebrity endorse- 
ments work to persuade audiences. 

You can support your presentation with testimony from books, speeches, 
plays, magazine articles, radio or television, courtroom testimony, interviews, or 
home pages. You can quote real people—politicians, scientists, celebrities, ex- 
perts—living or from years gone by. Sometimes a quotation, whether it comes 
from the president of the United States or from Big Bird on “Sesame Street,” can 
make your point better than you can. In the following example, a student uses an 
expert’s testimony to support her point. 


My own childhood experiences may not be enough to convince you that 
something should be done to control media violence viewed by children. In- 
stead, listen to the words of Dr. Joanne Cantor, a communication professor 
and author of the recent book Mommy, I’m Scared. “From my 1S years of re- 
search on mass media and children’s fears, I am convinced that TV programs 
and movies are the number-one preventable cause of nightmares and anxi- 
eties in children.” 


Definitions. Definitions explain or clarify the meaning of a word, phrase, or 
concept. A definition can be as simple as explaining what you mean by a word or 
as detailed as an encyclopedia or unabridged dictionary definition. Use defini- 


tions when your presentation includes words or ideas that your 
audience may not know or may misunderstand. In the follow- 
ing excerpt, a speaker uses two very different definitions of the 
same term to talk about the musical form known as “the blues.” 


Not sure what the blues are? The New Encyclopedia Britannica 
defines the blues as an African-American “vocal and instru- 
mental style characterized by expressive pitch inflections (blue 
notes), unique tonal qualities, a text-phrase construction based 
on a three-line stanza and, typically, a 12-measure form.” Well, 
that’s okay for some, but have you ever heard Muddy Waters 
sing “You Can’t Lose What You Never Had?” The encyclopedia 
definition just doesn’t cut it. That’s why I like to use an old 
bluesman’s definition: “The blues ain’t nothin’ but the facts 
of life.” 


Analogies. Analogies identify similarities. In a sense, they 
compare definitions of one concept to another. Analogies can 
identify similarities in things that are alike—“If the traffic plan worked in San 
Diego, it will work in Seattle.” Analogies also can identify similarities in things 
that are not really alike—“If a copilot must be qualified to fly a plane, a U.S. vice 
president should be qualified to govern the country.” Analogies are a useful way 
of describing a complex process or relating a new concept to something the audi- 
ence understands very well. Here’s how Jesse Jackson, a masterful speaker, used 
an analogy to define the Rainbow Coalition, a political group committed to fos- 
tering diversity: 


America is not like a blanket—one piece of unbroken cloth, the same color, 
the same texture, the same size. America is more like a quilt—many patches, 
many pieces, many colors, many sizes, all woven and held together by a com- 
mon thread.’ 


Descriptions. Descriptions help to create a mental image of a scene, a con- 
cept, an event, an object, or a person. They provide more details than definitions 
by offering causes, effects, historical background information, and characteristics. 
In the description that follows, a speaker expands the definition of the blues by 
describing the musical style’s origins and essence. 


The impact of the blues goes well beyond the Mississippi Delta and the urban 
blues of Chicago. The New Grove Dictionary of Music and Musicians describes 
the influence and importance of the blues as follows: “From obscure and 
largely undocumented rural, (African) American origins, it became the most 
extensively recorded of all folk music types. . . . Since the early 1960s blues 
has been the most important single influence on the development of West- 
ern popular music.” Not bad credentials for a musical form that’s too often 
called the devil’s music. 


Examples. An example provides a reference to a specific case or instance in or- 
der to make an abstract idea more concrete. We’ve used examples throughout this 
book to clarify, emphasize, and reinforce our points. Examples can be brief de- 
scriptions or detailed stories. By choosing examples carefully, you can customize 
your presentation for a particular audience. The first example that follows sup- 
ports a claim about the popularity of Muzak; the second contrasts the contribu- 
tions of male and female blues singers. 


No wonder Muzak has so many fans—fans like AT&T, IBM, and Xerox. 
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Today most of us associate the blues with male performers—Muddy Waters, 
Howlin’ Wolf, B. B. King, and Buddy Guy. In the 1920s, the blues stars were 
women—Ma Rainey, Bessie Smith, Victoria Spivey, and Alberta Hunter.* 


Stories. Stories are accounts or reports about something that has happened. 
Audiences often remember a good story, even when they can’t remember much 
about a presentation. Stories should be interesting, but what’s more important is 
that they reinforce your point. Almost nothing else has the impact of real stories 
about real people in the real world. Here, Vivian Hobbs, a former attorney who 
recently lost her fight to survive a crippling disability, used a personal story in the 
beginning of a commencement address about the triumph of human will: 


I was in an automobile accident just after high school, which left me in a 
wheelchair. I was trying to deal with that, a new marriage, and other personal 
and financial problems, not the least of which was an uncertainty about what 
I could do—about the extent of my own potential.° 


In Chapter 12, “Generating Interest,” we devote a major section to the value and 
the techniques of telling good stories during a presentation. 





fferent forms of supporting materials in a presentation. 
To see why, consider the following selection from an article titled “The Shadow 
Epidemic,” about hepatitis C, a form of liver disease. The article appeared in The 
New Yorker magazine and was written by Dr. Jerome Groopman, a cancer and im- 


munology specialist. 


Approximately four million Americans, nine million Europeans, and a hun- 
dred and seventy million people worldwide are infected with hepatitis C. In 
contrast, about a million Americans are thought to be HIV positive. Some 
4 percent of people between the ages of thirty and fifty are believed to carry 
the virus; among black American men, it’s 10 percent. Each year, there are an 
estimated thirty thousand new infections and ten thousand deaths. There is 
no broadly effective treatment, and if none is developed over the next 
decade, the death rate from hepatitis C could rise to thirty thousand a year— 
a mortality rate roughly equal to that of AIDS in 1996.° 


If you were to hear someone read the previous paragraph in a presentation, would 
you understand and remember most of the statistics? Would you be able to sepa- 
rate the statistics on hepatitis C from those on HIV infections? Certainly, the epi- 
demic appears to be serious, but the long list of medical statistics makes the 
nature of the epidemic and its frightening outcome difficult to grasp. Don’t mis- 
understand us—this is excellent and compelling information. But if you want to 
include Dr. Groopman’s data about hepatitis C in a presentation, you should try 
to combine it with other types of supporting material such as examples, testi- 
mony from patients and other doctors, descriptions of the disease, and even the 
use of presentation aids to display and compare statistics. 






é wee Sa ee ee ee 

Speakers use supporting materials to enhance their presentations and to demon- 
strate their depth of knowledge about their topics. However, information that’s 
not accurate and up-to-date undermines this function. Test every piece of support- 
ing material before adding it to your presentation. Is it the best information? Is it 
valid? Valid means that the ideas, opinions, and information are well founded, 


justified, and true. Do 75 percent of American families recycle cans, bottles, or pa- 
per? Are the history and evolution of the blues really separate from those of jazz? 
Five questions can help you test your information to determine its validity. 


. Is the source identified and 
(aettt itl { seg 
. Is the information recent? 


. Is the information consistent? 
. Is the information relevant? 
Pe MULE at ett 





Is the Source Identified and Credible? This is the first and most important 
question to ask when you're trying to determine your information’s validity. Al- 
though you may not know what percentage of Americans recycle, there are 
sources that do know. References such as The Information Please Almanac, The 
World Almanac, or the New York Times Almanac have been in business for many 
years. Their continued success depends on their ability to collect and publish in- 
formation that is true and up-to-date. Also, check newspapers. Their reputations 
depend on their ability to publish accurate information. There are, however, big 
differences among newspapers. The sensational and often bizarre National En- 
quirer may be fun to read, but the Wall Street Journal is more likely to contain reli- 
able information. 

Also, make sure that you use objective sources of information. A source can 
be biased, meaning that it states an opinion so slanted in one direction that it 
may not be objective or fair. As a researcher, you must be alert to potential bias. If 
the source has a strong opinion or will gain from your agreement, be cautious. 
For years, tobacco companies publicly denied that cigarette smoking was harm- 
ful, even though their own research told them otherwise. Now, we recognize that 
the tobacco companies’ pronouncements were biased and untrue. What biases do 
you think special interest groups such as the National Rifle Association, Pro- 
Choice or Pro-Life groups, NORML (National Organization to Reform Marijuana 
Laws), the AARP (the American Association of Retired Persons), and the Teamsters 
Union may have? The information that they publish could be incorrect; the opin- 
ions may be unfounded. However, just because sources are biased, doesn’t neces- 
sarily mean they aren’t telling the truth. 

No matter where you get your information, you must be able to identify its 
source and determine whether that source is qualified and credible. If you’re us- 
ing an article, what magazine does it come from, and who wrote it? Always note 
your source as completely as possible, including the date of publication and page 
number. Is the author a recognized authority on the subject? Is the person a rec- 
ognized expert, a first-hand observer, a scientist, or a respected journalist? 


Is the Information Recent? Ask yourself this question if the information you’re 
considering will be subject to change or if you will be using it to make claims 
about events or to predict outcomes. In these cases, you would probably be better 
off using magazine or newspaper articles and reliable Web sources rather than 
books. Health books written before 1985 won’t have much to say about AIDS. 
Books written in the early 1990s on how to use a library will not contain much 
advice about the use of computerized index systems, the Internet, or CD-ROMs. 
But if your topic is philosophical, historical, or timeless, there is nothing better 
than using an old book to discover new information. When you are collecting 
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and recording information, note the source’s publication date. In this rapidly 
changing information age, your data can become old news in a matter of hours. 


Is the Information Consistent? Check to ensure that the information you 
want to include reports facts and findings similar to other information on the 
same subject. Another way to look at this question is to ask whether the informa- 
tion makes sense. If every doctor and medical expert tells you that penicillin will 
not cure a cold, why believe a friend who recommends it as a treatment? If the ev- 
idence clearly shows that cigarette smoking is dangerous, the fact that your 
grandmother smoked two packs a day and lived to be eighty-five doesn’t mean 
you should ignore the warnings. 

At the same time, information that is different can be interesting and worth 
noting. If most reports indicate that cutting down on salt and animal fats will re- 
duce cholesterol and high blood pressure, you may be suspicious of a study that 
says salt and fat intake are okay. Yet some studies that compared U.S. salt intake 
with that in other countries concluded that salt may not be as dangerous as once 
was thought. When a French study reported that drinking red wine dampens the 
dangerous effects of fat intake, liquor stores began providing free copies of the 
study to their wine-drinking customers. Despite such studies, however, it may be 
wiser to wait for more information before making a presentation that recom- 
mends abandoning a low salt/low fat diet and taking up a red wine diet. 


Is the Information Relevant? Make sure that the information is related to 
your purpose and topic. Say you were speaking about the divorce rate of Ameri- 
can marriages. Just because Elizabeth Taylor has been married eight times does 
not demonstrate that stable marriages are on the way out. As the U.S. Census Bu- 
reau knows, fifty million Americans marry and stay married to one person. If 
you're trying to persuade an audience that “Seinfeld’s” high TV ratings as a net- 
work program in the 1990s justify its selection as the best commentary on life in 
the last decade of the twentieth century, your evidence may be irrelevant to the 
millions of people who can’t relate to the New York City lifestyle depicted on 
“Seinfeld.” 


Is the Statistical Information Valid? Interpreting statistics is an art and a sci- 
ence. Most of you probably don’t know how to use the sophisticated research 
methods required to produce valid statistical results. Instead, you have to rely on 
the numbers reported by others. The problem with choosing and using the best 
statistical information is that you may have no idea whether the research that 
produced the statistics is valid. For example, if 100 percent of the physics profes- 
sors at one college are African American and 100 percent of the physics professors 
at a neighboring college are European American, you may wonder whether a 
charge of discrimination could be justified—until you learn that there is only one 
physics professor at each college. 

Incorrect statistics can come from poorly designed research or from people 
who misinterpret the numbers. Statistics can be informative, dramatic, and con- 
vincing. They also can mislead, distort, and confuse. Use them carefully. 





; Research Strategies 


You may have a general idea of which forms of supporting materials you want to 
use, but finding the specific pieces requires research. Research is a systematic 
search or investigation designed to find useful and appropriate supporting mate- 
rial. Even if you already know something about your topic area, good research 


can make you look and sound a lot better. For example, you may know that 
Americans watch a lot of television; research lets you know that the average 
American watches TV more than four hours a day.” Although everyone may know 
that communication skills are important for business success, research lets you 
know that many managers rank communication skills first in importance of all 
the skills needed to succeed in business.® 

A good researcher with a good research strategy becomes an effective investi- 
gator who has a systematic plan for searching the available sources of information 
in the same way in which a detective searches for clues. The information you need 
is out there; you just have to find it. Investigative research involves knowing how 
to uncover valuable resources. That said, the research process starts with you. 





Yes, you! When speakers ask us whether they can use their personal experiences 
and knowledge as a form of support, we encourage them to do so. In fact, if you 
are an expert on a topic, have a unique background or life experience, or work in 
an unusual job or field, you may be the best source of ideas and information 
about it. A stamp collector, a carpenter, a musician, and a refugee from Kosovo or 
East Timor will all be able to share stories and information that can be new and 
interesting to an audience. 

You can be a good source of ideas, even if you’re not an expert. The reason 
why you are speaking, the experiences you have had, your ethnic or religious 
background, your job or hobby, or your strong beliefs and opinions are valuable 
sources of ideas as well as information. If you’re going to make a presentation 
about drunk driving, you might want to describe an accident you witnessed or 
were involved in that was caused by a drunk driver. Note how this student used 
his own experiences as supporting material for his presentation: 


Even though I’m a guy, I wanted to make a presentation about how to avoid 
rape. I admit that rape isn’t something I thought about much—that is, I didn’t 
think about it at all until last month, when my older sister called me in tears 
to tell me that she’d just narrowly escaped a sexual assault. Visions of a 
stranger trying to attack my sister in the dark of night flashed through my 
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A once-in-a-lifetime safari 
in Africa can provide a 
speaker with dozens of 
unique stories and exam- 
ples for a presentation. 
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mind. But was I ever wrong—the attack took place at lunchtime, and the at- 
tacker was a man she’d been dating for a few weeks. Turns out that what little 
I thought I knew about rape was wrong! 


We give, however, a word of caution about relying on yourself as a resource. 
If you use your own ideas and opinions, make sure that they are based on fact. 
You may believe that capital punishment deters criminals, yet your additional re- 
search may reveal that criminologists who have studied this question disagree. 
You may believe that colds are caused by working up a sweat in damp, cold 
weather; research may tell you that exposure to a virus is the cause of a cold, re- 
gardless of the weather. Although you may be an excellent source of ideas and in- 
formation, you should also check some other sources to reinforce your views. 
That’s where libraries and online research come in. 


Before leaping to the World Wide Web, we want to reinforce the value and tech- 
niques of doing library research. For those of you who may think that libraries are 
becoming obsolete, think again. From your local branch library to the Library of 
Congress, libraries contain valuable information you can’t find anywhere else. 
Learn to use libraries to their fullest potential. 





Find the Right Library. Not all libraries are alike, so before you start your 
library research, make sure you’re in the right one! Your local public library may 
have everything you need if your topic and audience are general. You'll be able to 
find popular magazines, local and national newspapers, encyclopedias, and gen- 
eral interest books in most public libraries. In some large cities, the central branch 
of a public library can be as comprehensive as a college or university library. 

A second type of library—college and university libraries—tends to be larger 
than most public libraries and holds vast collections of academic resources. 
Whereas a public library might have a few dozen books on music, a university 
with a strong music department will have in its library shelves books and record- 
ings that deal with almost every form of music. Academic libraries subscribe to 
specialized journals covering topics from accounting to zoology in such great de- 
tail that these publications may be too technical for your needs. 

A third kind of library, the special collections library, can be found at muse- 
ums, professional schools, performing arts centers, corporations, government 
agencies, or nonprofit organizations. As the name implies, these libraries hold 
highly specialized collections of books, magazines, and special documents related 
to specific fields. If you need highly specialized information and cannot find it at 
a college library, contact a special library for permission to visit and conduct your 
research. Most public and college libraries have a directory that you can consult 
to find special collections libraries in your area. 


A fourth type of library is much:closer to home. In fact, it is your home. The 
books, magazine, and newspapers you have in your home may contain valuable 
supporting material. As soon as you have determined your purpose and topic, 
start looking for ideas and information right at home. You may find a vital piece 
of information in a newspaper or magazine article that you overlooked before se- 
lecting your topic. If your home has an encyclopedia, you can do some general 
reading to prepare yourself for your trip to a public, college, or special collections 
library. Some people have in their homes their own “special collections” built 
around interests, beliefs, and hobbies. Our friend Karla loves 1950s fashion maga- 
zines and probably has a better “collection” than most libraries. Our friend Sid 
loves to fish and has just about every magazine and guidebook on bass fishing 
that exists. And, as you might have guessed, one of us has an extensive collection 
of blues music and literature. For some information, there’s no place like home. 


Get Facts and Figures from the Reference Collection. All libraries have a ref- 
erence collection. Reference books are just what their name suggests—you refer 
to them, consult them, skim through them. They are not meant to be read in 
their entirety. Unfortunately, you cannot check them out of the library. Even so, 
they are one of the first places to look for supporting material. 

Reference materials can give you a broad overview of a topic or very specific 
information. The information is there; it is your job to find it. Reference books 
and CD-ROMs are available on almost every subject. Figure 7.1 lists and describes 
some of the different types of references, many of which are also on CD-ROM, 
that you can find in most libraries. 

Figure 7.1 gives you only a brief description of some of the many resources in 
a library’s reference collection. Encyclopedias and almanacs are most useful for 
finding general background information and specific facts. A popular reference 
book like Bartlett’s Familiar Quotations can give you access to thousands of famous 
passages, phrases, and proverbs to use as testimony in your presentation. But 


Figure 7.1 Reference Collection Resources 











Encyclopedias — Contain information on almost all subjects; they are a good place 
to start your research. (Encyclopedia Americana, International Ency- 
clopedia of Social Studies) 


Yearbooks Summarize the events of one year; they can cover many subjects 
or specialize in one field of study. (Britannica Book of the Year, Year- 
book of Science and the Future) 


Dictionaries Provide information about words—their spelling, meaning, pro- 
nunciation, origin, and use. (The American Heritage Dictionary of 
the English Language, Anchor Bible Dictionary, Roget's Thesaurus) 


Almanacs Collect up-to-date facts and statistical information. (Statistical 

& Abstracts Abstract of the United States, The Information Please Almanac) 
Handbooks Provide broad, factual information on one subject. 

& Manuals (Occupational Outlook Handbook, Chilton’s Auto Repair Manual) 
Atlases Contain a collection of maps, some with statistical charts and spe- 


cial maps showing population, climate, and so forth. (The Time 
Atlas of the World, Atlas of the Oceans) 


Biographical Provide brief articles or background information about noteworthy 
References and famous people. (Who’s Who in America, Contemporary Authors) 
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remember that the information you gather from a library’s ref- » 
erence collection is only the raw material for your talk. A pres- 
entation is much more than a list of famous quotations and 
interesting facts. 


Get Recent Material from Periodicals and Newspapers. 
Whereas reference collections contain factual and background 
information, periodicals and newspapers provide recent, up-to- 
date information. Periodicals include scholarly journals as well 
as the most current and popular magazines. Newspapers can 
give you the local, national, and international news of the day 
along with feature articles, commentary, and editorial opinions. 

In order to find articles on specific subjects in periodicals, 
you should use the library’s periodical index. Today, almost all 
such indexes can be found on CD-ROM. Depending on your 
choice of library, you may find different systems in use. Com- 
puterized indexes can contain references to hundreds of maga- 
zines as well as listings for national newspapers. 

One of the richest sources of current information is the 
newspaper. Here, too, there are special indexes. There is a New 
York Times Index, a Washington Post Index, a National Newspaper 
Index, and the NewsBank. Again, depending on the library, you 
may find that all of these indexes are on CD-ROM. Many large 
libraries also subscribe to newspaper and news organization 
Web sites on which you can find daily updates of news stories 
and feature articles. Look up www.nytimes.com or www.cnn.com 
to see for yourself. 


Get Background and General Information from Books. 
It may surprise you to find books listed at the end of a list of 
library resources. But there is no point in searching for books if you’re in the wrong 
library or haven’t checked the available references and periodicals. Choose books 
carefully and avoid checking out a pile of them that may not contain what you 
need. 

Books are marvelous resources, particularly when you need background infor- 
mation on a general topic or a thorough understanding of a writer’s theory or 
research. There are, however, drawbacks to using books as your only source of 
information. Books can become dated very quickly. Between the time an author 
writes a book and the time you check it out of the library, several years can pass. 

A second drawback to using books as a sole resource is the amount of time it 
can take to find the piece of information you need. You don’t have to read an en- 
tire book while researching a presentation. Just read those parts that relate to your 
topic. Review the table of contents at the front of the book and the index at the 
back to focus your search on a few relevant sections or pages. Does this mean that 
books should not be read cover-to-cover? Of course not. Good books are always a 
delight to read. But if you have a presentation to research and can’t take the time 
to read an entire book, don’t feel guilty about skipping large sections in order to 
find the supporting materials you need. 

Computerized, online library catalogs have made the process of selecting 
books much easier. Now you can use key words in a computer search to find li- 
brary books related to your topic. In most libraries you can print a list of book ti- 
tles and their authors, publishers, dates, call numbers, and library locations. The 
printout can also include whether the books are available, on loan, or in the ref- 
erence collection. Libraries, like computers, have become user friendly. 

At this point you may be feeling overwhelmed. It may seem as though there 
are so many places to look for information that you could spend your whole life 
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researching and run out of time to prepare your presentation. But that is exactly 
why it’s important to use the library systematically. Match the type of informa- 
tion you’re seeking with the appropriate kind of source material. Efficient and 
productive research will turn up materials uniquely suited to 
your presentation’s purpose, topic, audience, and occasion. 

With the advent of the Internet and the extraordinary 
reach of the World Wide Web, some speakers have abandoned 
libraries. Don’t join the exodus. Libraries are still gold mines of 
information in which, if you are a skilled researcher, you can 
find most of the supporting materials you need for a presenta- 
tion. At the same time, the World Wide Web is a rich source for 
finding information on almost any conceivable topic. Use 
both—you'll double your chances of finding the best support- 
ing material for your presentation. 





Most of the resources available in libraries are also available on- 
line. The Internet puts the world at your fingertips. We do not 
have the space in this book to teach you how to use the Inter- 
net—and besides, it changes so quickly that we would surely be 
guilty of providing out-of-date information. So rather than de- 
scribe how to get information from the Web, we will instead 
concentrate on some advantages and disadvantages of online 
research. 


Advantages. The advantages of searching the World Wide 
Web for supporting materials are apparent to anyone who has 
tried. For example, when we were looking for up-to-date infor- 
mation on the issue of plagiarism from online sources, we went 
online and found what we needed in minutes. 
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You will find thousands of databases, personal Web pages, 
publications, research, and visuals online.’ Fortunately, there 
are a number of online search services that provide indexes and 
access to all this specialized information. General directories 
such as the Internet Public Library (www.ipl.org) at the University 
of Michigan or The Library of Congress (www.|cweb.loc.gov) and 
popular search engine directories such as Yahoo! (www.yahoo. 
com) often provide directories of selected sites related to specific 
topics. 

Most of you are familiar with one or more search engines 
such as AltaVista, Excite, Lycos, HotBot, InfoSeek, WebCrawler, 
and Yahoo! These Web “catalogs” help you find what you need 
by matching key words to Web sites that include those terms. 
For example, Yahoo!, one of the most popular search engines, 
can be used in two ways: Type in a term or click on one of many 
indexed topics that have proved popular. Of course, unless you 
carefully select your key terms, you can end up with thousands 
of sites that have little to do with your topic. 

Metacrawler (www.metacrawler.com) searches other search 
engines, combing the results into a single list. By the time this 
textbook has been published, there may be many more sophis- 
ticated search engines that are even easier to use and more effi- 
cient in targeting the information you need. 


Disadvantages. Despite the enormous benefits of electronic 
research, there are significant disadvantages. The first problem 
is that the sources on the Internet do not cover all possible 
kinds of information (at least they don’t today, but who knows 
what the future will bring?). If you want the latest news or very 
current information, using the Internet may be your best bet. 
But if you’re looking for commentary on a classic novel, special- 
ized research reports on an academic topic, or a reliable expla- 
nation of a political issue or historical movement, Internet 
sources may not be comprehensive or objective enough to meet 
your research needs. 

A second disadvantage to using the Internet for research is 
that it can be difficult to test the validity of the information you 
find. Some trustworthy Web sites include those of major news- 
papers and magazines, professional associations, government 
agencies, libraries, legitimate media outlets, and well-known ex- 
perts. Unfortunately, there are also highly biased sources. Be- 
cause no one can possibly screen everything on the Internet for 
accuracy, it can be difficult to separate reliable from unreliable 
sources. Both of us have listened to student presentations in 
which all of the information was taken from highly question- 


able sources found on the Internet. Using less-than-credible Web sources can 
jeopardize the believability of an entire presentation. William Miller, president of 
the Association of College and Research Libraries, notes, “Much of what purports 
to be serious information [on the Web] is simply junk—neither current, objective, 
nor trustworthy.” !° 

In addition to the questions asked about any type of information (see page 
11S), there are special questions to consider when evaluating Internet informa- 
tion and its sources. Anyone can put anything on the Internet. Make sure that 
your sources are trustworthy and that your information is valid. Always test in- 
formation that you have found on the Internet by asking these four additional 
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pe and online sources are excellent for some kinds 
of information, but sometimes asking an expert can 
give you material you won’t get any other way. Once 
you know the purpose and topic of your presentation, 
start looking for someone who can tell you more about 
it—a professor, a police officer, a lawyer, a store man- 
ager, a chef—and see if you can schedule an interview 
with the person. Call or write to set up an appointment 
with someone you want to interview several days or 
weeks before you would like to meet with him or her. 
Indicate what you would like to discuss and how long 
you expect the interview to last. Setting up an appoint- 
ment in advance demonstrates your respect for the in- 
terviewee and gives you time to prepare. 

As with any presentation (and yes, an interview is a 
kind of presentation), careful planning is the key to 
success. Ask yourself these questions: 


B Why am! conducting this interview? Narrow the fo- 
cus of your information-gathering interview by 
pinpointing what you want or need to know that 
you cannot find some other way. 


B Whom am | interviewing? The more you know 
about the person you are going to interview, the 
more prepared you will be. Make sure that you 
know your interviewee’s area of expertise and job 
functions. Think about your interviewee as a 
one-person audience and apply the techniques 
discussed in Chapter 5, “Audience Analysis and 
Adaptation,” to gather background information. 


DB What do | want or need to know? You will need to 
do some background research before your inter- 
view. Find out about the organization for which 
that person works. The more you know about your 
topic before the interview, the easier it will be to 
understand and appreciate the interviewee’s com- 
ments. 


B What questions should | ask and in what order? No 
matter whom you are interviewing, come pre- 
pared with a series of questions. Begin with a gen- 
eral question such as “What interests or abilities led 
you to this job?” Then, move on to specific ques- 
tions that will give you detailed information. What 
you learn in the first few minutes can tell you 
which of your specific questions to use. You can 

ask for lists of achievements, most difficult prob- 

lems, or suggestions for change. However, don’t 
interview to get information you've already found 


INTERVIEWING FOR INFoRMaTien 





through research. Use the interview to learn some- 
thing new. 


D How can | get the interview off to a good start? Treat 
your interview as an important event. Show up at 
the appointed time appropriately dressed. Have 
your questions typed on clean paper. At the begin- 
ning of the interview, remind your interviewee why 
you need his or her information and advice. This 
can take the form of a thank-you—“Thanks so 
much for taking twenty minutes out of your day to 
talk with me about your company’s commitment 
to community service. | know you're the driving 
force behind it, and I’m looking forward to hearing 
about what got you started.” Demonstrating what 
you know about the topic and why you want to in- 
terview this person shows that you are well pre- 
pared and professional. 


PB How do | keep the interview running smoothly? Your 
behavior during the interview should be as profes- 
sional as your dress and your level of preparation 
and planning. When you speak, make sure that 
your voice is clear and easy to hear. Establish eye 
contact with the person whom you are interview- 
ing throughout the course of the interview. Keep 
track of the time, dropping a few of your questions 
if you’re running overtime. And remember that it’s 
okay to smile, gesture, lean forward, take notes, 
and even frown if it’s appropriate. Your engaged, 
animated responses will keep the interview moving. 


B Do | need to follow up? When your interview is over, 
there’s one more step to remember. Send a thank- 
you email or note. Call with a follow-up question 
that gives you a chance to personally thank your 
interviewee. Not only will you be doing the right 
thing and making a good impression, but you will 
also be ensuring your ability to return to your inter- 
viewee for more information. 


Interviewing is as much an art as a skill. One of the 
keys to conducting a successful interview is good lis- 
tening. Good listening will tell you if your questions 
have been answered before you ask them. Good lis- 
tening can also give you new insights that can lead to 
new questions. Listen carefully and modify your ques- 
tions according to the answers you hear. If all goes 
well, all your questions will be answered as you have a 
fascinating discussion with an interesting and cooper- 
ative expert. 
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questions: (1) Who put the information on the Net? (2) Why did they post it? (3) 
When was the information written versus when was it posted? (4) Do other pub- 
lished sources verify this information? 





Documentation 


All forms of supporting material used in a presentation (including information 
from Internet sources and interviews) should be documented. Documentation 
is the practice of citing the sources of your supporting material in a presentation. 
In-speech documentation enhances your credibility as a researcher and commu- 
nicator and informs listeners about the sources and validity of your information 
and ideas. 

Even if an author or a Web site grants you permission to reproduce material 
for personal use, you still must give the source of that information credit in your 
presentation.'! Getting permission can become a complicated process requiring 
that you pay a publisher or an author for the right to use his or her material. In 
most college settings, permission doesn’t obligate you to pay an author, but it 
does require you to include an acknowledgment of the rightful author and the 
source in your presentation or references. 


apni raimnsa rien 
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In a written report, documentation follows one of several accepted formats such 
as Modern Language Association (MLA) style, American Psychological Associa- 
tion (APA) style, the prescriptions of The Chicago Manual of Style (published by the 
University of Chicago Press), or many others. The documentation section in any 
of these organizations’ manuals will provide models of how to format a reference, 
endnote, or footnote. Depending on which style manual you use, there are very 
specific rules for documenting electronic sources. 

Documenting electronic sources is much like documenting print sources. 
One difference is that there are two types of electronic sources. There are those 
that change, such as Web sites or online resources. Then there are those that 
don’t change, such as a computer program or a database stored on a CD-ROM. 






This is an important distinction. If you are using an electronic 
source that changes, make sure that you provide the date on 
which you used the source. Why? Because the information 
could be different on the following day. When working with a 
permanent CD-ROM, treat it like a book or journal and make 
sure that you provide the date of-publication, not the date on 
which you used the source. Here are two examples of citations 
from online sources: 


Julie J. C. H. Ryan, Student Plagiarism in an Online World, 
Prism, http://www.asee.org/prism/December/html/ 
student_plagiarism_in_an_onlin.htm, December 1998. 


Web Weaves New Concerns About Plagiarism, Purdue 
News, http://www.purdue.edu/UNS/htm114ever/9809. 
Offenbach.plagiarism.html, October 1998. 


Always be prepared to provide a list of the references you 
used to prepare your presentation—just as you would for a writ- 
ten report. In most speaking situations, you will not be required 
to provide such a list. We recommend, however, that you keep 
a list of your references for your own use. If nothing else, it will 
remind you of which sources you used in the event that you are 
challenged about information or asked to repeat or to update 
your presentation. There are situations, however, in which you 
may be asked to provide your references—either for your in- 
structor or for informing audience members and colleagues. 





i a preaationny you aaa oe pie: sources of support- 
ing material “out loud.” We are not suggesting that you read 
complete citations to your audience. Imagine how strange it 
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found at www.purdue.edu, reports that... .” 
_ You could also display the complete Web site 
addresses on a slide (as long as you give lis- 
_ teners enough time to copy them). If you~ 
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would be to read aloud the previous examples of online citations on plagiarism. 
Think how awkward it would sound to provide the detail required by any of the 
publication manuals in the middle of your presentation. The last thing you want 
to do is to clutter your talk with complete citations or long Internet addresses. 
What you should provide is enough oral information to credit the sources of your 
information. If you believe that your audience should have access to the informa- 
tion you have used, you may provide a handout listing your references. 





Why does documentation matter? Because without it you could fall into the Cap 
of plagiarizing your source materials, intentionally or not. To plagiarize is to “to 
use and pass off (the idea or writing of another); to appropriate for use as one’s 
own passages or ideas from (another).”!* The word plagiarism comes from a Latin 
term, plagium, which means “kidnapping.” Thus, when you plagiarize, you are 
stealing or kidnapping something that belongs to someone else. Simply put, 
when you plagiarize, you fail to document and give credit to the sources of your 
information. Unfortunately, some speakers believe that prohibitions against pla- 
giarism don’t apply to them. Others know that they apply but think they can get 
away with it. Still others plagiarize without even realizing that they are doing it. 


Plagiarism Hurts Everyone. Although most speakers don’t intend to commit 
“literary theft,” plagiarism occurs more often than it should, often with serious 
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consequences. In colleges, students have failed classes, been ex- 
pelled from programs and schools, or been denied a degree 
when caught plagiarizing. In the publishing business, authors 
have been sued by writers who claimed that their ideas and 
words had been plagiarized. Well-respected scientists, politi- 
cians, university officials, and civic leaders have been tarnished 
with charges of plagiarism. 


Avoiding Plagiarism. Most speakers don’t set out to plagia- 
rize. Ignorance, however, is no excuse. Almost every teacher has 
had students who turned in entire articles from magazines or 
encyclopedias as their original work. “But,” say the accused stu- 
dents, “we were told to find and share research.” This is true, but 
presenting someone else’s work as your own is not research—it’s 
plagiarism. Give credit where credit is due. The person who pub- 
lished or posted those original ideas spent a lot of effort creating 
them and should be recognized for that effort. 

The key to avoiding plagiarism is to identify the sources of 
your information in your presentation. A second key is under- 
standing that changing a few words of someone else’s work is 
not enough to avoid plagiarism. If they’re not your original 
ideas, and most of the words are not yours, you are ethically ob- 
ligated to tell your audience who wrote or said them and where 
they came from. 

This requirement applies equally to material you find on 
the Web. The World Wide Web has added a new dimension to 
the problem of plagiarism. In an article in Prism, a publication 
of the American Society for Engineering Education, author Julie 
Ryan explains that “the proliferation of Web pages and elec- 
tronic publications makes plagiarism easier to accomplish and harder to recog- 
nize.”!’ She describes the problem as follows: 





A few words typed into a Web search engine can lead a student to hundreds, 
sometimes thousands, of relevant documents, making it easy to “cut and 
paste” a few paragraphs from here and a few more from there until the stu- 
dent has an entire paper-length collection. Or a student can find a research 
paper published in one of the hundreds of new journals that have gone 
online over the past few years, copy the entire text, turn it into a new docu- 
ment, and then offer it up as original work without having to type anything 
but a cover page. Even recycling efforts and ghost writers have gone global 
with Web sites offering professionally or student-written research papers for 
sale, some even with a money-back guarantee against detection.” !4 


Fortunately, the Web also provides instructors with the same access to infor- 
mation. Given time and a good search engine, many would-be plagiarizers have 
been caught and appropriately punished. 

The bottom line is this: Plagiarism is not just unethical and illegal; it repre- 
sents the theft of a person’s hard work and good ideas. Diana Hacker, author of 
The Bedford Handbook, expresses this idea quite eloquently when she explains that 
any writing you do (whether for a research paper or for a presentation) is a col- 
laboration between you and your sources: “To be fair and ethical, you must ac- 
knowledge your debt to the writers of these sources:”!5 

A presentation is more than a collection of statistics, examples, quotations, 
stories, and famous phrases from other sources. Supporting material helps you 
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explain, clarify, convince, and interest your audience. Use it to spice up your pres- 
entation, demonstrate a principle, or prove a point. Don’t use information in 
place of ideas. Use information to support ideas. And when you use it, give the 
person who wrote it or the publication that printed it the credit it deserves for 
supplying you with the raw materials you needed for your presentation. 


, 


| Summary ®> What forms of supporting material should | use? 


Select the best quality of material and use more than one type of the follow- 
ing forms of supporting material for your presentation: facts, statistics, testi- 
mony, definitions, analogies, descriptions, examples, and stories. 








®> How can | tell if my supporting materials are valid? 


Test your supporting material by asking whether the information you want 
to use is credible, recent, consistent, relevant, and statistically accurate. 


®> Can | use personal knowledge as support? 


You may be an excellent source of information, as long as you make sure that 
your facts are accurate and your opinions well founded. 


®> How do! find good supporting material in a library? 
After making sure you have found the right library and sought the services 
of a professional librarian, look for materials in the reference collection, in 
periodicals and newspapers, and in appropriate books. 


®> How do | conduct research online? 
Use an appropriate search engine to help yourself find the material you need. 
Narrow your search to a very specific term or phrase in order to maximize 
the efficiency and effectiveness of your research. 


®> How much credit should | give to the sources of my supporting material? 
Provide enough information about your sources so that a listener could locate 
that information. To be fair and ethical, you must acknowledge your debt to 
those who wrote the ideas and information you have used in a presentation. 





Key Terms analogy 113 example 113 secondary source 121 
biased 115 fact 111 statistics 112 
Boolean search 122 plagiarism 125 stories 114 
definition 112 primary source 121 supporting material 111 
description 113 research 116 testimony 112 


documentation 124 search engine 122 valid 114 
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Why is organization so important? 






How do | select the key points for a presentation? 
How do | link my purpose, central idea, and key 


points? 





Are there established organizational formats that 


| can follow? 





production eyed fe 
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i 


i A any popular books on presentation 
/ Wi speaking include a three-step guide to 

@ organization that we call the “Tell ‘em 
Technique.” It goes like this: “Tell “em what 
you're gonna tell ‘em—tell “em—then, tell 
‘em what you told ‘em.” As simple as the 
Tell “em Technique seems, it does capture 
three important tips about how to organize 
a presentation. Audiences benefit if they 
know what the main ideas of a presentation 
will be. They also benefit if they hear the 
main ideas more than once. And finally, a 
summary of the main ideas helps them re- 
member what they have heard. There is, 
however, more to good organization than 
the Tell “em Technique, which tells you 
what to do but not how to do it. How do 
you select the best ideas and information 
for your presentation? How do you arrange 
those ideas? There’s no one right way, but 
there are many ways in which you can use 
organizing principles to help yourself get 
the most out of your speaking opportu- 
nities. We explore these principles in this 
chapter. 
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Why Organization Matters 


Years of teaching, coaching, and communication consulting have led us to con- 
clude that most speakers underestimate how important organization is to the suc- 
cess of their presentations. 

As an audience member, you already know how much it matters. You no 
doubt find a well-organized presentation easier to listen to and remember than a 
poorly organized one. You probably find it difficult to understand and remember 
the words of a speaker who rambles and doesn’t connect ideas. In fact, you may 
never want to hear that speaker again. Researchers confirm that audiences react 
positively to well-organized presentations and speakers and negatively to poorly 
organized ones.! 

This idea is not new. Cicero, the great Roman senator and orator, identified 
two initial tasks required of every effective speaker. The first was to determine the 
key points; the second was to put those key points into an orderly sequence. Ci- 
cero used the Latin word inventio to describe the speaker’s attempt “to find out 
what he should say.”? He identified the second step, dispositio, as the task of ar- 
ranging ideas and information for a presentation in an orderly sequence. The se- 
lection and arrangement of ideas and information can help audience members 
make decisions about important issues and select a course of action. For example, 
if a speaker is trying to help audience members assess the benefits of competing 
insurance plans, a disorganized presentation will neither describe each plan 
clearly nor help the listeners decide which plan is best or which to choose. They 
may feel even more confused after hearing the presentation than before they 
heard it. 


ORGANIZATION HELPS THE AUDIENCE 


Understand the message 


Remember the message 
Decide how to react 





Organization also helps you as a speaker. If you are well organized, you are 
much more likely to achieve the purpose of your presentation. Organization 
helps you to decide how many and what kinds of research and supporting mate- 
tials you will need for your presentation. If, for example, your purpose is to report 
on the need for repairs at the community swimming pool, you do not have to 
spend time researching the hourly pay rate of lifeguards. 

Organization also helps you to determine a clear and effective arrangement 
of the content that you want to include. Not only does it tell you which ideas 
should come first or last, but organization also keeps you focused on the develop- 
ment of each idea. Equally important and not surprisingly, well-organized speak- 
ers are seen as more competent and confident than disorganized speakers. 


ORGANIZATION HELPS THE SPEAKER 


Ei am Reem Cen eL ay) 


BCU CR UU aC Ce Ree crt Thy 
Enhance his or her credibility 





Te president/CEO of a large company who 
responded to our survey—but who wishes 
to remain nameless—shared this story: “I had 


to make some brief remarks after taking over 
the presidency of a state association. | knew | 
had to make this speech but did not spend 


line. | did not have notes and did not rehearse. 
Just shot from the hip. The more | talked, the 
more | felt | fumbled and rambled on, and | soon 
noticed | was losing the interest of the audi- 
ence, which unnerved me even more. My brief 
Speech was not a success.” 


time organizing my thoughts or writing an out- 





s 


———- 
‘q How to Get Organized 


Building a strong presentation is like building a house, and organization is the 
blueprint. Collecting ideas and information for your presentation is similar to 
choosing and collecting the materials you would need to build a house. Although 
just about every house includes wood, nails, windows, doors, siding, wiring, and 
plumbing, piling all those building materials on a home site would not give you 
a house. You would still need a detailed blueprint or plan to tell you what you’re 
building, what you need to build it, and how to put the pieces together. Similarly, 
most presentations have a purpose and supporting materials that advance and 
support them—but just “piling up” your ideas won’t result in an effective presen- 
tation. The organization of a presentation helps you to stay focused on your 
purpose while you’re deciding what to include in your talk and how to put it all 
together in an effective way. Your purpose and the needs and interests of your au- 
dience help you decide what to include on your “blueprint.” 

Before you can put all the pieces of a presentation into a pattern, structure, or 
order, though, you must decide which pieces to use. Considering your purpose, 
your audience, the occasion, and the logistics of the situation can help you make 
these decisions. 


» Consider Your Purpose. When deciding what to include in your presentation, 
always begin with your purpose (see Chapter 4, “Purpose and Topic”). Include 
ideas and supporting material that will help you to achieve your purpose. 
Leave out anything that’s not relevant. If your purpose is to teach new em- 
ployees how to fill out a performance evaluation form, you won’t need to talk 
about the history of the evaluation system. If, however, your purpose is to ex- 
plain why the performance evaluation form is so complicated, information 
about its history and development might be just what you need. 


» Consider Your Audience. Having analyzed your audience (see Chapter 5S, “Audi- 
ence Analysis and Adaptation”), you’re in a good position to select ideas and 
supporting material that will interest and influence its members. Say your 
purpose is to gain support for a tax increase. To an audience of government 
employees, you might explain how a tax increase could prevent staff layoffs. 
To members of a neighborhood organization, you might explain that a failure 
to increase revenues through taxes would result in fewer police patrols. 
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This speaker uses a flip chart 
to clearly list key points of her ' de Cate a Ok 
presentation to a Spanish- 
speaking audience on 
preventing depression. 


B Consider the Logistics and Occasion. Use what you know about where, when, 
and why you will be speaking (see Chapter 6, “Logistics and Occasion”) to 
guide your selection of ideas and supporting material. Let’s say that you know 
you will have only ten minutes to speak, and you have five advertising cam- 
paigns that you want to describe as examples of a marketing company’s effec- 
tiveness. You likewise would know that you would have time to focus on only 
one or two of them or to provide a brief highlight of each campaign. 


Considering these factors will help you to determine what ideas to include, 
in a general sense. Now it’s time to get specific and think about how to shape 
those ideas into a well-organized, effective presentation. 





At this point in the preparation process, you may have heaps of excellent ideas 
and supporting material but no plan for organizing them. The first step in organ- 
ization requires answering a single question: What are the key points that I want 
to cover in my presentation? The key points of a presentation represent the 
most important issues or the main ideas that you want your audience to under- 
stand and to remember during and after your talk. Finding and selecting your key 
points (Cicero’s inventio) are the first step in developing a clear organizational for- 
mat for your presentation. So how do you do this? Look for a pattern or a natural 
grouping for your ideas and information. 

Depending on your purpose and topic area, this can be an easy task or a huge 
puzzle. Inexperienced speakers often feel overwhelmed by what seem to be 
mountains of unrelated facts and figures. Don’t give up! Finding a pattern is simi- 
lar to assembling a patchwork quilt or planting a flower garden. You have all the 
pieces or plants; now it is time to look for similarities in shape and color as well 
as to figure out how all the pieces can be combined to create a complete picture. 

One way to begin your search for a pattern is to apply the “4Rs of Organiza- 
tion” to the ideas that you're considering for inclusion. The 4Rs represent a series 
of critical thinking steps that can help you find an effective organizational pat- 
tern for your presentation. 


COMO MANTENERSE EN FORMA 
ASOCIADO AL ESTILO DE VIDA 


| pie 


eco 
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mareos , dolores persistentes 
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Review 


CTT TH -) 
Regroup 
Refine 





Review. Find an uninterrupted block of time and a quiet place and bring all of 
your ideas and supporting material to the table. Reread and critique what you’ve 
written or collected. Does the information you’ve collected support your purpose, 
or is it marginal or irrelevant? Have you determined the key points that you want 
to make in your presentation? Evaluate the amount of supporting material you’ve 
gathered. Is there enough? Or is there too much to include in your presentation? 
What common ideas have appeared in most of your research? Which ones seem 
most interesting, relevant, and important? Will you need some vital statistics or 
dramatic testimony to back them up? 

By thinking critically and unemotionally about your material, you may find 
that certain ideas and information jump out as must-include “keepers,” whereas 
others can be put aside for another day. Both of us have found that a way of or- 
ganizing the ideas and information that we have collected for a presentation of- 
ten emerges during the process of carefully reviewing our materials. 


Reduce. Once you have reviewed your ideas and information, try to boil the 
“keepers” down to their essential points. In a presentation, less can be more. 
Rather than risk overwhelming your audience with too much information, 
choose a few key items that they will notice and remember. Great chefs know 
that reduction is the secret of a great sauce. In cooking, reduction is more than 
just boiling off water—it’s a way of intensifying flavors and changing the chemi- 
cal composition of the other ingredients. The same is true in a presentation. Re- 
duction looks for and organizes the essence of a presentation; it boils away the 
extras. Finding the essence of your presentation will help you create an organiza- 
tional pattern that will give you and your message more impact. 


Regroup. Try regrouping the ideas and relevant supporting material that you 
want to include in your presentation into different categories. If you plan to talk 
about a problem, you may want to put illustrative stories about the problem into 
one group and statistics and research that analyze the problem into another. Or 
you might consider categorizing the problem along a timeline—how did it start, 
when did it become serious, what’s the current status, and what will happen if the 
problem is not solved? If your presentation will focus on a set of accomplish- 
ments by your organization, you could try several different groupings—achieve- 
ments that have won awards, the impact of selected accomplishments on groups 
of people or organizations, a history of the organization’s achievements, or the 
practical value of encouraging outstanding efforts by employees. Regrouping your 
ideas and information may help you to identify an organizational pattern that 
will best suit the purpose of your presentation. 


Refine. Once you have reviewed, reduced, and regrouped your material, it is 
time to refine—time for the finishing work. Sometimes this can be the most im- 
portant step because it puts your key points into a form that will make your pres- 
entation more memorable. If, for example, you were listing the accomplishments 
of an organization, you might group them in terms of how ready, willing, and able 
the organization is to serve its public. 
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Very often, refining means rewording an idea in a creative way. Refining can 
also help you to find a useful or familiar “hook” on which to hang your key 
points. For example, the 4Rs of Organization use a common first letter to help 
you to remember how to use this technique. Labeling each section of a presenta- 
tion about the organization’s accomplishments with ready, willing, or able uses a 
popular saying as the basis for refining your ideas. 





Now that you’ve discovered and selected your key points, you must directly link 
them to your central idea. A house that does not connect the framing to the 
foundation will not stand. Similarly, a presentation that does not connect its key 
points to the central idea will not achieve its purpose. 

Your purpose and your central idea may not be the same. Your purpose states 
what you want your audience to know, think, believe, or do as a result of your 
presentation. Your central idea is a sentence or thesis statement that summa- 
rizes the key points of your presentation. The central idea also can provide a 
brief preview of the organizational pattern you will follow to achieve your pur- 
pose. As the overall structure of your presentation emerges during the regrouping 
stage, you should connect your key points to your central idea. If you find that 
it takes more than one sentence to state your central idea, go back to the draw- 
ing board. You may be trying to do too much, or you may not have a clear pur- 
pose or organizational pattern. The following three examples illustrate how 
topic area, purpose, and central idea are different but closely linked to one an- 
other. 


Topic Area: Growing tomatoes 
Purpose: To teach the audience how to grow healthy tomatoes 


Central Idea: Growing healthy tomatoes requires good soil, bright sun, 
plenty of water, and a watchful eye. 


Topic Area: Refugee families 


Purpose: To increase donations to the church’s refugee assistance 
program 


Central Idea: Because the church’s refugee families program has been a 
blessing for all of us—the families, our church, and you— 
please continue to make financial contributions to our 
ministry. 


Topic Area: Muzak 


Purpose: To make the audience more aware of the purpose and 
power of Muzak 


Central Idea: The next time that you hear Muzak playing your song, you 
will remember how pervasive it is, how it originated, and 
how it tries to lift your spirits and productivity. 


Notice how the statement of the central idea in the examples above identifies 
the topic area and the purpose of a presentation while previewing the organiza- 
tional pattern. As you review, reduce, regroup, and refine your material, your cen- 
tral idea may go through many revisions. But by the time you are ready to speak, 
the central idea should be clear and should state what you are going to say and in 
what order you will say it to achieve your purpose. 


on years ago both of us attended an 
address by a well-respected colleague. The 
presentation got off to a good start, but after 
twenty minutes the audience began to get rest- 
less. Just then, the speaker announced that he 


would conclude by sharing ten major recommen- 


merged into one another. We left the assembly 
without a clear understanding of what had been 
said. We had to read the address in printed 
form before we could begin to appreciate the 
speaker's message and key points. The presen- 
tation was neither simple nor clear, and as a re- 


dations with us. You could almost hear the au- 
dience groan. It was just too much! As the 
presentation dragged on, the recommendations 


sult, it did not achieve its purpose. 


Isa Engleberg and John Daly 





Keep It Simple 


Even the best listeners in your audience will not be able to remember everything 
that you say. Keeping your overall structure simple and clear will improve the 
chances that your audience will retain your central idea, a few of your key points, 
and the best pieces of supporting material that you include. Television news 
reports and news magazines structure their material so that a sixth-grader can fol- 
low a story. Approach your presentation in the same way. Don’t be tempted to in- 
clude ten reasons for change, two hundred years of history, or twenty-five charts 
just because that material is available. Instead, pick out the most important rea- 
sons, the key events, or the most dramatic charts. 

At this point in the organizational process, you may be wondering how to 
consolidate your key points into a clear and coherent presentation. If a clear or- 
ganizational pattern doesn’t emerge as you review, reduce, regroup, and refine your 
material, you may be able to apply one or more commonly used patterns to meet 
your organizational needs. 


( organizational Patterns 


Even the most polished presentation speakers some- 
times find it difficult to see how their ideas and infor- 
mation fall into an organizational pattern. If you’re in a 
similar position, do not despair. Several commonly 
used organizational patterns can help you clarify your 
central idea and find a format for your presentation. 


ORGANIZATIONAL PATTERNS 


Topical 

aT 

Space 
MU ee TOU eC 


Causes and Effects 
Stories and Examples 
Comparison-Contrast 
A a aS 


Arrange by Subtopics 


Topical arrangement involves dividing a large topic 
into smaller subtopics. Subtopics can describe reasons, 
characteristics, techniques, and procedures. For exam- 
ple, you could divide the topic of alcoholism into its 
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symptoms and treatments, or you could devote your entire presentation to de- 
scribing available treatments. For a presentation on growing tomatoes, you could 
divide the topic into different types of tomatoes or growing techniques. You 
could support a political candidate by describing his or her stand on different is- 
sues or by listing the candidate’s qualifications and contributions to the commu- 
nity. If your ideas and information can be divided into discrete categories, topical 
arrangement can provide a clear pattern of organization. For example: 


Topic Area: Facial expressions in different cultures 


Purpose: To appreciate that some facial expressions don’t always translate 
between cultures 


Central Idea: Americans and native Japanese often misinterpret facial expres- 
sions depicting fear, sadness, and disgust.? 


Key Points: A. Fear 
B. Sadness 
C. Disgust 


Sequence in Time 


Some topics lend themselves to a time arrangement, which orders informa- 
tion according to time or calendar dates. Most step-by-step procedures begin with 
the first step and continue sequentially through the last step. Giving recipes, list- 
ing assembly instructions, and describing technical procedures often require a 
time arrangement, as do presentations on historical events. You also can use time 
arrangement for a past-present-future pattern or for a before-after pattern. For 
example: 


Topic Area: Running meetings 
Purpose: To explain how to use meeting time effectively and efficiently 
Central Idea: Well-run meetings have a definite beginning, middle, and end. 


Speakers often use time arrangement when demonstrating the steps of a recipe or cooking 
technique. The chicken must be prepared and properly trussed before it can be roasted. 





Key Points: A. Convening the meeting 
B. Giving the opening remarks 
C. Providing direction to the group 
D. Ending the meeting 






Observing where people and places are located as well as where events take place 
may help you alert your audience to your key points. Space arrangement is 
not used as often as time arrangement, but it’s just as obvious a pattern for cer- 
tain topics. If your information can be placed in different locations, you may 
want to use space arrangement as an organizational pattern. Travel books often 
divide a map into sections in order to describe different regions of a country. A 
proposed highway system is hard to describe unless you can show where it will 
go and what it will displace. You can use space arrangement to discuss a topic in- 
volving different locations, such as city, state, and federal taxes or national holi- 
days in Canada, Mexico, and Brazil. Here is an example of spatial organization: 


Topic Area: Brain structure 


Purpose: To explain how different sections of the brain are responsible for 
different functions 


Central Idea: A guided tour of the brain begins in the hindbrain, moves 
through the midbrain, and ends in the forebrain, with side trips 
through the right and left hemispheres. 

Key Points: A. The hindbrain 
B. The midbrain 
C. The forebrain 
D 


The right and left hemispheres 






A probiem-solution arrangement can be used to describe a situation that is 
harmful (the problem) and then offer a plan to solve the problem (the solution). 
Problems can be as simple as a squeaking door, a burned cookie, or a misunder- 
stood procedure or as serious and as widespread as drunk driving, poor quarterly 
earnings, African famine, low employee morale, or acid rain. Solutions likewise 
can be just as different, ranging from oiling a door hinge to airlifting tons of food 
and medicine to another continent. As Chapter 19, “Developing a Persuasive Pre- 
sentation,” discusses in more detail, problem-solution patterns work especially 
well for persuasive presentations. They can also be used in informative presenta- 
tions, as this outline shows: 


Topic Area: Poor participation in meetings 
Purpose: To provide suggestions for solving common “people problems” 
in meetings 
Central Idea: Learning how to deal with a few common behavioral problems 
in groups will improve a group’s performance. 
Key Points: A. Nonparticipants 
Loudmouths 
Interrupters 
Whisperers 
Latecomers and early leavers 
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0: April 19, 1995, the Alfred P Murrah Fed- 
eral Building in Oklahoma City was blown 
up. Federal intelligence linked Timothy McVeigh 
and Terry Nichols to the crime. Imagine what it 
must have been like for prosecutors in the 1997 
Terry Nichols trial to win their case. They had to 
prove that Nichols, a man with an ironclad alibi 
for the day of the Oklahoma City bombing, was 
a co-conspirator with convicted bomber Timothy 
McVeigh. Although there was, in the words of 
prosecutor Beth Wilkinson, “an avalanche of evi- 
dence” against Nichols, most of it was circum- 
stantial. Nothing put him at the scene of the 
crime; no one testified that he had planned or 
had taken credit for the bombing. 

At the beginning of her three-hour summa- 
tion to the jury, Ms. Wilkinson presented a 
large poster on which, in the upper left-hand 








corner, the Alfred PF. Murrah Federal Building 
was pictured before the bombing. In the lower 
right-hand corner, there was a photo of the 
building after the bombing. Prosecutor Wilkin- 
son organized her summation by taking the 
jury on a journey along a winding road that con- 
nected the two buildings. At critical “stops” 
along the road, she focused on key pieces of 
evidence—Nichols’s purchase of fertilizer, his 
theft of bomb-making materials, his phone 
calls to McVeigh. She walked her jury from one 
piece of evidence to another—all leading to the 
bombing that claimed 168 lives. Not only did 
she use a spatial arrangement pattern to help 
her lead the jury clearly and logically to the pic- 
ture of the bombed building, but she also led 
them to find Nichols guilty. 





Show Causes and Effects 


A causes and effects arrangement either presents a cause and its resulting ef- 
fect, or details the effects that lead to a cause. In cause-to-effect, you describe or 


identify a situation, object, or behavior that results in another situation, object, 


or behavior. We have heard speakers claim that eating red meat causes disease and 
depression, that lower taxes result in more business investment and personal sav- 
ings, and that large classrooms, inadequate discipline, and low teacher salaries ex- 
plain the decline in educational achievement. In effect-to-cause, you can describe 
situations, behavior, or objects and then identify their causes—the reasons why 
they occur. We have heard speakers claim that sleepiness or lack of energy can be 
caused by an iron deficiency, that the decrease in lake fish is caused by acid rain, 
and that low voter turnout may be due to the belief that voting doesn’t make a 


difference anymore. As these examples show, causes and effects arrangements 


work particularly well when you want to establish a relationship among occur- 


rences or to justify a course of action or conclusion. 


Be careful with causes and effects, though. The fact that one occurrence fol- 
lows another does not mean that the first causes the second. Perhaps a third factor 
is to blame. Sleepiness or lack of energy can also be caused by too many late-night 
parties. The decrease in lake fish can also be caused by too much fishing. Remem- 
ber that there was a time when people believed that bad luck was caused by walk- 
ing under ladders, breaking mirrors, or having a black cat cross their path. In the 
following outlines, a speaker identifies the causes (biological and environmental) 


of an effect (overeating). 
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Celebrating a decades-long 
struggle to protect the 
American bald eagle from 
pesticides and encroach- 
ments on its habitat, Presi- 
dent Clinton announces the 
ultimate effect of this thirty- 
year effort: saving the living 
symbol of the United States 
from extinction. 





Topic Area: Overeating 
Purpose: To understand the multiple factors that influence eating habits 


Central Idea: Identifying the causes of overeating can help you begin to mini- 
mize its effects. 


Key Points: A. Biological causes 


B. Environmental causes 


In the next example, a speaker contends that television has harmful effects 
on children. 


Topic Area: Children and television 
Purpose: To describe the harmful effects that television has on children 


Central Idea: Television has a negative influence on children and their families 
because it displaces time that could be spent on more important 
activities.* 


Key Points: A. Television has a negative effect on children’s physical fitness. 


B. Televison has a negative effect on children’s school 
achievement. 


C. Televison is a hidden competitor for more important activities. 
D. Television watching may become a serious addiction. 






See Ta RL 


Sometimes a series of dramatic stories can be so compelling and interesting that 
they can easily become the backbone of a presentation. Such stories can be used as 
an organizational pattern or, as we indicated in Chapter 7, “Supporting Material,” 
they can be used as supporting material for presentations organized in other ways. 

Sometimes selecting a series of appropriate stories or examples is all you need 
to do to organize your presentation. Television commercials use this technique. 
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You see a series of people who have been made happy, rich, beautiful, healthy, 
sexy, or clean by a product. In a presentation, you tell stories or provide a series 
of examples to support your point. Dramatic stories about successful artists or 
professionals who escaped from youthful poverty and prejudice can be the key 
points of your presentation, as this outline illustrates: 


Topic Area: Leaders and adversity 
Purpose: To convince listeners that disabilities are not a barrier to success 
Central Idea: Many noteworthy leaders have lived with disabilities. 
Key Points: A. Franklin D. Roosevelt, president of the United States 
B. Jan Scruggs, disabled soldier and Vietnam Memorial founder 
C. Helen Keller, deaf and blind advocate 





A comparison-contrast arrangement shows your audience how two things 
are similar or different. This pattern works well when an unfamiliar concept is 
easier to explain by comparing it to a familiar concept or when you are trying to 
demonstrate the advantages of one alternative over another. For example, you 
can compare and contrast the features of one car to those of another in its price 
class. You can compare and contrast the rate of growth and yield of tomato plants 
grown with or without fertilizer. You can compare and contrast the story of a 
refugee family helped by a church assistance program to that of a family who re- 
lied on government services. For example: 


Topic Area: Family sedans 
Purpose: To recommend a way of evaluating medium-sized cars 


Central Idea: Comparing performance, comfort, fuel economy, and reliability 
can help you to select and purchase a new mid-sized car for your 
family. 

Key Points: A. Performance 
B. Comfort 
C. Overall fuel economy 
D. Predicted reliability 


A special form of the compare-contrast arrangement is called a figurative 
analogy. As discussed in Chapter 7, an analogy is a description that shows the 
ways in which two things are similar and suggests that what is true about one 
thing will also be true about the other. A figurative analogy notes similarities in 
two things that are not obviously comparable. The following example compares 
student success to horse racing. 


Topic Area: Student success in college 


Purpose: To identify the multiple factors that affect student success in 
college 
Central Idea: Predicting student success is like picking the winning horse at 
the racetrack and must include considerations of a student’s high 
school record, parents’ education, teachers, and advisers as well 
as the college’s type of campus. 
Key Points: A. High school grades and test scores = Track record 
B. Parents’ education = Horse’s breeding record 


141 


Organizational Patterns 





C. Teacher = Trainer 
D. Adviser = Jockey 
E. Type of campus = Track conditions 





Journalists use the Who, What, Where, When, and Why questions to remind 
themselves of the key parts of a news story. First aid instructors teach the ABCs of 
First Aid—Open the Airways, check for Breathing, and check for Circulation. Mu- 
sic teachers have their 3Bs (Bach, Beethoven, and Brahms), and the 4-H Club has 
used its name to remind members of its fourfold aim of improving head, heart, 


ORDERING THE KeY Points 


nce you have identified the key points that will 

directly support your central idea and have cho- 
sen the organizational pattern that you want to use, 
you may find yourself faced with a very common 
question: Which key points should go first, second, or 
last? 

In many cases, the organizational pattern you’ve 
chosen will dictate the order of your key points. If, for 
example, you are using time arrangement, the first 
step in a procedure should come first. If you are look- 
ing at a historical event, you can begin at the begin- 
ning and work your way forward to the finish. 

But what if your format does not dictate or suggest 
an order? In these cases, identify and place your 
strongest ideas in strategic positions. Do you “put 
your best foot forward” and lead with your strongest 
idea? Or do you “save the best for last”? Unfortu- 
nately, there is no single answer. Your answer depends 
on many factors, such as the audience’s attitude to- 
ward you and your message, the occasion of the pres- 
entation, and the strategies you intend to use to 
achieve your purpose. That said, we offer some tips 
related to these factors: 


B Strength and Familiarity. lf one of your ideas is not 
as strong as others, place it in the middle position. 
For example, in illustrating the Stories and Exam- 
ples organizational format, we used the example of 
a presentation on leadership and physical disabili- 
ties that featured examples—stories about Presi- 
dent Roosevelt, Jan.Scruggs, and Helen Keller. 
Whereas most audiences would have some famil- 
iarity with the first and third individuals, they prob- 
ably wouldn’t recognize Jan Scruggs (who, by the 
way, is a disabled Vietnam veteran who founded 
the Washington Vietnam Veterans Memorial and 
authored To Heal a Nation'). Thus, we put the least 


familiar story in the middle of the presentation, so 
as to start and end with better-known examples. 


B Audience. Whether you lead from strength or “end 
with a bang” depends on your best judgment 
about how to achieve your purpose, given what 
you’ve learned about your audience. If your audi- 
ence wants information about current projections, 
make sure that you satisfy that need early. Other 
points related to future sales projections can come 
later. If an audience is not very interested in your 
topic, don’t begin with your most technical, de- 
tailed point. You may be better off beginning with 
a point that explains why understanding the topic 
is important. If you are facing a hostile audience or 
speaking about a controversial topic, you may 
want to begin with a key point that focuses on the 


background of an issue or on the reasons why 
there is a need for change. . 


B Logistics. In addition to audience factors, the logis- 
tics of a situation can affect the order of key points. 
If you’re one of a series of presenters, you may end 
up with less time to speak than was originally 
scheduled. Plan your presentation so that your 
most important key points come first. That way, if 
you do have to shorten your presentation, your au- 
dience will still have heard the main thing you 
came to say. 


There aren’t any hard and fast rules about ordering 
your points. Just make sure that they follow a logical 
progression and are ordered in a way that helps your 
audience to understand and remember what you tell 
them. 


1. Jan C. Scruggs and Joel L. Swerdlow, To Heal a Nation: The Vietnam 
Veterans Memorial (New York: HarperCollins, 1992). 
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hands, and health. Throughout this textbook you have already seen and will con- 


Organization tinue to see memory aids such as these used as organizational patterns and as 
ways of helping you remember what you’ve read. You can use them alone to or- 
ganize your presentation or in combination with any of the other organizational 
patterns we’ve been discussing. Here’s an example: 


Topic Area: 
Purpose: 


Central Idea: 


Key Points: 


Organizing a presentation 


To provide an effective method for selecting the key points of 


a 


presentation 


The 4Rs represent a series of critical thinking steps that can 
help you develop an effective organizational pattern for your 


presentation. 
A. Review 
B. Reduce 
C. Regroup 
De Retine 


Please note that these commonly used patterns of organization are neither 
strategies nor solutions to organization problems.° They are only arrangements to 
consider when looking for an effective organizational pattern. And even though 
many presentations will fit one or more of these common formats, there is noth- 
ing wrong with coming up with your own original pattern. 


[e Match the Format to the Content 


A little earlier in this chapter, we introduced you to the 4Rs of Organization. Let’s 
look at how this technique can be applied to matching an organizational pattern 
to the content of a presentation. Suppose you wanted to give a talk on the 





uniquely American musical form known as the blues. As you re- 
view the material you’ve gathered, you may discover that a lot 
of it focuses on famous blues musicians—that emphasis would 
imply a topical arrangement that lists individual artists and de- 
scribes their contributions. You can now reduce the number of 
influential artists you will talk about and regroup them by years, 
areas of the country, or special contributions. You could further 
refine your topical arrangement by using a famous song title as 
the heading for each key point. 

On the other hand, your review of your research might in- 
stead suggest a causes and effects arrangement that would 
demonstrate how the blues influenced other forms of music 
such as the rock revival of the 1960s and rap music in the 
1990s. Again, think about how to reduce these influences to the 
major forms of music, regroup them by era or type, and refine 
your presentation by labeling each form. 

In a third review of your research, you might note that the 
blues migrated from the Mississippi Delta region to cities such as 
Memphis and Chicago. You then might try space arrangement 
that follows the railway lines moving north and northeast. Re- 
duction would limit your consideration to Major migration 
routes. Regrouping could organize your material by early and late 
migrations or East Coast versus Midwest migrations. Refining 
might suggest the names of famous northbound trains as head- 
ings for each section of your presentation. 


Choose the approach—the contributions of individual musicians, the influ- 
ence of the blues on contemporary music, or the migration of the blues—that 
best adapts to your purpose, the people in your audience, and the logistics and 
occasion of your presentation. 

There are many ways to organize the content of your presentation. You may 
find that one format is perfect or that a combination of patterns is best. It’s 
important to note that there are many other organizational patterns such as 
advantages-disadvantages, using famous quotations as key points, do’s and 
don'ts, and checklists. In Chapter 19, “Developing Persuasive Presentations,” 
and Chapter 20, “Developing Special Presentations,” we suggest additional pat- 
terns of organization for different types of presentations. 

One of the reasons why both of us spend so much of our preparation time 
thinking about and experimenting with ways to organize our remarks is that the 
time is so well spent. Remember that deciding how to organize is part of the over- 
all strategy for making a presentation. Organization provides you with a frame- 
work that can tell you what to include in your presentation, in what order to 
include it, and for what effect. 





Summary @> Why is organization so important? 


Organization helps a speaker gather ideas and information, develop a rhetor- 
ical strategy, and enhance credibility. Organization also helps an audience 
understand, remember, and react to what you say. 


®> How do! select the key points for a presentation? 
Consider your purpose, the audience, the occasion, and the logistics of the 
situation. Then apply the 4Rs of Organization—review, reduce, regroup, and 
refine. 


®> How do! link my purpose, central idea, and key points? 
Make sure that your central idea summarizes the key points of your presen- 
tation and, if appropriate, provides a brief preview of the organization you 
will follow to achieve your purpose. 


@> Are there established organizational formats that | can follow? 


Common organizational patterns include topical arrangement, time arrange- 
ment, space arrangement, problem-solution, causes and effects, stories and 
examples, comparison-contrast, and memory aids. 





144 





Key Terms 


causes and effects key points 132 space arrangement 137 
arrangement 138 memory aids time arrangement 136 
central idea 134 arrangement 142 topical arrangement 
comparison-contrast organization 131 to 
arrangement 140 problem-solution 
figurative analogy 140 arrangement 137 


aT SS SE MB TT ETE ST EE I SI TITTY 


Notes 


ie 


He OO 


Some of the best research on the value of organizing a presentation was done in the 1960s 
and 1970s. See Ernest C. Thompson, “An Experimental Investigation of the Relative Effec- 
tiveness of Organizational Structure in Oral Communication,” The Southern Speech Journal 26 
(1960): 59-69; Ernest C. Thompson, “Some Effects of Message Structure on Listeners’ Compre- 
hension,” Speech Monographs 34 (1967): 51-57; James McCroskey and R. Samuel Mehrley, 
“The Effects of Disorganization and Nonfluency on Attitude Change and Source Credibility,” 
Communication Monographs 36 (1969): 13-21; Arlee Johnson, “A Preliminary Investigation of 
the Relationship Between Organization and Listener Comprehension,” Central States Speech 
Journal 21 (1970): 104-107; Christopher Spicer and Ronald E. Bassett, “The Effect of Organi- 
zation on Learning from an Informative Message,” Southern Speech Communication Journal 41 
(1976): 290-299. 


. One of the best overviews of Cicero’s contributions to rhetoric appears in Lester Thonssen 


and A. Craig Baird, Speech Criticism: The Development of Standards for Rhetorical Appraisal (New 
York: The Ronald Press, 1948), pp. 78-91. Also see James L. Golden, Goodwin F. Berquist, 
and William E. Coleman, The Rhetoric of Western Thought, 4th ed. (Dubuque, IA: Kendall/ 
Hunt, 1989). 


. Steve Emmons, “Emotions at Face Value,” Los Angeles Times, 9 January 1998, pp. El and E8. 
. See Marie Winn, “The Trouble with Television,” in Taking Sides: Clashing Views on Controver- 


sial Issues in Mass Media and Society, ed. Alison Alexander and Jarice Hanson, Sth ed. (Guil- 
ford, CT: Duskin/McGraw-Hill, 1999), pp. 22-28. 


. Katherine E. Rowan, “A New Pedagogy for Explanatory Public Speaking: Why Arrangement 


Should Not Substitute for Invention,” Communication Education 44 (1995S): 236-250. 








e @ 
Organ iZati on al - @> How do! go about shaping my ideas into a 


presentation? 


To 0 Is @> How can outlining help me organize my 
presentation? 


®> How do! connect one idea to another? 
®> Can | be both creative and well organized? 





BW etermining and ordering the key points 
: § of a presentation are two different but 
|B related functions. Chapter 8, “Organi- 
zation,” describes strategies for surveying 
the ideas and information you have col- 
lected to determine the key points that will 
best suit your purpose. Ordering involves 
arranging the specific parts of a presen- 
tation in an effective sequence. Do you re- 
call the two basic tasks Cicero required of 
every effective speaker? Creating a well- 
organized presentation requires both of 
them: determining the key points (inventio) 
and putting those points into an orderly se- 
quence (dispositio). We explored inventio in 
Chapter 8. Now, we will look at dispositio in 
more detail. 

Fortunately, there are several tech- 
niques or tools for arranging your ideas and 
information in a well-organized presentation 
with a clear beginning, middle, and end. 
These tools can shape your content and 
strengthen your message. Although they 
are not unique to speech making, these 
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Organizational Tools 


techniques can prove invaluable when you’re deciding how to sort and where to 
strategically place the key points of a presentation. 


= 
fc Getting Ready to Outline 


Almost every presentation and public speaking book ever written advocates out- 
lining as a means of organization. So do we, yet we also recognize that outlining 
has its limits and appreciate that not everyone finds outlining equally useful. Out- 
lining is a planning tool, not an end in itself. Outlining helps you organize and or- 
der your ideas. Thomas Leech, a communication consultant and executive speech 
coach, observed that “presenters sometimes say that they don’t outline because it 
will constrain their thought process and take away their natural flow. Yet a presen- 
tation must be constrained. It must be tightly packaged, with all the extraneous 
ideas and materials excluded. An audience deserves and will insist upon a con- 
cisely organized message that achieves its goals in the least possible time.”! 


BS SESS 
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Mind mapping 


Tree outline 





Figure 9.1 Model Outline 


Topic Area: 
I. Introduction 
A. Purpose/Topic 
B. Central Idea 


Outlines give you a clear and logical framework on which to hang your ideas and 
supporting material. They are not born fully grown during the speechwriting 
process with every detail and subpoint in place. Outlines grow. 
They begin in a preliminary form with a few basic building 
blocks. An informal preliminary outline puts the major 
pieces of your message in a clear and logical order. In its simplest 
form, a preliminary outline looks like this: 


I. Introduction 
II. Body of Presentation 


C. Brief Preview of Key Points IlleConclision 
1. Key Point #1 ‘ 
2. Key Point #2 : oe : 
3 ae Point #3 (or more) Figure 9.1 shows an expanded preliminary outline for a presen- 


i. Body of the Presentation 


A. Key Point #1 


1. Supporting Material 
2. Supporting Material 


B. Key Point #2 


1. Supporting Material 
2. Supporting Material 


C. Key Point #3 


1. Supporting Material 
2. Supporting Material 


Ill. Conclusion 


tation that you can use as a model. 

You can use this model to organize almost any presentation. 
Naturally, you would modify the outline, depending on the 
number of key points and the types and amount of information 
you would be using as supporting material. There should be at 
least one piece of supporting material under each key point. If 
you think that you know what your key points will be, try devel- 
oping the details of your presentation according to this model. 





Not everyone is skilled at outlining. Moreover, a preliminary 
outline may not be the best way to begin organizing a presenta- 





hen we introduce the model outline to a 
class or seminar, listeners often chal- 
lenge our assertion that it can be used to or- 
ganize almost any presentation. We challenge 
them right back, saying, “Give us any topic you 
can think of, one minute to organize our 
thoughts, and the right to make up supporting 
material.” Then one of us declares, “I will deliver 
a presentation on your topic with a complete 
introduction, a central idea and preview, a well- 
developed body that includes between two and 
four key points, and a memorable conclusion.” 
At first, audience members look at us as 
though we have lost our minds. Then, the fun 
starts. Suggestions for topics start flying. 
We've done this demonstration using topics 
that ranged from shoelaces to shuttle diplo- 
macy, from swimwear fashions to fly fishing, 
and from world music to world religions. 
We have never disappointed our listeners. 
Why? Because the model outline is imprinted 
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in our brains (and we have been doing this for 
over twenty-five years). During our one-minute 
preparation period, we come up with two to 
three key points and relate them to a central 
idea. Just before speaking, we decide upon an 
attention-getting introduction. As we speak, 
we fill in the supporting material blanks with 
made-up statistics, quotations, examples, 
stories, and other forms of support. The re- 
sult: a well-organized presentation. 

Of course, as we mention after speaking, 
the central idea may not be true, the key points 
may be fiction, and the supporting materials 
are made up. That is not the point. The point is 
that a ready-made model outline can serve you 
well when you're required to prepare a well- 
organized presentation—even if you have only 
one minute. 


Isa Engleberg and John Daly 


tion, particularly when a linear, logical progression of ideas may be difficult to de- 
velop or may not be the ideal way to achieve your purpose. 
We recommend that you use a technique called mind mapping because it 


encourages the free flow of ideas and lets you define relationships among the 
ideas. Rather than forcing your content into a predetermined organizational pat- 
tern, you can discover connections that suggest one or more organizational 
patterns for your presentation. 

How do you mind map? Start with a clean sheet of paper. Write your subject 
at the top or center of the page. Then, write down the ideas you hope to cover in 
your presentation. Don’t be afraid to fill the page. Neatness doesn’t count. What 
is important is that you have a one-page conglomeration of the ideas that you 
want to include in your presentation. If possible, put related ideas near each other 
on the page and draw a circle around that group of ideas. If groups of ideas are re- 
lated, let your circles overlap or draw lines between those circles. 

Figure 9.2 shows a mind map for a presentation on Muzak created by Julie Bor- 
chard, a student who was preparing to compete in an informative speaking con- 
test. It’s a hodgepodge of words, phrases, lists, circles, and arrows. After completing 
such a mind map, you can label circled ideas as key points and put them in a logi- 
cal order. The entire text of Julie’s presentation is included in Appendix A. 

Because there was so much interrelated material to be included, Julie found 
the mind map a useful way to begin the organizational process. Note how almost 
every idea on the mind map in Figure 9.2 is included in the presentation. 
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Figure 9.2 Muzak Mind Map 


Love it <—> Hate it 


Definition 
Trademark 
Background #2: Key Foint 

“Bing” Muscio! 
1922 Major squier 
WWII 
Today — Examples 

\ntroduction 


Rapid violins 
Boring! 


Dull 





“Stimulus Progression”— Stores 


lifts spirits, morale ae. Elevators 
improves productivity ee Malls 
#3: Key Foint Businesses 
Assembly lines 
External vs. Internal Restaurants 
Stimulation 
U.S. and Abroad 





Mind mapping is a very useful tool when you have lots of ideas and informa- 
tion about a topic but are having trouble deciding how to arrange the ideas for a 
presentation. Mind maps let you see all of your ideas without superimposing an 
organizational pattern on them. They also let you postpone the need to arrange 
your ideas in a pattern until you have collected enough information to think 
about how you want to organize the content of your presentation. 


Tree Outline 


If you can’t outline with ease, don’t think mind mapping would work for you, or 
need more help sorting your ideas and information, you might want to try an- 
other organizational technique. It’s known by a variety of similar names: tree out- 
lines, idea trees, organization trees. 

Let’s start with the most lifelike example—the tree outline. Although an 
outline and a tree are not alike, there are some characteristics that have similar 
functions and relationships. You can think of your central idea as the tree’s trunk, 
your key points as its limbs, and your supporting materials as branches extending 
from each limb. Your words are the leaves. Figure 9.3 shows a tree outline. 

In a tree outline, all of the limbs (key points) are directly attached to the 
trunk (central idea). All branches (supporting material) are attached to respective 





limbs, and all leaves (words) are attached to branches. A limb cannot be attached 
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to a branch or a leaf. Note that the tree outline follows the model preliminary Outline 


outline (see p. 146). 


I. Introduction 
A. Central Idea = Trunk 
B. Preview of Key Points = Limbs #1 and #2 
II. Body of Presentation 
A. Limb #1 
1. Branch and Leaves 
2. Branch and Leaves 
B. Limb #2 
1. Branch and Leaves 
2. Branch and Leaves 
Ill. Conclusion 


Your tree may look quite different, depending on the 
organizational pattern that you use. For example, suppose 
that you have decided to give a presentation on the need 
to support local refugee families. After reviewing your ma- 
terial, you decide that telling a series of dramatic stories 
about real-life refugee families would be the most effective 
way to present your message. In such a presentation, there 
would be only one central idea: People should help sup- 
port the refugee families in your community. Thus, instead 
of having several limbs with branches attached, you would 
go straight from the trunk to the branches for your sup- 
porting material. As Figure 9.4 shows, this tree outline 
would resemble a pine tree. 


Organizational Patterns Do Grow on Trees. Using the 
tree outline is a great way to experiment with different or- 
ganizational patterns. For example, if you were using a 
problem-solution format, your tree might have just two 
limbs—one labeled “problem” and one labeled “solution.” 
After reviewing your material, however, you might dis- 
cover the need for a third limb, labeled “causes.” Causes 
are neither the problem nor the solution; rather, they ex- 
plain why there is a problem or why there isn’t a solution. 
So what began as a tree with two mighty limbs has become 
one with three limbs (problem, causes, solution). 

By experimenting with a tree outline, you may find 
that you have limbs with no branches and/or branches 
with no limbs. You may have planned to compare the 
safety of fossil fuel energy to the dangers of nuclear energy 
but find you have no branches (supporting material) for 
the “fossil fuels are safe” limb. Or you might have lots of 
branches on rubber production, but they don’t belong on 
a tree trunk (central idea) labeled “How to Change a Tire.” 


The Organization Tree. An organization tree is a 
more structured version of the tree outline. Although it 
doesn’t look like a tree, it still maintains the relationships 


Figure 9.3 Tree Outline 





Figure 9.4 Pine Tree Outline 
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depicted in the tree outline. Figure 9.5 is a worksheet for preparing an organiza- 
tion tree and was developed by Marya Holcombe and Judith Stein, the authors of 
Presentations for Decision Makers.” 


How do you use this worksheet? 


1. On the far left of the organization tree worksheet, fill in your central idea— 
the one concept that you want the audience to understand and remember. 


2. In the center section, fill in your-key points—those ideas that would be the 
major branches on a tree outline. Each key point should be separate and 
should not be a subtopic of another key point. 


3. To the right of each key point, add detailed supporting material. Make sure 
that each piece of supporting material is directly linked to the key point to 
which it is attached. 


Figure 9.5 Organization Tree Worksheet 


Central Idea _ Key Points 








Supporting Material 
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Not only does the organization tree add more structure than a mind map does; it 
also puts the ideas and information in a hierarchical order. The central idea is 
more fundamental than each of the key points. The key points are more promi- 
nent than the supporting material. An organization tree provides a pattern for 
your presentation. It shows you whether or not your key points directly relate to 
your central idea and whether or not you have adequate supporting material for 
each key point.* 


es | 
(E The Formal Outline 


Preliminary outlines, mind maps, and tree outlines help you to develop and 
arrange your ideas into a sketch of a presentation. Refining these sketches into 
your actual presentation often requires the creation of a formal outline. A for- 
mal outline is a comprehensive written framework for a presentation that fol- 
lows established conventions concerning content and format. Whereas informal 
outlines help you plan your présentation—particularly while your key ideas are 
still evolving—a formal outline helps you create the first complete draft of your 
presentation. Once you identify your key points and feel confident about the way 
in which you want to arrange and support them, a formal outline can ensure that 
your presentation is logical, well organized, and clear. 





Just about everyone knows what an outline is. You probably 
learned how to outline from a series of English teachers and 
composition textbooks.* These techniques also apply to presen- 
tation outlines. Here we offer three basic rules of outlining and 
note the exceptions that apply to presentation speaking. 


Use Numbers, Letters, and Indentation. All parts of a formal 
outline are systematically indented and numbered or lettered.° 
This system reflects the hierarchy of your material. Roman nu- 
merals (I, II, III) signify the largest major divisions at the top of 
the hierarchy. In an outline for a presentation, we recommend 
using a Roman numeral J for your introduction, Roman nu- 
meral IJ for the body of the presentation, and Roman numeral 
III for the conclusion. This suggestion breaks a rule that you will 
find in most composition textbooks: Leave the introduction 
and conclusion out of the outline. We disagree. Because these 
two sections are vital parts of a successful presentation’s struc- 
ture, we recommend including them in a formal outline. 

After using Roman numerals to establish the major sections 
of a presentation, follow standard outlining rules about letters, 
numbers, and indentation: Indented capital letters (A, B, C, and 
so forth) are used for subtopics that fit under a major division. 
In a presentation, capital letters can be used to designate the 
key points. Further indented Arabic numbers (1, 2, 3, and so 
forth) are even more specific. In a presentation, Arabic numbers 
can be used to list supporting material, evidence and reasoning, 
or any other subdivision of a key point. If you need a fourth 
level, you would indent and use lowercase letters (a, b, c, and so 
forth). As you move from Roman numerals to capital letters to 
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Arabic numbers to lowercase letters, your information should become more and 
more specific. Remember the tree outline. You start with a single trunk, move to 
limbs (A, B, C), then to branches (1, 2, 3), and finally to small twigs and leaves (a, 
bac) 


Divide Your Subpoints Logically. Each major subpoint should include at least 
two points indented under it or none at all. If there is an A, there must be a B; for 
every 1, there must be a 2. In other words, all headings or subpoints must have at 
least two parts because you cannot logically divide something into just one part. 
Why? Think of it this way: Can you cut a piece out of a cake with only one slice 
from the middle to the edge? No. Instead, you need two cuts to remove a slice (or 
none at all if you want a really big piece—the whole cake!). 


Wrong: I. 
A. 

Il. 

Right: E 
A. 
B. 


I. 


Keep the Outline Consistent. Use either a topic, a phrase, or a full sentence 
for each key point in your outline rather than mixing styles. When you get to 
the Arabic number level, you may need more than a word or a phrase to record 
supporting material, but you should try to use a consistent style to label each 
level throughout the outline. Also, use a consistent grammatical form: If you 
begin each subpoint with a verb, don’t switch to beginning with nouns halfway 
through the outline. Don’t change styles or grammatical forms in the same out- 
line. Not only will consistency make your outline easier to read and use; it will 
also force you to work on finding the best and most precise words, phrases, 
and/or sentences for each section. 


Wrong: I. Consistent Style 
II. Use a consistent grammatical form. 


Right: I. Keep the outline consistent in style. 
II. Use a consistent grammatical form. 


Right: I. Consistent style 
II. Consistent grammatical form 


Why, you may ask, are there such strict rules? The reason has little to do with 
the obsessions of English teachers. These rules can help you to create a clear and 
useful outline. Consistent headings, consistent style, and consistent grammatical 
structure keep your outline clear and provide a dependable structure for organiz- 
ing your presentation. 






A formal outline is a planning tool, a blueprint for your presentation. It tells you 
where every piece of your presentation goes—from the introduction through the 
conclusion. However, its benefits don’t stop there. Besides helping you organize 
your presentation, a formal outline also serves other important functions. 


OUTLINING HELPS YOU The Formal Outline 


Select and order your supporting 
material 


Enhance your word choice 


Change and adapt your presentation 
Check your structure 
CR EMEC 





Selecting and Ordering Supporting Material. A formal outline helps you 
pull together the results of your gathering and ordering ideas and information. 
With your key points in place, you can then insert your related supporting mate- 
rials, identifying each by its form under each key point. A quick scan of your for- 
mal outline will reveal at a glance whether you have too many statistics and not 
enough testimony or stories. If this is the case, you can modify the presentation 
by substituting different forms of supporting material in your outline. 


Enhancing Word Choice. A formal outline also requires that you use very spe- 
cific word choices when writing the beginning of your presentation, stating your 


central idea, labeling your key points, and even making a 
smooth transition from one section to another. Ideally, you 
should include the exact wording of your central idea and key 
points on your formal outline. Also include references to or the 
exact wording of the supporting material that you intend to 
use. By paying careful attention to wording, you can make sure 
that it’s consistent, clear, and memorable. Unless you are read- 
ing your presentation from a manuscript (something we discuss 
in Chapter 13, “Performance and Practice”), a formal outline 
may be the only written record of your presentation. 


Making Changes and Adaptations Easier. [In the same way 
that builders modify blueprints as they work, you can adjust 
your formal outline. A formal outline allows you to make 
changes in any part of your presentation quite simply. For in- 
stance, once you have your key points outlined, you can easily 
test different organizational patterns for them by arranging the 
sections and their related subsections in different sequences. If 
you find a great piece of supporting material at the last minute, 
you can just add an Arabic number for it under the appropriate 
capital letter. A formal outline allows you to update material at 
the last minute without disturbing the outline format. With a 
few quickly drawn arrows to guide your way around a section 
that should be cut, an outline can help you modify your pres- 
entation at the last minute. 


Checking Structure. A formal outline lets you check each 
subpoint against its key point and each key point against your 
central idea. As you construct a formal outline, keep asking 
yourself questions such as these: Do subpoints 1 and 2 support 
the major A point? Do the A and B points support the central 
idea? If they don’t, you may not be well organized, or you may 
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SOFTWARE just a dozen or so years 
ago, few speakers used sophisticated soft- 
ware to prepare and give their presentations. 
Today colleges and corporations are de- 
manding that everyone learn to use one or 
more presentation software packages 
such as PowerPoint, Corel Presentations, or 
Freelance. Most of these packages encour- 
age beginners to use the software’s fill- 
in-the-blank outline. Perhaps you've already 
tried this and are wondering why we're 
spending so much time talking about outlin- 
ing a presentation when there are already 
programs that will do it for you. The answer 
is that these packages don’t organize! Rather, 


_ they convert material that you input into 


outlines or convert your outline into a story- 
board of visual aids. 

You can’t rely on software packages to or- 
ganize your presentations for you. Unless 
you have reviewed, reduced, regrouped, and 
refined your materials (see Chapter 8), you'll 
most likely end up with a flashy but frag- 
mented presentation. Presentation software 
may help you put on a good-looking show, 
but it’s no substitute for good organization. 
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The Douglass Archives of 
American Public Address Web 
site at Northwestern University, 
http://douglass.speech.nwu.edu, 


not have selected appropriate supporting material for your presentation. If, for 
example, your list of key points (A, B, C, D, E, F, G, and so forth) begins to look 
like alphabet soup, find a way to consolidate those ideas into a few major cate- 
gories with more subcategories. If, on the other hand, you are straining to find a 
B point to follow an A point, your first key point may be too broad. Remember: A 
well-developed outline provides and checks the structure of your message. 


Revealing Flaws. Outlines can also help you look for errors, flaws, and digres- 
sions. The outline of a presentation can reveal whether a section is lacking sup- 
porting material. It can also reveal whether two sections are saying the same 
thing and whether every section is relevant to your central idea.® An added ad- 
vantage of having a formal outline is that you can share it with someone else be- 
fore you speak. In reviewing your outline, a helpful reader may find phrases that 
are unclear, terms that are ambiguous, or supporting material that doesn’t sup- 
port a main idea. 

A good formal outline is more than an organizational tool. It is a safety net 
that helps you arrange and rearrange ideas and supporting materials, and catch 
and correct errors. It also forms the basis for flexible speaking notes that you can 
use to rehearse and deliver your presentation. Using a formal outline can shape 
your content, strengthen your message, and enhance audience understanding. 





Formal outlines provide a great way to organize your material and to double- 
check the content of your message. Formal outlines are not, however, the same as 
speaking notes. The notes that you use during a presentation should not be as 
long or detailed as a formal outline. Generally, we like using a short outline—one 
that includes little more than a list of key points and reminders of supporting ma- 
terial. Other speakers whom we know use full sentence outlines in which each 
key point is written out word for word. Rarely, however, do speakers use a com- 
plete formal outline as speaking notes. Figure 9.6 shows a simplified complete 
sentence outline for a presentation on the importance of customer service. Note 
that the introduction, central idea, key points, and conclusion are written out, 
whereas reminders about the type and substance of supporting material are put 
in parentheses. 





4 Douglass is an electronic archive of American oratory and related documents. It is intended to serve general 
scholarship and cowses ‘in Amerirsa rhetorical history at Northwestern University. 
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Figure 9.6 Complete Sentence Outline 
ne nant ie meron erecegegemnerenne Connecting Your 


‘ Key Points 


|. Introduction 


A. Question: What will be the most important factor for com- 
petitive business success in the year 2000 and beyond? 
(Gallup Poll of CEOs, owners, and company presidents) 

B. Answer: 

18% said operating efficiency 
25% said product/service quality 
27% said customer service 


C. Central Idea: Become a service-centered business if you 
want to succeed. 


Il. Body 


A. Your job security and business success depend on how 
valuable you are to your customers. (Stories, statistics, and 
descriptions of successful employees and businesses) 

B. Customers will replace you with better service providers. 
(When the product and price are the same, service is the 
only area in which you can be different from the competi- 
tion. Ask audience for examples.) 


C. Develop a reputation for responsiveness. (Nordstrom, 
Saturn, Ritz Carlton Hotels, the local hospital) 


Ill. Conclusion 


Customers are the lifeblood of your business. They are not de- 
pendent on you; you are dependent on them. So remember 
the secret of keeping good customers: Exceed their expecta- 
tions! And you'll succeed in business! 


Presentation outlines rarely conform to all the rules of formal outlining. 
Rather, speakers use these rules as guidelines to help them create a clear and com- 
pelling presentation. Figure 9.7 shows the detailed outline for Julie Borchard’s 
presentation on Muzak (see p. 148 for her mind map). The outline provides a lot of 
detail because it was used to prepare a manuscript version of the presentation. You 
can read the complete text of this award-winning presentation in Appendix A. 

Notice that this outline does not conform to all of the outlining rules we cited. 
Although it does use numbers, letters, and indentation, it is not consistent in style 
or in grammatical form. Because the speaker used parts of the outline as her speak- 
ing notes for a well-rehearsed presentation, she needed only a word or phrase to 
remind her where she was. Nevertheless, she wrote her central idea and preview of 
key points as entire sentences to make sure that she got the wording exactly right. 
In addition, she identified the different types of supporting material in her outline 
to make sure that a variety of types were included in the presentation. 


EE connecting Your Key Points 


Even though an outline shows how you’ve structured and developed your key 
points, it’s missing the “glue” that attaches the key points to each other. Con- 
nectives are this glue and include the internal previews, internal summaries, 
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Figure 9.7 


MUZAK 


I. Introduction 
A. Play a sample of Muzak on a tape recorder to gain audience’s attention. 


B. Provide descriptions 


1, 
2. 


By creators: sonorous design, sound energy 
By the public: spineless melodies, vapid violins 


C. Muzak 


7 
2. 


Trademarked brand name for background music (definition) 
Muzak dominates the field (quotation from the president of Muzak) 


D. Central Idea and Key Points 


. 


Il. Body 


You can become more enlightened about Muzak 
a. By understanding how pervasive Muzak is 
b. By understanding how it originated 
_c. By understanding how it lifts spirits and increases productivity 


A. Key Point #1: Pervasive (USA Today article) 


A. 
2. 
3 


Statistics: Size of business, number of listeners 
Poll results: People like Muzak 
Statistics: American companies using Muzak 


B. Key Point #2: Origins and Development 


1. 
2. 


1922: Major George O. Squier 


1937: “Fatigue and Boredom in Repetitive Work” (Wyatt and Langdon 
Study) 
1945: 75% of World War II industries (Nye Study) 


. 1972: Studies of Muzak and worker productivity (Manhattan Blue 


Cross/Blue Shield Study) 


C. Key Point #3: Lifts Spirits and Improves Productivity 


1. 


Work patterns and “stimulus progression” (USA Today article) 
a. Tempos 
b. Titles 


. Music Forms: “Dulled” recordings (quotation by Muzak executive) 
. Uses 


a. Major corporations and the federal government (examples) 
b. Restaurants, supermarkets 
c. Hospitals (St. Joseph’s Hospital) 


. Personality Types and Muzak 


a. Need for external stimulation (study by Mose) 
b. Need for quiet (quotation from Perpetual Savings and Loan executive) 


Il. Conclusion 
A. Size and Success of Muzak 
B. Quotation: “Bing” Muscio, former President of Muzak 
C. The sound of Muzak is here to stay 
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Connecting Your 
Key Points 


transitions, and signposts that connect the pieces of your presentation to form a 
coherent whole. Without them, even a well-organized presentation can sound 
choppy and awkward. 

Just as the chapter titles and headings in this textbook help you understand 
and follow what is being discussed, connectives help your audience follow, un- 
derstand, and remember your message. In fact, connec- 
tives matter far more in spoken than in written 
communication.’ A reader can go back to see how a L 5 
writer connects ideas. Listeners don’t have that luxury. OLE a 
They need wording such as “my next point is,” “on the 
other hand,” or “it’s time to talk about solutions” to CUCU Lat 
alert and prepare them for important ideas in a presen- EES TCE 
tation. Connectives help link one part of a presentation Signposts 
to another, clarify how one idea relates to another, and 
identify how supporting material bolsters a key point. 


aie a ey 








One of the first connectives likely to appear in a presentation is the internal pre- 
view. In the introduction of a presentation, an internal preview reveals or sug- 
gests your key points to the audience. It tells them what you are going to cover 
and in what order. In the body of a presentation, an internal preview describes 
how you are going to approach a key point. Depending on your topic and your 
audience, you may need an internal preview only in your introduction. If your 
key points are complex with many subpoints, however, you may also want to in- 
clude internal previews within the body of your presentation. 

Here’s how one student internally previewed his presentation on weight loss: 


How do researchers and doctors explain obesity? Some offer genetic explana- 
tions; others psychological ones. Either or both factors can be responsible for 
your never-ending battle with the bathroom scale. 






Internal summaries are closely related to internal previews. The obvious differ- 
ence is that a summary ends a section, whereas a preview begins one. Internal 
summaries are a useful way to reinforce important ideas. They also give you an 
opportunity to pause in a presentation and repeat critical ideas or pieces of infor- 
mation. Here’s how the same student concluded a section on the genetic factors 
that influence overeating: 


So remember, before spending hundreds of dollars on diet books and exercise 
toys, make sure that your weight problem is not influenced by the number 
and size of your fat cells, your hormone level, your metabolism, or the 
amount of glucose in your bloodstream. 





The most common type of connective is the transition—a word, number, brief 
phrase, or sentence that helps you move from one key point or section to an- 
other. Transitions act like lubricating oil to keep a presentation moving smoothly. 
Transitions can be quite simple and can consist of little more than a word or 
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phrase. They can also be one or two complete sentences that help you move from 
one major section of a presentation to another. We underline some common 
transitions in the following examples: 

Yet it’s important to remember... 

In addition to metabolism, there is... 

Next, we'll see... 

On the other hand, some people believe... 

Of equal importance is... 

Another reason why he should be elected is... 

Finally, a responsible parent should... 


As simple as these transitions may seem, they can serve an important purpose by 
helping you and your audience move smoothly through a presentation. 

Transitions can also function as mini-previews and mini-summaries that link 
the conclusion of one section to the beginning of another. For example: 


Once you’ve eliminated these four genetic explanations for weight gain, it’s 
time to consider several psychological factors. 





A final type of connective is the signpost. Quite simply, signposts are short 
phrases that, like signs on the highway, tell or remind your listeners where you 
are in a presentation. For example, the previously mentioned student said he 
would discuss four genetic explanations for weight gain, so he began each expla- 
nation with numbers—first, second, third, and fourth: “Fourth and finally, make 
sure your glucose level has been tested and is within normal levels. . . .” Not only 
did his audience know that he had reached the fourth explanation; they also 
knew that he was concluding the “genetics” section and was moving on to the 
“psychological” explanations for overeating. 

Along with alerting you of a destination, road signs also can make you aware 
of road hazards and even scenic outlooks. Signposts within a presentation can do 
the same thing. They can focus attention on an important statistic or idea. They 
can also highlight an eloquent phrase or special insight. For example: “Even if 
you can’t remember his every accomplishment, please remember one thing: Alex 
Curry is the only candidate who has been endorsed by every newspaper and civic 
association in this county.” Here’s another example: “As I read this section of 
Toni Morrison’s novel, listen carefully to how she uses simple metaphors to de- 
scribe the cemetery scene.” 

Generally, audiences like to hear internal previews, internal summaries, tran- 
sitions, and signposts during a presentation. Just as most travelers like to know 
where they are, where they’ve been, how they got there, and where they’re going, 
audiences likewise appreciate a speaker who uses connectives well. Using connec- 
tives effectively requires you to pay careful attention to the places in your presen- 
tation that need links to other sections. In a short, uncomplicated talk, simple 
transitions may be all that is needed. However, in an important and complex 
presentation, you may need to use all four kinds of connectives. Either way, con- 
nectives will make your presentation much easier to understand and much easier 
to deliver with confidence. 
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Creative Organization 


These two chapters have emphasized how important it is to have a clear plan for 
organizing the ideas and supporting material you wish to include in your presen- 
tation. We have suggested a variety of reliable organizational formats and have 
recommended several tools to help you explore and then organize your content. 
At this point, good organization may seem to be like a jigsaw puzzle in which 
your ideas and supporting material are dropped into the “right” pattern or out- 
line. But we don’t see it that way. Rather, we see these formats and tools as 
avenues to creativity. Creativity plays an important role in discovering and 
arranging the ideas that you want to include in a presentation. 





If you want your presentation to be both unique and memorable, try thinking 
creatively about its organization. Lee Towe, president of Innovators International, 
Inc., defines creativity as consisting of two parts: creative thinking and creative 
output.® Creative thinking is the process of searching for, reviewing, reducing, and 
regrouping ideas without making judgments. Mind mapping is a good example of 
creative thinking in action. When you mind map, you begin with a blank page 
rather than with a formal organizational pattern. Once you have put your ideas 
on paper, you also have a flexible tool to review, reduce, and regroup them. Fi- 
nally, a mind map allows you to reserve judgment about how to refine and organ- 
ize your ideas until your mind map is finished. 

Creative output is the second component of creativity and consists of connect- 
ing and combining previously unrelated elements. For example, the circles and 
arrows you draw on a mind map allow you to combine ideas from various points 
on your page. Mind mapping, however, isn’t the only way to think creatively 
about organization. Creativity requires a mental flexibility that allows you to mix 
thoughts and ideas from many different sources. 






-reative Applications 
A presentation on growing tomatoes can be or- 


dered topically and creatively. How can you im- Shue 
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prove upon the following organization pattern? | Leersrarcees. 
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weeds under control.” What about comparing 
tomatoes to caring for a newborn baby? “You 
can be the proud parent of healthy tomato : ICHIGAN’S IMAGE ON SPECIAL LICENSE PLATES, 
plants by (1) making their garden ‘nursery’ safe : *. “NATURAL HERITAGE an 
and comfortable, (2) giving them special food tera 
and formula that will help them grow up strong 
and healthy, and (3) seeing that they don’t 
come down with the usual diseases.” The toma- 
toes/newborns analogy ‘makes the organiza- 
tional pattern more interesting and more Po act ete 
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Co Phillips, a customer services expert 
who lives in Alexandria, Virginia, uses ex- 
cerpts from popular songs to begin each major 
section of her training seminar. Notice how 
each of the following song titles lends itself to 
customer service: “| Can’t Get No Satisfac- 


tion” by the Rolling Stones, “Help” by the Beat- 
les, “Respect” by Aretha Franklin, “Don't Be 
Cruel” by Elvis, and “Don’t You Come Back No 
More” by Ray Charles. These well-known songs 


members were unfamiliar with the songs that Patricia Phillips (above) referred to? 
They might find her presentation more confusing than memorable. What if us- 
ing the Ten Commandments as a creative organizational pattern offended Christ- 
ian and Jewish members of the second speaker’s audience? If you wanted to use 
such a pattern, what could you say or do to avoid misunderstandings and peo- 


ple’s taking offense? 


Although there are potential dangers and costs to using creativity, almost 
nothing else more effectively enhances your credibility and promotes your audi- 
ence’s willingness to listen and learn. Using other creative organizational patterns 





, REAL SPEAKERS 





give Pat an upbeat and creative way to move 
into each new section of her seminar. 

Another speaker, who works in a human rela- 
tions department, uses the Bible's Ten Com- 
mandments to describe a company’s work rules: 
“Thou shalt have no other jobs other than this 
one.” In other words, if you’re caught working at 
a second full-time job, you may be fired. He 
worded another rule as “Honor thy supervisor 
that thy days may be long with this company.” 





such as a series of famous quotations, colors, or visual aids as signposts to the key 
points of your presentation can help an audience remember and thus help you 


achieve your purpose. 


Despite its benefits, many speakers are reluctant to embrace using creativity 
as a means of discovering the best way to organize a presentation. Lee Towe sug- 
gests that many of us are not creative because we are guided by three noncreative 


habits: inertia, instruction, and imitation.’ Some of us suffer from inertia (we’ve 
always organized presentations this way, so why change?), instruction (this is 


how we were taught to organize a presentation, so why do something differ- 
ent?), or imitation (we’ve heard good speakers organize their presentations this 
way, so we'll stick with these models). Instead, try a dose of innovation (by 
thinking creatively, we'll find interesting, effective, and unique ways to organize 


our presentations). 


We are not suggesting that you abandon everything we’ve included in Chap- 
ters 8 and 9 in a quest to be creative. Instead, use the principles of organization 
to give yourself a firm foundation for exploring creative alternatives. Before you 
can “think outside the box” about organizing a presentation, you ought to know 


exactly what that box is and why most speakers stay within its reliable and useful 


confines. 


Remember Cicero’s initial tasks for every effective speaker. The first (inventio) 
requires a search for main ideas; the second (dispositio) involves putting those ideas 


into an orderly sequence. If using creativity helps you to find the best ideas and 
supporting material for your presentation and helps you to put your content into 


an effective and orderly sequence, don’t hesitate to release your creative talents. 





®*> How do | go about shaping my ideas into a presentation? 


Techniques that can help you shape your ideas and information into an ef- 
fective presentation include preliminary outlines, mind mapping, tree out- 
lines, and organization trees. 


How can outlining help me organize my presentation? 


Outlining is only one of many ways to begin the organizational process. A 
formal outline, however, effectively concludes the organizational process by 
packaging your message in a concise manner that excludes extraneous ideas 
and materials. 


How do | connect one idea to another? 


Using connectives such as internal previews, internal summaries, transitions, 
and signposts will join the pieces of your presentation to form a coherent 
whole. 


f 


Can | be both creative and well organized? 


Creativity can enhance your ability to review, reduce, regroup, and refine 
good ideas for a presentation that is organized and interesting. 
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ducti 
Intro uct ons ®> Why do introductions matter so much? 
; ®> How do i link my introduction to my topic? 
i Con clusi ons @> How can |! acknowledge the speaking situation 
an in my introduction? 


®> What do good conclusions do? 
What's the best way to end my presentation? 





| eal estate agents know that first impres- 
BK sions can sell a house. They call this 
BW“curb value” and tell sellers to mow 
their lawns, paint the front door, and bake 
fresh-from-the-oven chocolate chip cookies 
before hosting an open house. Movie pro- 
moters hire teams of creative artists to 
design posters and previews to entice po- 
tential audiences to see their productions. 
Large corporations invest millions of dollars 
in designing annual reports to make a 
strong first impression that communicates 
success to investors. First impressions defi- 
nitely count. 

Most of us try to make a good first im- 
pression. We make sure that every detail of 
our clothing is perfect for an important 
meeting or job interview. We clean up our 
homes for visits from bank appraisers, our 
bosses, or our parents. We work on our ap- 
pearances from head to toe in order to 
make a splash at a party or club. Some peo- 
ple even practice their handshakes to make 
sure that they communicate just the right 
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combination of confidence and sincerity. First impressions count in our profes- latrediction tac hline 
sional and in our personal lives. They also count in presentations. What you Say, Presentations 
how you say it, and how you look contribute to an audience’s initial reaction to 
you. Making a good first impression is one of the most important components of 
an effective presentation. 
By the same token, last impressions also last. Why do political candidates of- 
ten jockey to be the last speaker at a rally? Why do films run the best songs and 
soundtrack tunes in the final credits? Why do elegant restaurants hire pastry chefs 
and teams of bakers to make sure that their desserts are as beautiful as they are 
delicious? The answer is that politicians, filmmakers, and restauranteurs know that 
we tend to pay attention to and remember the last thing that we see or hear. Be- 
cause first and last impressions are critical, we discuss them separately from the 
rest of a presentation. 


Setintroductions as Mini-Presentations 


The introduction to your presentation is so important that it deserves almost as 
much attention as an entire presentation does. If you find the first chapter of a 
book confusing, you may not read any further. If the first few minutes of a TV 
movie bore you, you may zap to a new channel. If a salesperson offends or ig- 
nores you, you may leave the store. And if the beginning of your presentation 
isn’t interesting, you may lose your audience. Although they may not walk out 
on you, they might tune you out, misunderstand you, forget you, or even worse, 
remember you as a poor speaker. On the other hand, a good beginning can create 
a positive, lasting impression and pave the way for a presentation that achieves 
your purpose. 

Psychologists describe the power of first impressions as the primacy effect. 
They note that we recall items that are presented first. The primacy effect is most 
powerful at the beginning of a presentation, the point at which audience atten- 
tion to some new stimulus is at its peak.! The best introductions capitalize on the 
primacy effect. 

To create an effective introduction for your presentation, you must first un- 
derstand what it can and should accomplish. Not only does the beginning of 
your presentation introduce you and your topic to the audience; it also intro- 
duces your audience to you. Your introduction gives the audience time to adjust, 
to settle in, to block out distractions, and to focus its attention on you and your 
message. At the same time, it gives you a chance to get a feel for the audience, to 
calm down, and to make any last-minute adjustments to what you want to say 
and how you want to say it. A good introduction establishes a relationship 
among three elements: you, your message, and your audience. It can also set the 
emotional tone for the rest of your presentation. 


. Focus audience attention 


. Put you in your presentation 
Pe CAM ami et-re 1! [1 
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Focusing audience attention may be the most important goal for the beginning of 
a presentation. In order to learn from or act on your presentation, your audience 
has to listen to it! So how do you focus your audience’s attention? As we’ll see 
shortly, you might begin with a direct question, report an unusual example or sta- 
tistic, or tell a fascinating story. No matter which technique you use, your goal is 
to use the first few seconds of your presentation to focus the audience on you and 
your message. 

You can gain an audience’s attention by exploding a firecracker, but once the 
smoke clears, your audience may be more frightened than interested. The best 
way to capture your audience’s attention is to relate your purpose and topic to 
your audience’s characteristics, motives, interests, needs, and attitudes. Give your 
listeners a selfish reason to listen to you by explaining how your presentation will 
help them. Tell a story about how people have benefited from listening to what 
you have to say. Your goal is to get your audience focused on and interested in 
what you are about to say. 





You can craft an attention-getting and interesting introduction that doesn’t put 
you in your presentation. But why not make a good beginning better? If you can 
link yourself to your topic or purpose, your audience is much more likely to pay 
attention and stay interested. You can give an informative presentation about 
baseball, but your audience will listen more intently if they know that you are or 
have been a baseball player, a lifelong fan, an umpire, or a baseball-card collector. 
If you are trying to convince an audience to stay sober while driving, your mes- 
sage will be much more persuasive if your audience learns that you are a drug 
abuse counselor or a recovering alcoholic or were the victim of a drunk driver. 
However, you don’t need direct experience with your topic to put yourself in your 
presentation. Putting you in your introduction involves personalizing your mes- 
sage. If your audience sees that the topic affects you, they are more likely to let it 
affect them. 

We devote most of Chapter 11, “Speaker Credibility and Ethics,” to ways of 
putting you into your entire presentation. What your audience members think 
about your competence and character can be just as important as what they 
think about the content of your message. Right at the beginning of your presen- 
tation, an audience starts to decide whether you know what you’re talking about 
and if you can be trusted. 





Use the beginning of your presentation to give your audience a sneak preview 
about the subject of your talk. Better yet, give them a clear idea of how you are 
going to develop your central idea. As Chapter 8, “Organization,” discusses, you 
can state your central idea and briefly list the key points or steps that you will 
take to achieve your purpose. You also can introduce your topic by making sure 
that any stories, examples, or statistics that you share in the introduction relate 
directly to your topic. In most presentations, your audience should know right 
from the start what you will be talking about. 


There is one other goal that speakers often overlook when crafting an introduc- 
tion. Look at your introduction and think about the mood you want to create 
when you begin. Do you want your audience to be amused? relieved? worried? 
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concerned? curious? Patrick Collins, author of Say It with Power and Confidence, Wave to'Beain 
urges speakers to make sure that their introductions set an appropriate emotional . 
tone that suits their purposes.” 

You set the emotional tone of your introduction with the language that you 
use and the way in which you deliver your presentation. Is a joke an appropriate 
introduction to a presentation on child abuse? If your audience has assembled to 
hear about a controversial issue, will they patiently listen to a long opening story? 
If you’re launching a new product or program, your words and mood should be 
positive and upbeat right from the start. If you’re sharing tragic or disappointing 
news, your opening words should be clear and your mood respectful and somber. 
Select a style for your introduction to your presentation that matches the emo- 
tional tone of what’s to come. 


Even though introductions can be extremely effective for focusing audience 
attention, establishing speaker credibility, previewing the message, and setting 
the emotional tone, many inexperienced speakers don’t prepare them with 
enough care. Why not? Speaking anxiety may be part of the reason. Chapter 3, 
“Building Presentation Confidence,” notes that many speakers are most nervous 
during the first few seconds of their presentations. A well-planned, well-delivered 
introduction may be the last thing on their list of worries. It should be one of the 
first. Planning and practicing an effective introduction can do more than make a 
good first impression; it can also reduce anxiety. The first few seconds of a pres- 
entation need and deserve a lot of attention and thought. After all, you can’t 
make a first impression a second time. 


= 
( Ways to Begin 


There are almost as many ways to begin a presentation as there are speakers, top- 
ics, and audiences. We have divided several of the most common methods into 
two types. Topic-specific introductory methods rely on topic-related sup- 
porting material to capture attention, gain interest, enhance the speaker’s credi- 
bility, focus on the topic, and set the appropriate mood. Situation-specific 
introductory methods rely on the speaker’s adapting to the interests and con- 
cerns of a specific audience in a particular setting or situation. 






There are many topic-specific methods for beginning a presentation, but among 
the most successful are those that immediately start with a piece of supporting 
material that captures the audience’s attention. These methods can be used sepa- 
rately or in combination with one another. 


Use an interesting example or 
SCH 
Quote someone 


Tell a story 
Ask a question 
Use a presentation aid 
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Use an Interesting Example or Statistic. Sometimes your research will turn 
up an example or a statistic that is unusual or dramatic. When presented all by it- 
self, a good piece of research can gain an audience’s attention and interest. Here’s 
how one student began his speech on America’s “growing” population: 


America is overweight. Approximately fifty million Americans are carrying 
around millions of extra pounds of fat. And it’s getting worse. Several years 
ago, Yankee Stadium lost 9,000 seats during renovation because the new seats 
had to be three inches wider just to fit the “growing” population of America. 


Beginning with an interesting example or statistic can prompt your audience 
to start thinking about your topic. The image of fat Americans squeezing into sta- 
dium seats is likely to stay with an audience. 


Quote Someone. There are many great speakers and writers. Careful research 
can uncover a dramatic statement or eloquent phrase that is ideal for the begin- 
ning of your presentation. Rather than trying to write the perfect beginning, you 
may find that someone else has already done it for you. But remember to give the 
writer or speaker full credit. 

Sometimes a good quotation can help an audience overcome their doubts, es- 
pecially when the writer or speaker is a highly respected and expert source of in- 
formation. In the following example, a student uses two quotations to begin his 
presentation about the use of marijuana. 


“Marijuana, in its natural form, is one of the safest therapeutically active sub- 
stances known to man.” And “marijuana is about the safest drug you can 
give for treating the side effects cancer patients have to endure from 
chemotherapy.” Who made these statements? The first was made by Francis 
Young, the chief administrative law judge of the Drug Enforcement Agency. 
The second was made by Dr. Lester Grinspoon, a professor of medicine at 
Harvard University. 


Tell a Story. Speakers can have great success by beginning a presentation with 
stories about their personal hardships or triumphs. They also can share sto- 
ries they read about or hear from others. Sometimes stories are private and per- 
sonal; at other times they are fictional and designed to illustrate a concept or 
an idea. An eighteen-year-old student shares a very personal story in the follow- 
ing introduction: 


When I was 15, I was operated on to remove the deadliest form of skin can- 
cer, a melanoma carcinoma. Even though a plastic surgeon performed the 
surgery, I had horrible scars. My doctor injected 10 shots of steroids into each 
scar every three weeks to stop the scars from spreading. One year and two op- 
erations later, I was told it would be impossible to do anything to correct the 
scars until I am at least 25 years old. I now know that it wasn’t worth a cou- 
ple of summers of being tan to go through all that pain and suffering. Take 
steps now to protect yourself from the harmful effects of the sun. 


Ask a Question. Asking a question can attract your audience’s attention and in- 
terest. Why? Because it encourages them to think about the answer. 


Why is it hotter in the summer than in the winter? When twenty-three Har- 
vard students were asked this question at their graduation, only two were 
able to give a correct answer. 
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Your resource Ways to Begin 


: Quotable Quotes for all things 


quotable... 


Quotes 
Search 
Ry 


Books 
The Quotable Quotes Web site, 
ain hae 
www. quotablequotes.net, is just 
are what it claims: “Your resource for all 
things quotable.” The topic-based 
categories can help you find an 
appropriate quotation to use in the 
introduction of your presentation. 





Asking a question is an effective way to begin a presentation, particularly if the 
question has a direct effect on the audience. A variation of ask a question is let 
them guess. Rather than leaving audience members thinking, “Yes, I’ve often 
asked that question” or “Yes, those are important questions,” this method should 
elicit a response such as “I have no idea!” 


Which of the following eight products are owned by American companies 
and made in America: Bic pens, Arrow shirts, Godiva chocolates, Vaseline pe- 
troleum jelly, Firestone tires, Holiday Inns, and Tropicana orange juice? All? 
Half? The answer is one. Godiva chocolate is made and sold by the Campbell 
Soup Company.? 


Use a Presentation Aid. A presentation aid such as a productivity chart, a car- 
toon, a product display, or a piece of taped music can help an audience focus its 
attention at the beginning of a presentation. In the following example, the stu- 
dent whose presentation on Muzak was outlined in Chapter 9, “Organizational 
Tools,” began by playing a tape-recorded selection of some very smooth but dull 
music. After ten long seconds of recorded music, she began to speak. 


It’s been referred to by its creators as “sonorous design” and “sound energy, 
attractively arranged.” On the other hand, to much of the American public, 
this product more often conjures up images of “spineless melodies” with “va- 
cant volumes of vapid violins.” In short, it’s Muzak. And what you're hearing 
is an actual demonstration tape of Muzak. But Muzak isn’t just any old song. 
According to its creators, it can reduce your stress, boredom, and fatigue and 
can increase your productivity. 






As successful as the topic-specific methods for be- 
ginning a presentation may be, situation-specific 
methods can give you an added advantage. They let 


your audience know that you understand their spe- ite De 


cific interests and needs. Adapting your introduc- Refer to a recent or well-known event 
tion to the characteristics of the audience, the Directly address audience interests 
nature of the occasion, or the circumstances of a tts 


situation demonstrates that your presentation is 
custom-made. 
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Refer to the Place or Occasion. An obvious, situation- 
specific way to begin a presentation is to refer to the place in 
which you are speaking or the occasion for the gathering. 
Consider this excerpt by General Douglas MacArthur, who 
led U.S. troops in the Pacific during World War II and the 
early years of the Korean War. Due to disagreements with fel- 
low officers and President Harry S. Truman, he was relieved 
of his duties as general. On April 19, 1951, he addressed a 
joint session of Congress. He began his speech by referring to 
the place in which he was speaking rather than to himself: 


Mr. President, Mr. Speaker, and distinguished Members 
of the Congress, I stand on this rostrum with a sense of 
deep humility and great pride—humility in the wake of 
those great American architects of our history who have 
stood here before me, pride in the reflection that this 
forum of legislative debate represents human liberty in 
the purest form yet devised. Here are centered the 
hopes, and aspirations, and faith of the entire human 
race.4 


A dozen years after General MacArthur’s address, another 
famous American spoke in Washington, D.C. On August 28, 
1963, Dr. Martin Luther King Jr. made his famous “I Have a 
Dream” speech on the steps of the Lincoln Memorial. By refer- 
ring to the “shadow” of Abraham Lincoln, he was able to link 
his message to the man who signed the Emancipation Procla- 
mation. Even his first few words echoed Lincoln’s famous Get- 
tysburg Address that began “Four score and seven years ago.” 





Garrison Keillor, creator and host of the radio 
show “Prairie Home Companion,” establishes a 


personal link with his live audience by making Dr. King began his speech as follows: “Five score years ago, a 
sure his opening monologue includes refer- great American, in whose symbolic shadow we stand, signed 
ences to and stories about the city he is visiting. the Emancipation Proclamation.”® 


Refer to a Recent or Well-Known Event. Events that have occurred shortly 
before your presentation or in the recent past can provide a means of gaining au- 
dience attention and interest. This method also applies to events that might oc- 
cur even seconds before you speak. In formal speaking situations, you often will 
hear speakers begin by referring to what was said by the person who introduced 
them, particularly if the introducer has told a friendly or humorous story about 
the speaker or has praised her. This technique can make the speaker seem more 
human after a lengthy introduction. 

You cannot, however, rely on being introduced or on thinking up a good line 
on the spot to follow an introduction. It’s better to plan a strong beginning that 
refers to an event known to your audience. For instance, in the following intro- 
duction, a student refers to a recent local news story. 


Last Friday, a front-page article in the Journal told a terrifying story: “Fire- 
fighters searching the burned-out shell of a popular all-night coffee shop 
made a grisly discovery early yesterday in the aftermath of a raging fire: the 
bodies of two male employees shot to death near a rear exit and, nearby, a 
third employee, critically wounded.” Like you, I was horrified and shocked 
by this tragedy so close to home. But why, I wonder, does it take such a terri- 
fying event to make us sit up and take notice of the crime problem in our 


own backyard? 
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The “recent event” technique is a big part of political 
speechmaking. If you listen carefully to the news or watch the 
president’s State of the Union address, you are bound to hear 
references to well-known recent events. President Franklin D. 
Roosevelt’s words provide a famous example: “Yesterday, De- 
cember 7, 1941—a date which will live in infamy—the United 
States was suddenly and deliberatély attacked by naval and air 
forces of the empire of Japan.”® 


Directly Address Audience Interests and Needs. When 
there is a crisis, you need to address the problem at the outset. 
If budget cuts will require salary reductions, audience members 
will want to hear the details. They won’t want to hear a humor- 
ous story, a clever question, or an unusual statistic. When a per- 
son’s job or future is threatened, no time should be spent on 
clever beginnings. In fact, such introductions may even make 
the audience hostile. Get right to the point. Here’s an example: 


As you know, the state has réduced our operating budget 
by 2.7 million dollars. It is also just as important that you 
know this: All of you will have a job here next year—and 
the year after. There will be no layoffs. Instead there will be 
cutbacks in nonpersonnel budget lines, downsizing of pro- 
grams, and, possibly, short furloughs. 


This speaker went directly to the central idea and the pre- 
view section of her presentation. Having first reassured employ- 
ees that no one would be fired, she could then explain how 
the budget cutbacks, downsizing, and shorter furloughs would 
be implemented. 





Establish a Personal Link. Use your introduction to link your background and 
experiences to those of your audience. Even though you may not know or may be 
quite different from the members of your audience, your experiences may be simi- 
lar. For instance, a Jewish student told the following story at the beginning of a 
presentation on race relations to a predominantly African American audience. 


When I was eight years old, I stayed home for a Jewish holiday in September. 
After I went to synagogue, my parents let me go outside to ride my bike. As I 
rode through the neighborhood, I encountered a group of kids coming home 
from school. Because I wasn’t dressed for school and was riding my bike, they 
rightfully assumed I was Jewish. At first they began taunting me with the 
most terrible derogatory names imaginable. Then one of the kids picked up a 
two-by-four and tried to knock me off my bike. Even though he landed sev- 
eral direct blows, I kept pedaling until I outraced him. By the time I arrived 
home, I could barely walk. My back was badly bruised and my spine was 
damaged. To this day, I attribute my recurring back pains to that terrible day. 
And to this day, I am reminded of the pain that stays with you when people 
and prejudice breed hatred. 





Many speakers combine introductory methods to begin their presentations. For 
instance, this student began her introduction to a persuasive presentation on 
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geographical illiteracy with a familiar rhyme, a statistic, a question, and the wor- 
risome results of a survey. 


“In fourteen-hundred and ninety-two Columbus sailed the ocean blue and 
found this land, land of the free, beloved by you, beloved by me.” Or so the 
historical rhyme reminds us. But, according to the National Geographic Soci- 
ety, over 48% of Americans don’t know where Columbus landed. Do you? In 
fact, five to fifteen percent of Americans believe that Columbus set sail to find 


Europe. 


BEGINNING WiTH a JOKE 


Mier public speaking books recommend begin- 
ning a presentation with a joke. As much as we 
enjoy a good laugh, we don’t necessarily agree. Just 
because you've heard a good joke doesn’t mean it 
would work as the introduction to your presentation. 
The audience may remember the joke but forget your 
message. Introductory jokes are great when they are 
perfectly matched to the topic and the audience. But 
if they aren’t, save them for your friends. 

Avoiding jokes doesn’t mean avoiding humor in an 
introduction—an amusing example, a strange statistic, 
a funny story, or a great line from a comedian can work 
wonderfully. Some of the best speakers use humor in 
their introductions because they know that it’s a sure 
way to gain audience attention and that it can give an 
audience a hint about the mood and direction of a 
talk. Some of the worst speakers use humor in their in- 
troductions because they can’t think of any other way 
to begin. Because such speakers don’t give their intro- 
ductions a great deal of thought, their humor can be 
unrelated to the topic and, even worse, in poor taste. 

Using humor effectively is more difficult than it 
seems, but these three guidelines always apply: 


B First, the humor should be related to the topic or 
the speaker. When it is, humor can even be used to 
make a serious point. Note how this student began 
her presentation by comparing silly state laws to 
those controlling hand guns and assault weapons. 


There ought to be laws against some laws. In 
Weaverville, North Carolina, it’s illegal to walk 
an unleashed miniature pig in public. On South 
Padre Island, Texas, it’s illegal to wear socks or 
ties. In Topeka, Kansas, you can run afoul of the 
law if you put alcohol in a teacup. And in Ridge- 
wood, New Jersey, you can’t play with Silly 
String—in the summer. Yet in all of these states 
it’s perfectly legal to own and use certain types 
of guns—weapons that have no other function 
than shooting people. 


, 


B Second, the humor in your introduction should be 
appropriate for the people in the audience. In 1983, 


Senator Jesse Helms was invited to be the com- 
mencement speaker at Grove City College. Like most 
other commencement speakers, the senator knew 
that his audience had probably heard many boring 
commencement addresses. Thus, he began: 


Mr. President, distinguished faculty members, 
alumni, friends of Grove City College—and, most 
especially, members of the graduating class, 
while it is an honor to have been invited to share 
this memorable occasion with you, | suppose 
that there have been few commencement speak- 
ers who have not contemplated the remark 
made by an irreverent classmate who speculated 
that if all the commencement speakers in Amer- 
ica were laid end-to-end—that would be fine. 


B Third, it must be well delivered! We devote an 
entire section of Chapter 12, “Generating Inter- 
est,” to using humor in a presentation. 


In the previous examples, the speakers made light 
of their audience’s expectations about them or their 
topic. They didn’t tell jokes, yet their introductions 
gained the audience’s attention and set a mood for 
what followed. If you’re considering a humorous intro- 
duction, make sure that it relates to your topic. You 
might even test your introduction on a few friends— 
just give the introduction and then ask them what 
they think your presentation’s topic is. If their guesses 
are too far afield, your introduction probably is, too. 

Make sure that your introduction is appropriate. 
Give special consideration to the diversity of your au- 
dience and how different audience members might 
react to humor. Last, be sure to deliver your humor 
flawlessly. How? As the native New Yorker replied to 
the tourist who asked, “How do | get to Carnegie 
Hall?”—Practice, practice, practice. 


1. “Banned in the U.S.A.,” Time, 6 July 1998, p. 32. 


2. For the complete text of Helms’s commencement address plus 
commentary, see James R. Andrews and David Zarefsky, Contempo- 
rary American Voices: Significant Speeches in American History, 
1945—Present (New York: Longman, 1992), pp. 317-321. 
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Regardless of how you begin your presentation, always ask yourself whether 
the method you’re using will gain audience attention and interest, will put you in 
your presentation, will introduce your purpose or topic area, and will set the ap- 
propriate emotional tone. No matter how funny your joke, how inspiring your 
quotation, or how startling your statistic, your opening remarks won’t accom- 
plish anything unless they are linked to these introductory goals. 


Starting Strong 


a 
c Starting Strong 


In their eagerness to get going, some speakers don’t give their introduction 
enough attention. Rather than applying the time-tested introductory techniques 
we've been exploring, they may fall into one or more common traps. If you know 
what these traps are, you can avoid them—and start strong! 






Simply put, don’t plan the introduction to your presentation before you’ve devel- 
oped the body of it. There are many decisions to make when preparing a presen- 
tation; how to begin should not be the first. Because a strong introduction can 
help you achieve your purpose, it should be adapted to your audience and should 
relate to the content of your presentation. You have to know what the content is 
before you can preview your key points. 





Wouldn’t it be strange if an actor came out onto the stage be- 
fore a play to tell the audience that he hadn’t memorized his 
lines very well and that he’d had a lot of trouble singing the 
first song in the second act? Why, then, do speakers apologize 
for their presentations before they give them? Too often, speak- 
ers begin with apologies or excuses. “I don’t speak very often, so 
please excuse my nervousness.” “I wish I’d had a few more days 
to prepare for this presentation, but I just found out that I had 
to make it on Tuesday.” Comments like these do not accom- 
plish very much. If your presentation is wonderful, the audi- 
ence may be confused by your excuses. If it’s awful (or you just 
think it is), let the audience draw their own conclusions. A pres- 
entation should start with a strong beginning and should not 
make excuses or apologize for the level of preparation or qual- 
ity of delivery. 





aap EN 


Beginning statements such as “I’m going to talk about . . .” or 
“My topic is .. .” may be true, but they don’t help you gain the 
audience’s attention or interest. And even though they may in- 
troduce your topic, such statements will not necessarily make 
that important connection between your purpose and your 
audience. 

Nevertheless, like all other rules, this one has exceptions. 
“I’m going to talk about how I was surrounded by killer sharks 
and survived” would probably make the most jaded audience 
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listen! “My talk will be about the budget crisis and how it will affect your jobs” 


10 5 ; ; 
eae will likewise hold audience attention and interest. But you should usually try to 
and Conclusions avoid such beginnings. They communicate a lack of confidence and originality. 


Unless you have a good reason for choosing “My speech is about . . .” as a begin- 
ning, try not to use this method. 





A great beginning can accomplish a great deal. It can excite your audience and 
make them eager to hear more about you and your topic. But if the rest of your 
presentation doesn’t live up to it, you can be headed for trouble. Remember the 
real estate agent’s “curb value”? A newly mowed lawn won’t make up for a leaky 
roof. Remember the movie poster that promises adventure and romance? No mat- 
ter how eye-catching the poster, the movie had better live up to its image. A 
successful presentation can survive a less-than-great beginning, but a great intro- 
duction cannot save a poor presentation. 


fe Last Impressions Last 


What is true of introductions is also true of conclusions. Whether you like it or 
not, the final thing you say to an audience can determine how they think and _ 
Eine romnyreetiamart It’s no wonder that songs at the end of a 
concert are often the ones the audience has been waiting for. It’s no wonder that 
the finale of a Broadway musical is often the most exciting number in the show. 
Even on a personal level we often worry about the last impression we make. For 
example, we send thank you notes to show our gratitude or save a great dessert 
for the end of a meal. We know that last impressions can count just as much as 
first impressions and that last impressions last. 
Remember the primacy effect and its implications for introductions? Psychol- 
ogists have a similar term for explaining why we more accurately recall items pre- 


sented last. It’s called the recency effect and indicates that recall is even higher 
for items at the end of a list than for those at the beginning.’ Final words can 
ST ee 
















Conclusions as Mini-Presentations 


What you say and do during the last few seconds of your presentation can deter- 
mine whether and how well you achieve your purpose. Have you ever been dis- 
appointed by the ending of a book or a movie? Have you ever had a bad dessert 
ruin a decent meal? And have you ever squirmed in 
your seat when a speaker went on and on with a long, 
rambling conclusion? 

The first step in deciding how to end your presen- 
tation is to understand its goals. Like the introduc- 
2. Be clear tion, a conclusion should establish a relationship 
among three elements: you, your topic, and your au- 
dience. Like the beginning of a presentation, the end- 
ing should try to accomplish specific goals. 


eae 


3. Be brief 
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The most important goal of your conclusion is to make you and your message 
memorable. Before drafting your conclusion, ask yourself this question: “What is 











5 Uld C C 2 l tra l na I IY) resenta- | 
‘tion?” Is it your central idea? Is it an image, a story, or a statistic? Audiences rarely 
remember all the details of a presentation. Instead, they remember a few ideas 
and a few images. 


One way to make your conclusion memorable is to link your purpose to your” 
Wea: 


it can affect them as well. 

Also, try to end on an emotional note that matches your message. If your 
presentation focuses on how to do something, try to get the audience excited 
about giving it a try. If your presentation gives your listeners a lot of new infor- 
mation, show them how to remember it and why they should. If you’re trying to 
change your audience’s attitude, show them how that change will help others, 
will solve a serious problem, or will make them feel good. But no matter what 
method you decide to use, you will want your audience to remember good things 
about you and your message. 





Being clear is just as important as being memorable. The last thing that you want 
your audience to do is to leave your presentation wondering what it was all 
about. What’s the point of using a beautiful quotation or telling a funny story if 
it’s not clear how it relates to your message? Again, ask yourself, “What is the one 
thing that I want my audience to remember at the end of my presentation?” 
Make sure that your conclusion repeats that one thing as clearly as possible. You 
may have to make that point more than once or word it several different ways in 
order to be sure that it’s clear. Don’t use the conclusion to add new ideas or to in- 
sert something that you left out of the body of the presentation. 

in 


When trying to make the ending of your presentation memorable and clear, you 
may be tempted to make it long. Resist this temptation! How do you react when 
you hear a speaker say, “And in conclusion . . .” and then take twenty more min- 


utes to finish 
o matter how long you’ve spoken. When you say you are 


about to end, end. 


é Ways to End 


There are almost as many ways to end a presentation as there are ways to begin 
one. Some methods can help you make that final connection between your pur- 
pose and your audience. Other methods can strengthen the audience’s final im- 
pression of you and your message. Each method can be used separately or 
combined with others. 
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Quote someone 
Tell a story 


Share your personal feelings 
ET te ete tf 
Call for action 





CVC a Cm CCT} 





Reinforcing your key points in a succinct summary is the most direct way to con- 
clude a presentation. It’s clear and brief. And if you pay enough attention to the 
words you select for your ending, it can be memorable. In the following example, 
the speaker has reviewed and repeated the main points of her presentation in the 
form of questions to emphasize her central idea that America needs more women 
in Congress. 


Now, if you ever hear someone question whether women are good enough, 
smart enough, and skilled enough to serve in the U.S. Congress, ask and then 
answer the three questions I posed today: Are women candidates caught in 
the “mommy trap”? Can women’s issues attract big donors? And, are women 
too good to be “tough” in politics? Now that you know how to answer these 
questions, don’t let doubters stand in the way of making a woman’s place in 
the House. 





What is true about quoting someone in the beginning of your presentation is just 
as true about an ending quotation. Because quotations can be memorable, clear, 
and brief, people often use them as a finale to their presentations. Careful re- 
search can provide a quotation that will give your presentation a dramatic and ef- 
fective ending. 

Consider this example from the end of Barbara Jordan’s keynote speech to 
the Democratic National Convention on July 12, 1976. Ms. Jordan, a congres- 
sional representative from Texas, was the first African American to deliver a 
keynote address at a major party’s national political convention. 


I am going to close my speech by quoting a Republican President and I ask 
you that as you listen to these words of Abraham Lincoln, relate them to the 
concept of national community in which every last one of us participates: 
“As I would not be a slave, so I would not be a master.” This expresses my idea 
of Democracy. “Whatever differs from this, to the extent of difference, is no 
Democracy.”® 





Ending with a good story can be as effective as beginning with one. It can help 
an audience to visualize the outcome of your purpose. A well-told story can also 





help an audience to remember the main idea of your presentation. Dr. D. Stanley 
Eitzen, professor of sociology, delivered a speech at Bethell College in North New- 
ton, Kansas, on September 25, 1989, about the dark side of competition. He left 
the audience with a story that summed up his central idea and message. 


Let me conclude with a special example from the Special Olympics. A friend 
of mine observed a 200-meter race among three evenly matched 12-year-olds 
at a Special Olympics event in Colorado Springs. About 25 yards from the fin- 
ish line, one of the contestants fell. The other two runners stopped and 
helped their competitor to his feet, brushed him off, and jogged together, 
hand in hand to the finish line, ending the race in a three-way tie. The ac- 
tions of these three, especially the two who did not fall, are un-American. Per- 
haps... they did not understand the importance of winning in our society. 
To them, the welfare of their opponent was primary. .. . My message is that 
the successful life involves the pursuit of excellence, a fundamental respect 
for others—even one’s competitors, and enjoyment in the process. Competi- 
tion as structured in our society with its emphasis on outcome undermines 
these goals. I enjoin you to be thoughtful about the role of competition in 
your life and how it might be restructured to maximize humane goals.’ 


Share Your Personal Feelings 

One way of putting yourself into the ending of a presentation is to conclude by 
disclosing how you feel. Such an ending can touch the emotions of your audi- 
ence and leave them with a strong memory of you, the speaker. People still re- 
member how Martin Luther King Jr. closed the speech that he delivered on April 
3, 1968. The next day King was assassinated. 


Texas congresswoman 
Barbara Jordan, the keynote 
speaker at the Democratic 
National Convention in 
1976, invoked the words of 
Abraham Lincoln to con- 
clude her speech. 
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I just want to do God’s will, and He’s allowed me to go up to the mountain, 
and I’ve looked over and I’ve seen the Promised Land. I may not get there with 
you, but I want you to know tonight that we as a people will get to the 
Promised Land. So I’m happy tonight, I’m not worried about anything, I’m not 
fearing any man. Mine eyes have seen the glory of the coming of the Lord.1° 






Being poetic is one of the best ways to ensure that your conclusion is memorable. 
Being poetic doesn’t mean ending with a poem. Rather, it means using language 
in a way that inspires and creates memorable images. Use of language strategies 
such as repetition and metaphor can affect an audience as much as a singer can 
delight one with a song. If Martin Luther King Jr. had said, “Things will improve,” 
his speech would not have had the impact that his use of the lyrics of the “Battle 
Hymn of the Republic” does: “Mine eyes have seen the glory.” Making your 
words “sing” can make your presentation more memorable and effective. 

Before people used the written word, everything was communicated orally. 
Long epic poems and stories were passed down from generation to generation by 
the revered members of the community—the storytellers. How did these people 
remember thousands of lines of poetry? One way was by using rhyme and 
rhythm. It is much easier to remember lines that rhyme. Interestingly, as the writ- 
ten word has become the dominant form of transferring knowledge, rhyme has 
faded. Look at the poetry of a few hundred years ago—it is much more rhythmic 
than its modern counterparts. Rhyme and rhythm can make people remember 
what you said. Even during the O. J. Simpson trial, we heard, “If the glove don’t 
fit, you must acquit.” 

One of the most dynamic American speakers is Jesse Jackson. On July 17, 
1984, he concluded his speech at the Democratic National Convention poetically. 
Notice how he repeated the phrase “Our time has come” and the word ground. 
Reverend Jackson even adapted the beginning of the famous poem by Emma 
Lazarus carved into the base of the Statue of Liberty: “Give me your tired, your 
poor, Your huddled masses yearning to breathe free.” 


Our time has come. Our faith, hope and dreams will prevail. Our time 
has come. Weeping has endured for the night. And now joy cometh in 
the morning. 

Our time has come. No graves can hold our body down. Our time 
has come. No lie can live forever. 

Our time has come. We must leave racial battleground and come to 
economic common ground and moral higher ground. America, our time 
has come. 

We've come from disgrace to Amazing Grace, our time has come. 

Give me your tired, give me your poor, your huddled masses who 
yearn to breathe free, and come November, there will be a change be- 
cause our time has come. 

Thank you and God bless you.!! 


You don’t have to be the leader of the Rainbow Coalition to be poetic at the 
end of your presentation. A young student ended a speech about respecting older 
people with the following short but poetic phrases: 


For old wood best to burn, old wine to drink, old authors to read, old friends 
to trust, and old people to love. 






One of the more challenging but effective ways to end a presen- 
tation is to call for action. Malcolm Kushner, a communication 
instructor and author, goes so far as to recommend that “every 
speech should end with a call to action. It doesn’t have to be a 
call to action in the traditional sense (buy, give, vote), but it 
should ask every member of the audience to take some type of 
action. Because that’s what really involves them.” !2 

In a conclusion that calls for action, you are telling your au- 
dience to do more than merely listen to your presentation; you 
are asking them to do something. Even if you’re just telling an 
audience to remember something, to think about a story you’ve 
told, or to ask themselves a question, you’ve asked them to be- 
come involved. 

In the following example, Helen Keller ends a speech by 
calling for action. Born in 1880, Keller was left deaf, blind, and 
mute by disease at the age of nineteen months. With the help 
of Anne Sullivan, her dedicated teacher, she learned to read, 
write, and speak. In 1916, Helen Keller delivered an antiwar 
speech at Carnegie Hall in New York City. She ended her speech 
with this call for action: 


Strike against all ordinances and laws and institutions that 
continue the slaughter of peace and the butcheries of war. 
Strike against war, for without you no battles can be 
fought. Strike against manufacturing shrapnel and gas 
bombs and all other tools of murder. Strike against pre- 
paredness that means death and misery to millions of hu- 
man beings. Be not dumb, obedient slaves in an army of 
destruction. Be heroes in an army of construction.!3 








If you can’t decide which of the previously mentioned methods to use, consider 
ending your presentation with the same technique you used to begin it. We call 
this the bookends method. If you began your presentation with a quotation, end 
with the same or a similar quotation. If you began with a story, refer back to that 
story. If you began by referring to an event or incident, ask your audience to re- 
call it. 

When Rosharna Hazel prepared her persuasive presentation for an intercolle- 
giate speaking contest (see Appendix A), she compared the human body to a ma- 
chine in the introduction and conclusion of her speech. 


Our bodies are miraculous machines. We fuel them, tune them up, and “ex- 
ercise” them so they don’t rust. If we notice a problem, we put them in the 
shop for repair, just like our cars. There, you may think, the similarity ends 
here because most of us trust our medical system more than our mechanics. 
After all, mechanics make mistakes. “The clamp came off,” your mechanic 
tells you. “Our mistake—we'll fix it for you free of charge.” 


After talking about the adverse effects of medical treatments in hospitals, she con- 
cluded her presentation this way: 
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Take care of your machine by demanding the same from your health care 
professionals as you would-from your mechanic. When it comes to your body 
and your health, not everything can be fixed free of charge. 






As was the case with beginnings, many speakers rely on more than one way to 
conclude a presentation. Think about your audience’s learning styles. Restate 
your main points or tell a story they can visualize depending on whether they are 
auditory, visual, or physical learners. For instance, note how this student speaker 
used statistics and a personal story to end a presentation on alcoholism. 


According to figures quoted in Time magazine, 18 million Americans are al- 
coholics, and that translates into better than one adult out of every ten. Very 
few, if any, of these people planned on becoming alcoholics. And many, like 
me, were well informed about the disease before falling victim. I’ve told you 
my story and alerted you to the role of denial in the hope that someday, if 
that doubt ever creeps into your mind and you find yourself asking whether 
you might have an alcohol problem, you’ll remember my speech and take a 
harder, more objective look at that question. It could just save your life. It has 
saved mine. 


The conclusion of your presentation puts the final touch on all that has come 
before. Regardless of which way you conclude, you should always ask yourself 
whether the method you have decided to use will be memorable, clear, and brief. 
No matter how poetic you try to be or how many statistics you can read in two 
minutes, you won’t accomplish much unless you link your method to the goals 
of ending. 


a! 
E Ending Effectively 


Many beginning speakers—and even some veterans—don’t pay much attention 
to carefully crafting their conclusions. Why? What’s left of a person’s speaking 
anxiety at the end of a presentation offers a partial explanation. Once you've pre- 
sented your message, you may want to flee the podium and escape. Taking time 
to present a well-planned, well-performed ending may be the last thing you want 
to worry about. But because last impressions linger, the last thing you say can be 
just as important as the first. 

Knowing that you have a well-prepared and strong ending for your presenta- 
tion can help calm your nerves. The most effective endings match the rest of a 
presentation and make realistic assumptions about the audience. 





BAL, 
Mak 


Sometimes we tell students, “Don’t go for fireworks without a reason to cele- 
brate.” In other words, don’t tack on an irrelevant or inappropriate ending. If you 
have given a serious presentation about the need for better childcare, don’t end 
with a tasteless joke about naughty children. If you have explained how to oper- 
ate a new and complicated machine, you probably shouldn’t conclude your pres- 
entation with flowery poetry. Match the mood and method of your ending to the 
mood and style of your presentation. 
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What if you issue a call for action, and no one in your audience acts? What if you 

end with your favorite joke, and no one laughs? Certainly, you don’t want to em- 

barrass yourself or your audience at the end of a presentation. Don’t expect mira- 

cles. Only an inexperienced speaker would expect everyone in an audience to 

sign an organ donation card following a presentation on eye banks. Most audi- 

ences will not act when called upon unless the request is carefully worded, rea- 

sonable, and possible. Don’t end by demanding something from your audience 

unless you are reasonably sure that you can get it. 





There is no best way to begin or end a presentation. Deciding which methods 
to use depends on your purpose, the audience, and the occasion. Regardless of 
your chosen method, a good introduction should link you, your topic, and your 
audience. By gaining audience attention and interest, putting you in your presen- 
tation, introducing your purpose or topic, and setting the appropriate emotional 
tone, your introduction can get you off to a strong start. A good ending also 
should link you, your topic, and your audience by being memorable, clear, and 
brief. Introductions and conclusions are not ornaments or frills; they are essential 
to making good first and last impressions. 





Summary ®> Why do introductions matter so much? 


The introduction of a presentation matters because that’s when your audi- 
ence creates and remembers its first impressions of you and your message. 
An effective introduction should attempt to focus audience attention and in- 
terest, put you in your presentation, preview the topic, and establish an ap- 
propriate emotional tone. 


®> How do! link my introduction to my topic? 


Topic-specific methods include the use of interesting examples or statistics, 
quotations, stories, questions, and presentation aids. 


@> How can | acknowledge the speaking situation in my introduction? 


Situation-specific methods include making references to the place or occa- 
sion, to a recent or well-known event, and to audience interests and needs as 
well as establishing a link between you and your audience. 


®> What do good conclusions do? 
A good conclusion should be memorable, clear, and brief. 


®> What's the best way to end my presentation? 


Methods include the use of summaries, quotations, stories, personal feelings, 
poetic language, calls for action, and references to the introduction. 





* Key Terms 
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®> What factors determine whether the audience 


&> 





will perceive me as a good speaker? 
How can I enhance my credibility as a speaker? 


How does my character influence the success of 
a presentation? 
How can | ensure that | am treating my audience 
fairly and ethically? 


- What can audience members do to ensure that 
they are treating a speaker fairly and ethically? 


) eing well prepared and well rehearsed 
* may not be enough to enable a speaker 
@ to achieve the purpose of a presenta- 
tion. A well-prepared presentation and an 
effective speaker are not the same thing. If 
they were, you could hire a speechwriter 
and work with a speech coach to be guar- 
anteed success. As we've indicated before, 
presentations differ from other forms of 
communication simply because you are 
there. Being willing to “put yourself on the 
line” can make your message more per- 
sonal, more vital, and more effective. In this 
chapter, we emphasize how important you 
and your credibility are in determining 
whether an audience listens to, learns from, 
and responds to your presentation. 

The concept of speaker credibility is over 
two thousand years old. Even in ancient 
times, speech coaches (yes, there were 
speech coaches way back then) recognized 
that the characteristics and qualities of a 
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speaker were just as important as the speech. In his Rhetoric, Aristotle wrote about Components of 
ethos, a Greek word meaning “character”: “The character [ethos] of the speaker Speaker Credibility 
is a cause of persuasion when the speech is so uttered as to make him worthy of 
belief. . . . His character [ethos] is the most potent of all the means to persua- 
sion.”' Aristotle’s concept of ethos has evolved into what we now call speaker 
credibility. In Chapter 18, “Understanding Persuasion,” ethos will appear again as 
one of the most powerful ways to persuade an audience. 
Studies of speaker credibility have demonstrated its significance. For exam- 
ple, in one study two different audiences listened to an audiotape of the same 
presentation. One audience was told that the speaker was a national expert on 
the topic. The other audience was told that the speaker was a college student. Af- 
ter listening to the presentation, each audience was asked for their reactions. Can 
you guess the results? The “national expert’s” speech persuaded more audience 
members to change their minds than the speech by the “student” did.? Aristotle’s 
contention about ethos is as true today as it was in ancient Greece. Audience per- 
ceptions about the speaker influence a presentation’s success. Learning how to 
enhance your credibility is well worth the effort and is the topic of this chapter. 


A 
(E components of Speaker Credibility 


Speaker credibility represents the extent to which an audience believes you 
and the things you say. The American Heritage Dictionary defines credibility as the 
“quality, capability, or power to elicit belief.”* In other words, the more credible 
you are in the eyes of your audience, the more likely you are to achieve the pur- 
pose of your presentation. If your audience rates you as highly credible, they 
may excuse poor delivery. They are so ready to believe you that the presentation 
doesn’t have to be perfect.4 

In order to become a more credible speaker, it’s important to understand 
which qualities contribute to your credibility. Of the many factors researchers 
have identified as major components of speaker credibility, three have an espe- 
cially strong impact on the believability of a speaker: character, competence, and 
charisma.° 


n—E- CDEAVER 
OF SPEAKER 


SMT Cia 


Cn Hea aire) 





Character relates to a speaker’s honesty and goodwill. Are you a person of good 
character—trustworthy, sincere, and fair? Do you put the good of the audience 
above your own? When you speak, do you come across as friendly, sincere, and 
honest? When you’re presenting an argument, is your evidence fair, are any reser- 
vations acknowledged, and is the conclusion warranted? Figure 11.1 on page 184 


Figure 11.1 Character 


shows these and other aspects of character. Of the three compo- 


Wa Peete ee eee AEDs nents of speaker credibility, character may be the most impor- 
Adjectives listed on the left side of the following _ tant. If your listeners don’t trust you, it won’t matter if you are an 


word pairs describe a speaker of good character. 


international expert or the most exciting speaker that ever elec- 
trified an audience. 


Honest Dishonest As shown later in this chapter, a speaker of good character is 

‘ a good person. In this case, “good” means being ethical—doing 
ea ~ ey what is right and moral when you speak in front of an audience. 
Friendly Unfriendly Unfortunately, a presentation can be used for unethical as well 
Open —— Closed as ethical purposes. A speaker can help an audience or can take 
bar Biased advantage of it, can present accurate information or can mislead 
an audience with false information, and can support a worthy 

Respectful Rude cause or support a selfish one. In other words, the audience’s 
_ Dedicated Disloyal opinion of your character determines whether they will believe 
Caring ————— Unconcerned you. If an audience thinks you are dishonest, you will have little 


Figure 11.2 Competence 


Adjectives listed on the left side of the following 





chance of achieving your purpose. If you are dishonest, you 

don’t deserve to achieve your purpose. But if you are honest, and 
the audience sees you as honest, their perception of you will help you to achieve 
your purpose. 






Competence: 

Competence relates to a speaker’s expertise and abilities, as the qualities in Fig- 
ure 11.2 illustrate. In the best of all speaking situations, an audience will believe 
you are competent if you are a recognized expert. Proving that you are compe- 
tent can be as simple as listing your credentials and experience. An audience is 
unlikely to question a recognized brain surgeon, a professional 
baseball player, or an international dress designer, as long as 
each sticks to discussing brain surgery, baseball, or dress design. 


word pairs describe a competent speaker. Sometimes experts can use the prestige they have in one field 


and transfer it to another. A brain surgeon may speak about the 
need for national health care, a baseball player may warn 


Experienced —-—__—_ Inexperienced youngsters about the dangers of drug abuse, and a dress de- 
Well prepared Unprepared signer may suggest inexpensive ways of looking stylish. 

a : ie If you were the captain of an eighty-foot sailboat that set a 
uate og ae speed record sailing from Portugal to Boston, an audience will 
Up-to-date Out-of-date believe and probably will enjoy your tales of high-sea adventure. 
Trained Untrained If a professor of oceanography describes Atlantic Ocean currents, 
once Upinioancd an audience is likely to accept the information without question. 

a Fortunately, you don’t have to be a celebrated sea captain or 
Intelligent Unintelligent have a Ph.D. to be an expert. A student, an auto mechanic, a 
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waiter or waitress, a mother or father of six children, a minister, 

a chef, a nurse, and a government employee can all be experts. 
Such speakers can rely on their own life experiences and opinions to demon- 
strate competence. 

But what happens when you aren’t an expert? How can you demonstrate 
that you know what you’re talking about? The answer lies in one word: re- 
search. As Chapter 7, “Supporting Material,” discusses, you must thoroughly 
research the ideas and information you will need for your presentation. While 
skimming The Joy of Cooking will not make you an expert chef, thorough re- 
search can give you enough up-to-date content to become a well-informed 
speaker. Although you may only use a small percentage of the supporting ma- 
terials you collect, you can rely on your hours of research to give you confi- 
dence. Letting an audience know how much time and effort you have put into 
researching your topic, or sharing your surprise at discovering new ideas and 


Speaker Credibility 


In 1992, Rigoberta Mencht, a leader 
of the Committee of the Peasant Union 
in Guatemala, won the Nobel Peace 
Prize for her work as a leading advo- 
cate of Indian rights and ethnocultural 
reconciliation throughout the Western 
Hemisphere. Here, she brings enormous 
credibility and public visibility to a 
human rights symposium in Texas. 





information, demonstrates that you have worked hard to become a qualified 
and competent speaker. If you don’t have firsthand experience or cannot claim 
to be an expert, let your audience know what efforts you have made to be well 
prepared. The following are some examples: “We conducted a study of over 
2,000 individuals and found... .” “After reviewing every textbook on this sub- 
ject written after 1995, I was surprised that the authors didn’t address... .” “I 
have spoken, in person, to all five of our county commissioners. They all agree 
that: 2.02" 





Charisma is a quality reflected in your level of energy, enthusiasm, vigor, and 
commitment. A speaker with charisma is seen as dynamic, forceful, powerful, as- 
sertive, and intense. President John F. Kennedy and Martin 
Luther King Jr. were charismatic speakers who could moti- 
vate and energize audiences. So was Adolf Hitler. People can Figure 11.3. Charisma 
disagree about a speaker’s message yet still find that speaker Wtinvi tin) en, 
charismatic. Figure 11.3 on the right illustrates the elements 
of charisma. 

Are you a dynamic speaker? Can you inspire and arouse 


Adjectives listed on the left side of the following 
word pairs describe a charismatic speaker. 


the emotions of an audience with your words? Are you eager Active —____-___.___.__- Passive 
to share your opinions with other people? Is your delivery Enthusiastic Dull 
animated, energetic, and enthusiastic? If your answer is 
“yes” to any of these questions, charisma may be a compo- dig 
nent of your speaking style. If your answers to the previous Energetic Tired 
questions are “no,” do not despair. Charisma is a valuable Confident Hositant 
characteristic for a speaker, but it is not essential for success. : : : 
Stimulating ——————————_ Boring 


A gentle speaker who is competent and trusted can be more 
successful than a charismatic speaker of questionable mo- Dynamic ——---___—— Lethargic 
tives. In fact, some speakers have too much energy and 






harisma does not have to rely on fireworks. 

Soft-spoken speakers can be very charis- 
matic. Mother Teresa, the Catholic nun whose 
tireless work with the sick and poor in India 
earned her the Nobel Peace Prize, was one of 
these. Mother Teresa’s words reached around 
the world. Her credibility was unimpeachable, 
her confidence unshakable. Yet she was “soft- 
spoken as a breeze. Her incredible intensity, her 
commitment, made her dynamic. She had that 
magical quality called charisma—drawing oth- 
ers to her and making them want to follow her 
lead.” ' 


- REAL WORLD, REAL SPEAKERS 





twenty-five minutes she just read... her 
text. ... She finished her speech to a 
standing ovation and left as she had en- 
tered, silently, through a parted curtain, in 
a flash of blue and white. Her speech was a 
great success in that it was clear and 
strong, seriously meant, seriously stated, 
seriously argued and seriously received.... 
She softened nothing, did not deflect divi- 
sion but defined it. She came with a sword. 
She could do this, of course, because she 
had and has a natural and known author- 
ity. She had the standing of a saint.” * 














Feggy Noonan, one of Ronald Reagan's 
speechwriters, describes a National Prayer 
Breakfast in 1994 where Mother Teresa spoke: 





1. Gay Lumsden and Donald Lumsden, Communicating 
with Credibility and Confidence (Belmont, CA: Wadsworth, 
1996), p. 37. 

2. Peggy Noonan, Simply Speaking: How to Communicate 
Your Ideas with Style, Substance, and Clarity (New York: 


She was small and moved slowly, hunched 
forward slightly... . [She] looked weath- 


ered, frail, and tough as wire. .. . No thank HarperCollins, 1998), pp. 197-204. Copyright © by Peggy 
you, no smile. She just stood there holding Noonan. Reprinted by permission of HarperCollins Pub- 
the speech and looking down at it....For _ lishers, Inc. 





intensity; they can frighten and exhaust an audience. Nevertheless, there is no 
question that an emotionally charged sermon or convention address can moti- 
vate thousands of people. 

Despite Mother Teresa’s soft-spoken intensity (see Real World, Real Speakers 
above), a key factor in determining whether a speaker has charisma is his or her 
delivery. Charisma often has more to do with how a speaker delivers a presenta- 
tion than with what the person is saying. Speakers who have strong and expres- 
sive voices will be seen as having more charisma than speakers with hesitant or 
unexpressive voices. Speakers who gesture naturally and move gracefully will be 
perceived as having more charisma than those who look uncomfortable and awk- 
ward in front of an audience. Speakers who can look their audiences in the eye 
will be regarded as having more charisma than those who avoid any sort of con- 
tact with members of the audience. Practicing and developing your performance 
skills can enhance your charisma in the same way that preparation can help you 
become a more competent speaker. 

Another way to enhance your charisma is to show an audience how commit- 
ted you are to your purpose. Demonstrate that your actions speak louder than 
your words. Are you merely concerned about the homeless, or do you volunteer 
your time and energy at a local homeless shelter? Do you oppose nuclear energy, 
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or do you demonstrate in front of nuclear power plants and do- 
nate one paycheck a year to antinuclear organizations? Do you 
complain about higher tuition and cutbacks in student serv- 
ices, or do you write to your college’s board of trustees express- 
ing your concerns? By showing that you are active and 
committed to your purpose, you can better stimulate an audi- 
ence to join you. ; 


a 


cc Developing Credibility 


You can develop or heighten your credibility, but please under- 
stand one very important fact: Speaker credibility comes from your 
audience. Only the audience decides whether or not you are be- 
lievable. Several of our colleagues contend that credibility does 
not exist in any absolute or real sense; it is based solely on audi- 
ence perceptions.° Thus, even if you are the world’s greatest ex- 
pert on your topic and deliver your carefully written and 
well-prepared presentation with skill, the ultimate decision 
about your credibility lies with your audience. Think of it this 
way: Credibility is “like the process of getting a grade in school. 
Only the teacher (or audience) can assign the grade to the stu- 
dent (or speaker), but the student can do all sorts of things— 
turn in homework, prepare for class, follow the rules—to 
influence what grade is assigned.”’” Teachers give grades, judges 
award prizes, reviewers critique books, and audiences determine 
your level of credibility. At the same time, there are things you 
can do—find out what you have to offer your audience, prepare 
an interesting presentation, and show your audience why 
you're uniquely qualified to deliver it—to influence your audi- 
ence’s opinion of you and your presentation. 
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Be well prepared 
Toot your own horn 
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can I Fake 
CH@RiISM@? | Students and 


clients sometimes ask us whether 


__ they should try to fake charisma. We answer 
this question with an absolute no. You either 
_ have charisma, or you don't. If being highly 
energetic and enthusiastic while you speak 
does not come naturally, don’t fake it. You 
-won’t fool your audience and may even 


alienate it. “Faking” charisma is unethical. 
Pretending to be energetic and enthusiastic 
about a message you don’t believe in de- 
ceives and misleads your audience. 
However, any speaker can have charis- 


. matic moments. Think about your life expe- 
_ riences. Think of something you’ve done 


that will inspire people. Have you ever 


helped or saved someone in trouble? Have 


you ever faced down a threat? Have you ever 
succeeded when you thought you would 
fail? Have you heard an inspiring story about 
someone else? Use these examples and sto- 
ries in your presentation. Tell them simply 
and sincerely, speaking from the heart. Let 
your enthusiasm for the story translate into 
energy. When you're telling a good story 


_ that’s meaningful to you, a charismatic mo- 
_ ment can materialize. 


So should you fake charisma? No. You 


can, however, become charismatic when you 
- carefully select and care about what you say. 


hance your credibility, you have to believe that you have something 


to offer an audience. We have worked with speakers who believed that they 
didn’t have special skills or unique experiences, but such beliefs are usually un- 
founded. Every person can do or has done something that sets her or him apart 
from everyone else. It’s just a matter of discovering what that something is. Chap- 
ter 4, “Purpose and Topic,” explored aspects of the personal inventory for use in 
determining those two aspects of your speech. Here we use it to help you identify 


the unique gifts and talents that contribute to your credibility. 
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NAACP President Kweisi Mfume walks toward the podium at Baltimore City 
Community College. His competence, character, and charisma led Balti- 
more citizens and leaders to appeal to him to run for mayor. With regrets, 
he declined the honor. 





An effective presentation has a clear purpose, is adapted to the audience and oc- 
casion, is well prepared and organized, and is skillfully delivered. Your success as 
a speaker also depends on the relationship between you and your audience, and a 
well-prepared presentation gets that relationship off on the right foot. Likewise, 
lack of preparation communicates many negative messages to an audience. It says 
that you don’t care enough about the audience to be well prepared. You didn’t do 
enough research or didn’t take enough time to organize your content. You didn’t 
rehearse what you had prepared. If you don’t have time to prepare for your audi- 
ence, why should they have time for you? Conversely, a thoroughly researched, 
well-organized, and confidently delivered presentation conveys your respect for 
your audience. A respected audience will respond in kind. 





A presentation lets you show an audience that your ideas and opinions are based 
on more than good preparation. They are based on your experience, your accom- 
plishments, and your special skills and traits. There’s nothing wrong with using 
words such as I, my, and me if they are appropriate. But remember this: You can 
use too many I, my, and me words. You could step over the line and be accused of 
boasting. For example, one of us once sat through an honors student awards cer- 
emony in which faculty members presented a variety of awards to outstanding 
students. Two of the almost three dozen presentations annoyed the audience. 
They were delivered by faculty members who used the word I instead of focusing 
on the student who was being honored: “As chairman of the department and an 
expert in this field of study, I decided... .” “As outgoing president of the associa- 
tion, I was the first person to... . “ By using the awards presentation to spotlight 
themselves, the speakers undermined their own credibility. 


FinDinG OUT ABOUT YOURSECIF 


f you doubt that you have the right stuff to become 

a highly credible speaker, we urge you to take a per- 
sonal inventory. Find the answers to these three ques- 
tions: (1) What are my experiences? (2) What are my 
achievements? (3) What are my skills and traits? 


What are my experiences? An experience that seems 
routine to you may be a new experience for your lis- 
teners. Answer the following questions to help yourself 
identify those special experiences that make you 
unique. 


B Where have | lived or worked (in another town, 
city, state, country)? 


B What kinds of jobs or duties have | had (unusual, 
technical, dangerous, satisfying, interesting, unique)? 


B What special events have | attended (legendary 
concerts, historic sporting events, special holiday 
celebrations, famous political marches, renowned 
speeches)? 


DB What experiences have had a great impact on my 
life (meeting a famous person, childbirth, the illness 
or death of a friend or family member, involvement 
in a dangerous situation, physical disability, drug or 
alcohol abuse, a religious conversion, a visit to a 
foreign country, combat experience, learning from 
a great teacher)? 


Something as simple as living or working in a differ- 
ent state can add a dimension to your personality. 
Many audiences enjoy hearing stories about places 
they’ve never been and the kinds of people they rarely 
meet. You can use personal experiences in examples, 
stories, definitions, and analogies. Personal informa- 
tion can add character and interest to you and to your 
presentation. 


What are my achievements? You don’t have to land on 
the moon to achieve something important. What 
seems like an everyday accomplishment to you may 
be an impressive achievement to your listeners. The 
following questions may help you to identify those 
achievements that make you unique. 


D What can | do that most people cannot (play the 
cello, manage a swimming pool, reconstruct a 
computer, write a song or a short story, raise 


money for charities, decorate cakes, train a horse, | 


design clothing, speak Turkish)? 


PB What awards or contests have | won (a scholarship, | 


a prize in an art show, an award for public service, 
a sporting championship, a cooking contest, a TV 
or radio quiz, the lottery)? 


} What are my special hobbies or interests (moun- 


tain climbing, collecting autographs, playing the 
stock market, doing crossword puzzles, studying 
Buddhism, following a musical group or singer)? 


What are my skills and traits? Once you have answered 
questions about your experiences and achievements, 
you can begin to uncover dozens of your skills and 
traits. You may not recognize some of your special 
skills and personality traits because you have been us- 
ing them for so long. Go back to the list of your expe- 
riences and achievements and think about the skills 


that you have used, as well as the personality traits 


that have surfaced. For example: 


BP If you have won a sporting event, what qualities 


helped you to succeed (hard work, discipline, lead- 


ership, good sportsmanship, ability to learn the 
rules, accepting a coach’s harsh criticism, analyzing 
the opponent, working well with team members, 
being competitive)? 


DB If you have organized a trip to a concert with a 
group of friends, what did you have to do to make 
it happen (coordinate schedules; research concert 


dates, times, and ticket prices; order or wait in line © 


to buy tickets; collect money for tickets while re- 


maining cheerful, helpful, enthusiastic, polite, and 


patient)? 


You have unique qualities that can help enhance 
your credibility as a speaker. Take the opportunity of 
giving a presentation to use and display your experi- 
ences, accomplishments, skills, and traits. 





As the Tip on page 190 notes, having someone else introduce you is one way 


to bolster your credibility. However, you can use your own introduction—and 
your entire presentation—to enhance your credibility by presenting your creden- 
tials during the presentation and by demonstrating a thorough understanding of 
your topic.® If you’re an expert, find a way to tell the audience: “In my thirty 
years of college teaching. . . .” “When I was honored by the Chamber of Com- 
merce... .” In none of these cases would you be exaggerating or boasting. Rather, 


you would be explaining how and why you know what you’re talking about. 
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Every person has unique skills, experiences, outlooks, and drives. A presenta- 


1 3 oe 
speek: creaibaliey tion that emerges from those unique qualities reflects well on the person who 
and Ethics gives it and enhances that speaker’s credibility. 






@ Ethos and Ethics 


A discussion about speaker credibility would not be complete without giving at- 
tention to the relationship between ethos and ethics. The words ethos and ethics 
are very similar. Both come from the Greek word meaning “character.” And as we 
indicated in our discussion of character as a component of credibility, the appar- 
ent “goodness” of a speaker is very important in determining whether that 
speaker will be believed by an audience. Ethos, Aristotle’s term for speaker credi- 
bility, and ethics, however, are not the same thing. What makes them different is 
their sources. 

Remember that the audience determines a speaker’s credibility (ethos). A 
speaker’s ethics, on the other hand, are personal. They are the speaker’s beliefs 
about what is right or wrong, moral or immoral, good or bad. Ethics are a set of 
personal principles of right conduct, a personal system of moral values.? Only 
you can determine how ethical you are. 

In Appendix B, the National Communication Association’s Credo for Ethical 
Communication, we provide a summary of personal belief statements about what 
it means to be an ethical communicator. Each of the principles 
in this credo should be applied to how you communicate— 
whether you're talking to one person or to an audience of one 
thousand listeners. For example, the ethics credo states, “We 
believe that truthfulness, accuracy, honesty, and reason are es- 
sential to the integrity of communication.” If you want to be a 
credible speaker, it is your responsibility to be truthful, accu- 
rate, honest, and reasonable when you prepare and deliver a 
presentation. 

A very ethical speaker, however, may have low ethos be- 
1 f cause the audience perceives the speaker as uninformed, aloof, 

denen character, ympet ; ind _—or boring or because the audience has no advance knowledge of 
: Dana? good, we -de 2d in _ the speaker’s good reputation. Likewise, a speaker may be 
i highly credible with one audience and yet be judged unethical 
by other observers on other occasions. Richard Johannesen, 
who studies communication ethics, uses Adolf Hitler to illus- 
trate this point. Today, we assess Hitler as an unethical person 
and an unethical communicator, yet many of his contemporary 
Germans seemed to grant him a very high ethos level.!° Because 
audiences will hold you accountable for what you say, ethical 
communication is your obligation. 

Roger Ailes, a television producer and political media ad- 
viser, wrote a book titled You Are the Message: Secrets of the Mas- 
ter Communicators. His title sums up a lot of the research on 
speaker credibility. As Ailes says: 





oS purpose. : 2 a 
If the person who will be iene you a 
asks for SEOs, don’t = at, ree a 






write out what you would like the person to 
_ say, aclectng bee items moet pte ~ ne 









opportunity ic crate one, a custone mad ir nn When you communicate . . . , it’s not just the words you 
troduction can be an invaluable tool in cl choose to send the other person that make up the message. 
_ ating an atmosphere that lets your chara You're also sending signals of what kind of person you 
competence, and charisma shine. are—by your eyes, your facial expression, your body move- 








REAL WORLD, REAL SPEAKERS 


Go” Reynolds, a manager for Amoco, told 
us about a successful presentation he 
made at a retirement dinner. Note how he en- 
hanced his own credibility in front of an audi- 
ence that knew him and his level of expertise 
very well. As he tells it, “I memorized a sub- 
stantial [number] of facts and figures in an 
area that was widely known by the attendees 
and honoree but about which | had no knowl- 
edge. The area was of great interest to the 
honoree, and everyone else in the audience knew 
how ignorant | was about it. But because | 
spouted a myriad of facts and delivered my 


presentation without notes the honoree hugely 
appreciated the presentation, and my peers 
were humorously amazed.” 

Mr. Reynolds understood that his audience 
would be judging him and his message. He 
went to great lengths to ensure that he was 
respected for the effort that he had made 
(character), that he knew what he was talking 
about (competence), and that his delivery 
would help him to appear energetic and confi- 
dent (charisma). Mr. Reynolds spent a great 
deal of time and effort creating an impressive 
and believable presentation. 








ment, your vocal pitch, tone, volume, and intensity, your commitment to 
your message, your sense of humor, and many other factors. The [audience] 
is bombarded with symbols and signals from you. Everything you do in rela- 
tion to other people causes them to make judgments about what you stand 
for and what your message is. . . . Unless you identify yourself as a walking, 
talking message, you miss that critical point.!! 


In other words, the total you affects every aspect of your presentation and how 
your audience feels about you and your message. Your success as a speaker is di- 
rectly affected by your ethos and ethics. Your presence does make a difference. 





S Good Speeches by Good Speakers 


We like to think of an ethical speaker as a good person who speaks well. Becom- 
ing a good speaker involves more than making decisions about your purpose, the 
audience, or your organizational pattern. A good speaker is also someone who is 
committed to being an ethical speaker and makes presentations that are true, fair, 
and beneficial to all. 

A presentation can have significant and long-lasting effects on an audience. 
Like any tool, it can be applied with skill to achieve a useful purpose or it can be 
used to damage and destroy. Although a hammer can be used to build a home, it 
also can be used to punch holes in a wall. One unethical presentation can affect 
the way an audience sees you in all future encounters. Thus, we believe that a 
good speaker must ask and answer important ethical questions at every point in 
the speechmaking process. Ethical decision-making is more than a means of im- 
proving speaker credibility; it is a moral obligation of every good speaker. 
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Who will benefit if 5 you achieve your purpose—you, your audience, or you and 
your audience? If your public and private purposes conflict or undermine each 
other, you may be headed for an unethical decision. Unfortunately, audiences 
can be and are deceived by speakers who appear to be honest but whose private 
purposes are selfish and even harmful to their audiences. When Reverend Jim 
Bakker asked millions of TV viewers for contributions to support his religious 
work, he used their good-faith money to build a large personal financial empire. 
There was a conflict between his public and private purposes. 

If your stated public purpose is to tell people to “join the Handy-Dandy 
Health Spa because it has the best equipment and trainers,” but your private pur- 
pose is to get a fifty-dollar bonus for every member you recruit, you are standing 
on shaky ethical ground. If the spa does not have the best equipment and train- 
ers, your need for fifty dollars should be weighed against your audience’s right to 
know the truth. If you would be ashamed or embarrassed to reveal your private 
purpose to an audience, you should question the honesty and fairness of your 
public purpose. There’s nothing wrong with having a private purpose such as 
wanting to get an A on your presentation or impressing the boss with your 
speechmaking success. On the other hand, there is something wrong when 
achieving your private purpose means deceiving your audience. 





conference on January 26, 1998, 
President Clinton said, “| did not 
have a sexual relationship with 
that woman, Ms. Lewinski. . . .” 
This famous statement 
contributed to the erosion of his 
credibility and ethical standing. 








ee you bene pai to your qidlence? we you using the informa- 
tion that you have gathered about audience members to help or 
to harm them? The more you know about your listeners, the 
easier it is to tell them what they want to hear. However, telling 
an audience what they want to hear may not be the same as 
telling them what they need to hear. It may be difficult to con- 
vince audience members who want “no new taxes” that more 
money is needed for education and job training. Simultane- 
ously promising “no new taxes” and a reduction of government 
waste to pay for education and public services can earn a politi- 
cian votes but may not serve the public good. 

Market researchers and political pollsters can tell their 
clients what an audience wants. A good speaker has the ethi- 
cal responsibility to weigh what an audience wants to hear 
against what is truthful, fair, and beneficial. A good speaker 
also has the responsibility not to pander to audience wishes. 
You would rightly question the character of a politician who 
tells an audience of teachers and parents that education is her 
first priority and then tells a group of builders and bankers 
that tax breaks for developers come first. Changing your mes- 






sage as you move from group to group may demonstrate good [by famous leaders], 
audience analysis and adaptation, but it is unethical if the mes- 
sages conflict with one another. 





At first, ee an when you speak may seem to have nothing 
to do with ethical decision-making. But just as decisions about 
your purpose and your audience can be used to manipulate or 
even to trick listeners, decisions about logistics can also be used 
unethically. 

Time limits can be used as an excuse to withhold important 
information: “If time allowed, I could explain this in more de- 
tail, but trust me... .” An ethical speaker might say, “Because | 
have limited time, I’ve prepared a handout of well-respected 
sources that support my position. . . .” Uncomfortable physical conditions can 
also be used as an excuse for quick and uncritical decisions: “We've tried to get 
the air conditioner working, but since we can’t, let’s cut off debate and vote so we 
can get out of here.” An ethical speaker might say, “I know it’s hot, but consider- 
ing how important this issue is, let’s keep talking to ensure that we make a re- 
sponsible decision.” Good speakers should consider how their decisions about 
logistics and occasion may affect their messages and the audience’s beliefs about 
their credibility. 


: : : Colins P ee f s 





You Ae many cinical eos as you fcearche select, and use supporting mate- 
rial in your presentation. As described in Chapter 7, the ethical speaker is re- 
sponsible for ensuring the validity of all ideas and information used in a 
presentation. You must identify and qualify your sources. You should know 
whether the information is recent, complete, consistent, and relevant. You 
should be sure that statistics are valid. And you must not plagiarize. Ethical 
speakers never, ever represent someone else’s words or ideas as their own. 
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y delivering his “| Have a Dream” speech in 
front of the Lincoln Memorial, Martin 
Luther King, Jr. linked himself and his message 
to the president who signed the Emancipation 
Proclamation. By campaigning at a company 


that manufactures American flags in 1988, 
presidential candidate George Bush, Sr. linked 
himself and his candidacy to the symbols con- 
nected with the flag—patriotism and Ameri- 
can values. When President Clinton criticized 


at the expense of our children,” he did so dur- 
ing a visit to a local health clinic where children 
got free immunization shots. How did these 
speakers use the place and the occasion at 
which they were speaking to help them achieve 
their purposes? To what extent did these 
speakers succeed in enhancing their credibility 
and effectiveness by choosing where they were 
speaking? What did their decisions reveal 
about their character? 


powerful drug companies for pursuing “profits 





Ethical speakers learn as much as they can about their topics. They recognize 
that most controversial issues have good people and good arguments on both 
sides. Ethical speakers also demonstrate respect for those who disagree with them. 
By making ethical decisions about content, you ensure that your presentation 
will be forthright and fair. 


Ethical Decisions About Organization 


As Chapter 8, “Organization,” and Chapter 9, “Organizational Tools,” explain, 
good organization requires answering two basic questions: What should I in- 
clude? and How should | organize my content? These may not seem like ethical 
issues, but deciding to leave out information can be as unethical and unfair as 
including false information. Should you add valid information that does not 
support your purpose? Should you include opponents’ arguments that could 
damage your case? Should you present only one side of an argument when the 
other side is reasonable and well supported? Should you use emotional examples 
to cover up your lack of valid statistics? Unfortunately, there are no simple an- 
swers to these questions. As you will see in Chaper 18, “Understanding Persua- 
sion,” and in Chapter 19, “Developing Persuasive Presentations,” acknowledging 
the other side of an argument can enhance your credibility by demonstrating 
your awareness of other points of view. Emotional examples can be powerful 
forms of supporting material as long as they complement other types of valid 
supporting material. 

Deciding what to include and what to leave out of your presentation directly 
affects your credibility. While determining how to organize a presentation, an 
ethical speaker tries to be truthful and fair when deciding what to include and 
how to organize that material. 


Ethical Decisions About Performance 


Although the chapters on performance and delivery are yet to come, it’s not too 
early to say a few words about ethical performance. The good speaker uses his or 
her performance to communicate, not to distract the audience from the truth. A 


194 highly emotional performance can be more convincing than sharing the most 


up-to-date and valid statistical information. If the emotions are real, they are ap- 
Summary 


propriate. However, when an emotional response is inappropriate, it’s unethical 
to fake emotions or to incite them in your audience. 

Even a speaker’s appearance can deceive an audience. A speaker could dress 
in poor-quality, threadbare clothing as part of a plea for money. A speaker can 
fake weakness or illness to gain sympathy. A phony accent can make a speaker ap- 
pear to be a very different person. A’ good speaker uses an honest communication 
style and avoids acting out a false role. 


eR 
(E The Good Audience 


Throughout this chapter, we have emphasized the importance of being an ethical 
speaker. We’ve also seen how your success as an ethical speaker depends on the re- 
lationship between you and your audience. After all, it’s the audience that either 
does or does not regard you as competent, charismatic, and of good character. 

The ethical speaker has the responsibility of being honest, fair, and concerned 
about the audience, but audiences have important ethical responsibilities, too. 
Good audiences are good listeners. They listen for ideas and information with 
open minds. They withhold evaluation until they are sure that they understand 
what a speaker is saying. Good audiences are active listeners—they listen to un- 
derstand, to empathize, to analyze, and to appreciate. They think critically about 
a speaker’s message. However, not all audience members are “good” at these skills. 
Many don’t or won’t listen because they have decided, even before the presenta- 
tion begins, that they don’t like the message or the speaker. In Chapter 18, a ma- 
jor section is devoted to adapting to an audience that is unwilling to listen or 
hostile to your ideas. 

Your audience is more likely to appreciate and listen to you if they think you 
have character, competence, and charisma. Although competence and charisma 
are important characteristics of a good (effective) speaker, character determines 
whether you are seen as a good (ethical) speaker. The audience has the final say, 
though, and also has an ethical responsibility to do unto the speaker as they would 
have the speaker do unto them. An open-minded, unprejudiced audience is essen- 
tial in order for a genuine transaction to occur between speakers and listeners. 





Summary ®> What factors determine whether the audience will perceive me as a good 
: speaker? 
The most important factors affecting the believability of a speaker are char- 
acter, competence, and charisma. 


®> How can! enhance my credibility as a speaker? 
Three ways in which you can enhance your credibility are to take a personal 
inventory of your experiences, achievements, skills, and traits; to be well pre- 
pared; and to “toot your own horn.” 


®> How does my character influence the success of a presentation? 


Speaker credibility (ethos) can be the most important factor in determining 


whether you achieve the purpose of your presentation. 
(continued) 


ss zo RE a ea AR TE DON OD SS A a ES 


Summary (continued) @> How can | ensure that | am treating my audience fairly and ethically? 


Good speakers make ethical decisions about all aspects of a presentation, 
including its purpose, audience, logistics, content, organization, and per- 
formance. 


@> What can audience members do to ensure that they are treating a speaker 


fairly and ethically? 


Audience members should use effective listening and critical thinking skills 
when evaluating a speaker and his or her message. 
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— Generating 
Interest 











®> Why do audiences lose interest? 


®> What language tools can help me engage my 
listeners? 


®> Why are stories so interesting? 
®> How dol integrate humor into my presentation? 
®> How can | directly involve my audience? 






§ ow can | be more interesting when 
B! speak?” It’s understandable that 
if many speakers ask this question. For 
one thing, novice speakers often assume 
they're not interesting; they can’t imagine 


why an audience would want to listen to 


them talk about their topic. For another, 


they may have heard lots of boring pres- 


entations and may fear that theirs are 


doomed to the same fate. Rarely is either 
assumption true. There is no reason why a 


well-prepared, audience-focused speaker 
_ should be dull or boring. 


Although everything in this textbook is 


designed to help you make your presenta- 
tions interesting and memorable, we also 
_ know that giving special attention to this is- 


sue can improve your chances of preparing 
and delivering a more successful presenta- 
tion. In this chapter, we revisit some of the 
key principles and techniques with one 
thing in mind: using them to gain audience 
attention and interest. This chapter also pro- 
vides a bridge between the basic principles 
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and the application of those principles to specific types of presentations. Whether 
you are presenting an informative briefing, advocating a persuasive position, or 
toasting a newlywed couple, there are many ways to make your presentation more 
interesting, more impressive, and more memorable. 

A well-planned and well-rehearsed presentation that adapts to audience in- 
terests and needs is your best guarantee of success. If you have determined an ap- 
propriate purpose, collected relevant supporting material, carefully organized 
your content, crafted a compelling introduction and conclusion, and practiced 
your delivery, you should have nothing to worry about. There is, however, no 
harm in taking extra steps to enhance audience interest. Spending time thinking 
about additional ways to interest and motivate your audience can transform an 
interesting presentation into a captivating one, changing a presentation that en- 
hances your credibility into one that also puts you in a superstar category. 





= Overcoming Boredom Factors 


Effective speakers understand that audience analysis and adaptation are the keys to 
generating attention and interest in a presentation. While speaking, they can sense 
the audience’s interest level and realize that any lack of interest means the audience 
won’t remember or care about them or their messages. Some speakers get discour- 
aged or flustered by negative feedback. However, immediate feedback is a unique 
opportunity that only speakers get. A writer cannot tell if a reader is bored, and 
what’s more, a speaker can immediately adapt to feedback, while an author cannot. 

Sometimes an audience’s “I’m bored” feedback has little to do with you and 
your message. At other times, it’s justified. To deliver an engaging presentation or 
to know when to modify a less-than-engaging one requires that you understand 
why audiences lose interest. 

At the risk of simplifying a complex phenomenon, let’s begin by acknowledg- 
ing that bored audiences are often victims of two bad habits: short attention 
spans and poor listening skills. Two other bad habits can be attributed to the pre- 
senters: speaking too long and delivering poorly. Learning to compensate for 
these habits is the first step in ensuring an interesting presentation. 


Cer Le C esd 1) 
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Even the most interesting speaker and topic cannot command 100 percent of an 
audience’s attention 100 percent of the time. Life isn’t like that. Audience mem- 
bers drift in and out of presentations, paying more attention to some sections 
than to others. They may be diverted for as little as half a second to as long as 
several minutes while thinking about personal problems, their upcoming day, 
lunch, or something else. Attention span, the amount of time an audience 
member can be attentive to sensory stimulation, differs for each of us according 








to age, intelligence, health, past experience, and motivation.! S ahh Ferevision 
How long do you think the average adult can sustain undi- : 
vided attention? Fifteen minutes? No. Try fifteen seconds!2 

Effective speakers understand and adjust to an audience’s 
attention span. You can do this as soon as you start to deter- 
mine your purpose by linking it to attention-getting devices. 
This lets you shape your audience’s attention.’ For example, 
when giving factual or instructional material, plan to ease into 
your topic and to capture your audience’s attention in the mid- 
dle of your presentation with strong content. Then ease out 
with a review or summary. The best motivational speakers start 
out slowly but keep building and building to give an audience 
the most electrifying and memorable material at the end, thus 
leaving their listeners energized. If you’re invited to make the 
opening address at a conference, plan to gain audience atten- 
tion and interest right from the beginning. Your job is to set the 
mood and pace. Then, once you have their attention, you can 
gradually relax toward the end of your presentation. Your pur- 
pose can help you to determine the best way to generate and 
hold audience interest. 





As noted in Chapter 2, “Critical Thinking and Listening,” most 
audience members (and speakers) are not very good listeners. 
Therefore, it should not surprise you that an audience’s listen- 
ing ability is linked to its interest level. If an audience does not 
comprehend what you are saying, they may lose interest. If an 
audience does not appreciate what you are saying, they may 
tune out. If an audience is not analytical or empathic when they listen, your best 
arguments and stories will have little or no impact. 

However, you can counteract the effects of poor listening. One way is to give 
your audience more than one opportunity to listen to your ideas. That doesn’t 
mean simply repeating them. Rather, look for more than one way to make and 
support your key points. For example, in addition to citing a statistic, give an ex- 
ample or tell a relevant story. Try engaging more of the audience’s senses. Use a 
presentation aid or provide a handout to visually reinforce your spoken message. 

You can also use organizational strategies to drive your ideas home. A good 
introduction can provide both a statement of your central idea and a preview of 
the key points in your presentation. As you move from key point to key point, 
use connectives to reinforce your message. Another technique is to use internal 
previews and summaries to give the audience an additional opportunity to listen 
to each key point. 

You can also help listeners by using a repetitive phrase to emphasize a point. 
For example, you may have heard politicians, members of the clergy, and motiva- 
tional speakers repeat a word or phrase for this purpose. One of us heard a county 
executive do this to dispel an audience’s negative perception of the police: 





Our crime rate? It’s down. Car thefts? Down. Break-ins? Down. Assaults? 
Down. Rape and homicide? Down. And the number of complaints about po- 
lice brutality? Down! 


Most speakers can learn to adjust to an audience’s attention span and listen- 
ing habits. Some also need to break their own speaker-based habits that can cause 
boredom: making overly long presentations and using lackluster delivery. 
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TP, NOTE YOUR Time 

7 anw vice versa 
Recently one of us helped a col- 
league adjust some testimony he was pre- 
paring for a legislative hearing. He was told 
he had five to seven minutes to testify. What 
_ he wrote filled four single-spaced pages. Us- 
ing an unrelenting red pen, we cut more 
than half of the copy. But he still ran over- 

time. 

How do you calculate, during the prepa- 
ration process, how long a presentation will 
be? Depending on the complexity of the ma- 
terial, the mood of the message, and your 
natural speaking rate, five double-spaced 
pages of manuscript can equal anywhere 
from seven to ten minutes of speaking time. 
Keep in mind that it’s more difficult to gauge 
speaking time when using notes. The key is 
to repeatedly practice out loud what you 
want to say, while your presentation is still in 
the early stages of development. Time your- 
self and indicate the results right on your 
notes. Use a stopwatch to gauge the length 
of each section; you may discover that some 
sections go on for too long while others are 
brief and clear. Soon you'll be quite comfort- 

able estimating how long it will take to de- 
liver a presentation using notes. 


Length of Presentation 


One reason why audience members dread presentations is that 
many of them just go on for too long. Peggy Noonan tackled 
the time issue as a presidential speechwriter. In the very begin- 
ning of her book, Simply Speaking, she puts this statement first 
on her list of preliminaries: “No speech should last more than 
twenty minutes.”* She tells of learning that from President 
Ronald Reagan: 


[Reagan] knew that twenty minutes is more than enough time 
to say the biggest, most important thing in the world. The Get- 
tysburg Address went three minutes or so, the Sermon on the 
Mount hardly more. . . . So keep in mind what [Senator] Hu- 
bert Humphrey’s wife is said to have advised him: “Darling, for 
a speech to be immortal it need not be interminable.”® 


If you realize that your presentation will run long, how do 
you shorten it? Alan M. Perlman,° a professional speechwriter 
at Kraft Foods, recommends answering three questions: 


» Will the audience be able to reach this conclusion without 
my help? If the answer is yes, don’t overburden an audience 
with unnecessary explanations, stories, or visuals. 


} Is the audience already inclined to believe this? Don’t spend 
a lot of time on a point if the audience already shares your 
opinion or belief. 


» Does the audience really need to know this? If the answer is 
no, delete or shorten any statement, idea, or piece of sup- 
porting material that isn’t directly relevant to your purpose. 
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Although it can be hard to distance yourself from your material, you should real- 
ize that it’s not all equally important. Learning to assess your material honestly 
in light of the three previous questions makes controlling your presentation’s 
length relatively easy.’ 


Poor Delivery 


As emphasized in Part V, “Performance,” poor delivery can undermine even the 
best-prepared presentation. One performance component has a particularly 
strong impact on audience interest levels: expressiveness. We define expressive- 
ness as the vitality, variety, and sincerity that a speaker puts into his or her deliv- 
ery. It is more than enthusiasm or energy. It is an extension of the speaker’s 
personality and attitude.® If you feel good about yourself, are excited about your 
message, and are truly interested in sharing your ideas with an audience, you are 
well on your way to being expressive. Speakers who care about their topics and 
their audiences are usually much more expressive than presenters who are strug- 
gling through presentations they don’t want to give. Also, the more expressive 
you are, the more likely you will be seen as a highly credible, charismatic speaker. 

You can become more expressive, although you may find it difficult to do so 
if you are very self-conscious about showing your emotions. If, on the other 
hand, you are comfortable injecting yourself and your feelings into your presen- 
tations, you will be rewarded with a more attentive and interested audience. Like 
so many other aspects of the presentation speaking process, becoming expressive 
requires you to know your material and to know yourself. And, of course, it re- 
quires practice. 
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Well-chosen words lie at the heart of electrifying, memorable presentations. The 
right words teach, persuade, inspire, and delight audiences. How you use words 
can determine your ultimate success as a speaker. As Mark Twain, the great Amer- 
ican humorist, observed, “The difference between the almost right word and the 
right word is really a large matter—'tis the difference between the lightning bug 
and the lightning.”? Language can make the difference between a presentation 
that gets polite applause and one that gets people standing up and cheering. The 
best words can give a presentation a unique flavor, emotional excitement, and 
brilliant clarity. 


LS 


Use an oral style 
ES RE Tea MEE TEs 
Match your words to your listeners 
Use personal pronouns 
- Spice up your speech 
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You must be comfortable saying the words and sentences you select for your pres- 
entation. There is a big difference in how we choose words for written documents 
and how we choose words for spoken presentations. Our advice: Say what you 
mean by speaking the way that you talk, not the way that you write. 

Oral and written styles differ tremendously. Oral style uses shorter sentences, 
shorter words, more personal pronouns (such as I, we, you, me, and they), and 
more contractions (such as don’t, I'll, and she’s). Oral style is also less formal than 
written style and can even include incomplete sentences and colloquial expres- 
sions. For example, business letters sometimes begin with “Enclosed please find 
the document you requested” or end with “Thank you in advance for your assis- 
tance in this matter.” Does anyone talk that way? Of course not. In person, you 
would say, “Here’s the report you wanted” or “Thanks for helping me.” 

Say what you mean by forgetting about what you think is expected—formal 
language—and remembering what you want to achieve—memorability. Instead of 
looking for a big word, find one that says what you mean. Peggy Noonan reminds 
us why simple language works best: “Remember that speeches are words in the air. 
Your audience doesn’t have a printed copy to which to refer to clear up any ques- 
tions. All they have is you, speaking, up there, into a mike.”!° Two basic techniques 
will help you to say what you mean: using simple words and using short sentences. 


Use Simple Words. Use the kinds of words that you would use in everyday talk. 
When practicing your presentation, question any complex words or phrases. Ask 
yourself, “Is this really what I want to say? Is this really what I mean?” Choosing 
short and simple words keeps your style plain and direct. “I didn’t like it” may be 
better than “I was displeased.” Clarity always beats formality, as the phrases in Fig- 
ure 12.1 on page 201 show. 


Use Short Sentences. Short sentences have more impact than long ones. Ap- 
pendix A includes an informative presentation on using CliffsNotes by a former 
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Figure 12.1 Use Clear and Simple Words 
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Nek) | No | 


| need help. | require assistance. 

| tried to find her. | attempted to locate her. 

This is a bad idea. This idea represents an 
infeasible course of action. 

He came back. He returned to his point of 
departure. 


student, John Sullivan. Note how John begins his presentation with a series of 
short sentences: 


Eight o’clock Wednesday night. I have an English exam bright and early to- 
morrow morning. It’s on Homer’s Iliad. And I haven’t read page one. I forego 
tonight’s beer drinking and try to read. Eight forty-five. I’m only on page 12. 
Only 482 more to go. Nine thirty, it hits me. Like a rock. I’m not going to 
make it. 


Although short and grammatically incomplete, this series of sentences gives 
a vivid picture of an unprepared and somewhat desperate student who is facing a 
major exam. 





a eee t fe : an t age 
Strong, active verbs keep your presentation moving. Avoid passive verbs that take 
the focus away from the subject of your sentence. “The Iliad was read by the stu- 
dent” is passive. “The student read the Iliad” is active. Because 
active verbs require fewer words, they help to keep your sen- 
tences short. Tell us who did what, not what was done by whom. 
Active verbs are vigorous verbs. They are much stronger ex- 
pressions of meaning than their weaker counterparts—forms of 
the verb to be or verbs in the passive voice.!! Let verbs do the 
work for you. Less confident speakers often have trouble using 
active phrasing because they worry about sounding too direct. 
Look at the differences in these sentences: 


Active Verb: Sign my petition. 
Passive Verb: The petition should be signed by you. 


The more passive the sentence, the less powerful the mes- 
sage. Forms of the verb to be (is, am, are, was, were, been, being) 
lack action. With passive verbs, the subject is the recipient of 
the action. With active verbs, the subject performs the action. 





If your audience can’t understand your words, you won't 
achieve your purpose. The more you know about your audience 





members’ characteristics and learning styles (see Chapter 5, “Audience Analysis 
and Adaptation”), the better you can choose the most appropriate language for 
their needs. If you start praising the virtues of “boarding” to an audience of sen- 
ior citizens, they may think you’re talking about living arrangements, not a 
snow sport. Take your audience into account as you select key words for your 
presentation. ; 

In 1989, Dr. Henry Louis Gates Jr., an African American scholar, delivered a 
speech at The New York Times President’s Forum on Literacy.!? What assumptions 
did Dr. Gates make about his audience by including the following quotation? 


In the resonant words of W. E. B. DuBois: “I sit with Shakespeare, and he 
winces not. Across the color line, I move arm in arm with Balzac and Dumas, 
where smiling men and welcoming women glide in gilded halls. .. . I sum- 
mon Aristotle and Aurelius and what soul I will, and they come all graciously 
with no scorn or condescension.” 


Dr. Gates assumed that his audience was college educated and had read or would 
recognize the quotation from W. E. B. DuBois’s 1903 book, The Souls of Black Folk. 
He also assumed that they understood DuBois’s references to Shakespeare, Balzac, 
Dumas, Aristotle, and Aurelius. These assumptions were fine for his audience, but 
had he later been addressing a group of sixth-graders or recent Asian immigrants, 
many audience members would not have understood him: 

At the beginning of the same presentation, Dr. Gates used a simpler style that 
made other assumptions about his audience: 


I grew up in a little town on the eastern panhandle of West Virginia, called 
Piedmont, population two thousand, supposedly (we could never find the 
other one thousand people). I started school in 1957, two years after the 
Brown v. Board decision, and in that year, 1957, my father bought a full set of 
the World Book encyclopedia. 


Even though his words are less complex and the story more folksy, Dr. Gates 
assumed his audience knew the importance of the Supreme Court’s Brown v. Board 
of Education decision. Dr. Gates’s mixing of styles—simpler at the start of his 
speech, more elaborate in the middle—demonstrates another fact about audi- 
ences: Variety keeps them interested. 





Personal pronouns put you in your presentation and help you establish a connec- 
tion with your audience. Using the pronouns you and your frequently—and focus- 
ing your attention on people in different parts of the room as you do so—make 
each audience member feel singled out. A personal message is always more inter- 
esting than one for the masses. 

“Ask not what your country can do for you. Ask what you can do for your 
country.” If John F. Kennedy had instead said, “People should not ask what 
their country can do for them. People should ask what they can do for their 
country,” do you think people would still remember his words? The second ver- 
sion does not have the impact of the first. You and your speak directly to an au- 
dience. Because the word you can be singular or plural, it allows you to speak to 
an entire audience as well as to each individual. It’s personal. It asks you for 
your attention. 

Make sure to put you in your presentation by using self-referential pronouns 
such as I, me, and my. By taking responsibility for your message, you establish 
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Language 


TP, REDUCE ReEDUN- 
<< Y Dant RePetitiens 
Be cautious with repetition and 
alliteration. These techniques lose their 
power if they’re used excessively or haphaz- 
ardly. Dr. Ronald Carpenter, a professor of 
English and communication studies, has cau- 
tioned: “Do not squander repetition on un- 
worthy words!”' Here’s an example of such 
overindulgence in these two sentences from 
President George Bush’s acceptance speech 
at the Republican National Convention in 
1992: “[Congress] is a body caught in a 
hopelessly tangled web of PACs, perks, privi- 
leges, partisanship, and paralysis. Every day, 
Congress puts politics ahead of principles 
and above programs.” Rather than adding 
impact and motivation, the sentences sound 
a bit silly and are difficult to pronounce with 
dignity and style. 


1. Ronald H. Carpenter, Choosing Powerful Words 
(Boston: Allyn & Bacon, 1999), p. 117 


your credibility (see Chapter 11, “Speaker Credibility and 
Ethics”). Telling a story about the time you saved a choking 
victim’s life will interest audiences more than describing how 
other people have used the Heimlich maneuver to dislodge ob- 
jects from choking people’s windpipes. First-person accounts 
engage audiences. Using pronouns such as we, us, and ours in- 
tensifies the connection by highlighting the links between 
you and your audience. “We shall overcome” has significantly 
more power than “You shall overcome” or “I shall overcome.” 
Personal pronouns bring your topic closer to you and to your 
audience. 


Spice Up Your Speech 


Poets, playwrights, and politicians have long understood the 
power of repetition (words and sounds) and resemblances (sim- 
iles, metaphors, and analogies) to make their words memorable. 
You can use these tools, too. 


Repetition of Words. As we saw earlier in this chapter, repe- 
tition helps listeners stay attentive. It’s also a great way to spice 
up a presentation. You can repeat a word, a phrase, a clause, or 
an entire sentence. Dr. Martin Luther King Jr. used the clause “I 


have a dream” nine times in his famous 1963 speech in Washington, D.C. He 
used “let freedom ring” ten times. 

In 1996, Vice President Al Gore addressed the Democratic National Conven- 
tion on the eve of Bill Clinton’s renomination. Gore ended seven paragraphs with 
the clause “But we won’t let them.” For example, he said that the Republicans 
“want someone in that Oval Office who will rubber-stamp their plan. That’s why 
they want to replace Bill Clinton. But we won’t let them.”!’ By the time Gore 
reached his third example, the audience was energized and eager to roar back, 
“But we won’t let them!” 


Dr. Martin Luther King, 
Jr. repeated the phrases 
“| have a dream” and 
“Let freedom ring” 
multiple times during 
his eloquent, powerful 
March on Washington 
speech, August 28, 
1963. 
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You can also repeat words or short phrases within a single 
sentence. In President Abraham Lincoln’s Gettysburg Address, 
the words the people are used three times in the famous conclud- 
ing line: “and that government of the people, by the people, for 
the people, shall not perish from the earth.” !4 

Repetition can drive home important ideas to the audience. 
Psychologists contend that repetition can help to evoke ac- 
tion.'’ Audience members will anticipate repeated phrases dur- 
ing a presentation and will remember them long afterwards. 
Also note that repetition within a single sentence often sounds 
better when used in groupings of three, as in Lincoln’s conclu- 
sion about “the people.” 


Repetition of Sounds. Another type of repetition is of 
sounds rather than of words. Alliteration refers to beginning 
successive words (or words placed closely together) with the 
same sound. At the opening of Julie Borchard’s presentation on 
Muzak (see Appendix A), she refers to Muzak as the sound of 
“vacant volumes of vapid violins.” The first part of Lincoln’s 
Gettysburg Address—“Four score and seven years ago our fa- 
thers brought forth”!°—includes three words beginning with 
the letter f President Clinton used the same repetitive sound in 
his 1992 acceptance speech at the Democratic National Con- 
vention, in which he celebrated “family and friends and a faith 
that in America no one is left out.”!” 


Resemblances. Similes, metaphors, and analogies are figures 
of speech that highlight resemblances. They compare two 
things that are usually quite different in most ways but have at 
least one quality in common. A simile makes a direct compari- 
son between two things or ideas, usually by using the words like 
or as. Metaphors make comparisons between two things or 
ideas without directly connecting the resemblances with words 
such as like or as. When used creatively, both figures of speech 
can spice up a presentation by highlighting interesting and 
even eloquent resemblances. 

Analogies (discussed in Chapter 7, “Supporting Material”) 
can compare similar things or contrast dissimilar things. Analo- 
gies are, basically, extended metaphors or similes. For example, 


use Lancuace 
ETHICALLY = Although 


TP 
words have the power to make a I, 
presentation more memorable, they also 
have the power to hurt, deceive, and belittle. 
The National Communication Association’s 
Credo for Ethical Communication addresses 
the destructive power of communication 
(see Appendix B). It states, “We condemn 
communication that degrades individuals 
and humanity through dis-tortion, intoler- 
ance, intimidation, coercion, hatred, and vi- 
olence.” These are strong words about the 
words that we use to communicate. 
Inappropriate word choices can stereo- 
type people on the basis of race, ethnicity, 
gender, age, religion, and background. For 
example, one of us attended a scholarship 
awards ceremony at which the president of 
a business organization’s education founda- 
tion referred to the scholarship recipients 
as “underprivileged children.” One look at 
his audience would have told him that the 
average scholarship recipient was a thirty- 
something adult who had his or her own 
children to support. The word children sent 
a chill through the audience that cooled 


_ their previously appreciative response to the 


speaker. 

Language can be sexist and racist. Lan- 
guage can insult and offend audience mem- 
bers. In Chapter 5, “Audience Analysis and 
Adaptation,” we described the dangers of 
stereotyping audience members. We also 
cautioned speakers to avoid all racial slang 
terms as well as gender, racial, and ethnic 
jokes. We have witnessed well-meaning 
speakers losing credibility and respect by us- 
ing a word or phrase that insulted audience 
members’ backgrounds and beliefs. 


the analogy “If a copilot must be qualified to pilot the plane, a U.S. vice president 
should be qualified to govern the country” can be expressed as a simile: “The U.S. 
vice president is like a copilot.” It could also work as a metaphor: “The U.S. vice 
president is our country’s copilot.” At the 1989 Congress of the Arts in California, 
Chilean novelist Isabel Allende used metaphors and similes to describe the arts: 
“Art is a rebellious child, a wild animal that will not be tamed. Like dreams, it 
obeys only its own rules.”!® 

Metaphors and similes help to make an idea clear and dramatic. Many have 
become well-known phrases in our language. Muhammad Ali talked about his 
ability to “Float like a butterfly, sting like a bee.” Poet Langston Hughes wrote: 
“What happens to a dream deferred? Does it dry up like a raisin in the sun?... 
Or does it explode?” Winston Churchill, Great Britain’s wartime prime minister, 
coined a now common phrase when he said, “An iron curtain has descended 
across the continent of Europe.” 
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ost of us are good storytellers in conversations. 

We can easily recount something that has hap- 
pened to us or something that we have witnessed. 
Crafting and telling a story for a presentation, how- 
ever, is not the same as describing the day’s events. It 
requires giving attention to several features of a good 
story. Unlike the everyday stories we tell and hear, a 
story for a presentation must be carefully selected and 
well told. It should conform to the following story- 
telling guidelines. ' 


D Simple Story Line. First and foremost, use a simple 
story line. Long stories with complex themes and 
multiple events are difficult to follow and just as dif- 
ficult to tell. Can you summarize your story in fewer 
than twenty-five words? If not, don’t use it—it’s too 
complex. All good stories—no matter how short or 
how simple—share the same key elements: (1) an 
initial buildup that includes background informa- 
tion and character development; (2) action or con- 
flict; (3) a high point of the story during which a 
discovery, decision, or outcome occurs; (4) a punch 
line in which a sentence or phrase communicates 
the climax of the story; (5) an ending or resolution 
of the story. The punch line is perhaps the most 


The Power of Stories 


All humans have responded to stories, whether depicted in prehistoric cave 
paintings, written in novels, or told to children.1? Stories have the power to Ccap- 
tivate and educate. Audiences remember stories because they create lasting im- 
ages. Joanna Slan, author of Using Stories and Humor,”® claims that the ability to 
tell stories separates great presenters from mediocre ones. Time after time, she 
contends, speakers who are invited to reappear before the same audience will be 
asked, “Are you going to tell us the story about .. . ?” In some cases, presenters 
are hired because a client wants the audience to hear a certain story that the 


speaker loves to tell. 


Even corporations are learning the value of storytelling. The New York Times 
reported a rise in “executive storytelling” seminars, some of which can cost 
$3,000 to $4,000 for a personal two-and-a-half-hour session with a business exec- 
utive. CEOs and corporate officers are mastering personal storytelling “as a way 
of enlivening speeches, sales pitches, training sessions, and other presentations 
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critical aspect since it pulls the other four elements 
together. You can determine which sentence or 
phrase is a punch line by leaving it out and seeing 
what the omission does to your story. Without the 
punch line, the story won’t make any sense.* 


B Limited Characters. Unless you are an accomplished 
actor or storyteller, limit the number of characters 
in your story. Good storytellers distinguish their 
characters by giving them unique voices—varying 
volume, rate, pitch, and tone. Doing this can be 
tough for the novice speaker. If your story has more 
than three or four characters, look for another story 
or drop the extra people. It can be difficult for both 
you and your audience to keep track of a lot of 
characters. As noted earlier, your story’s characters 
must be consistent in the ways in which they be- 
have and speak.° If they aren’t, your listeners will 
lose trust in them and also lose trust in the story. 


Db Exaggeration. Exaggerate both content and deliv- 
ery. Whether you are describing the whale of a fish 
that got away or the disaster that befell you on a 
vacation, the story will be more effective if you 
stretch reality. Exaggeration both makes a story 
vivid and helps you to highlight its message. The 


on otherwise dry or technical topics.”?! 


Stories also benefit speakers. If you’re anxious, they can help to reduce your 
nervousness. Most of us find it relatively easy to tell stories, a situation which 
makes them less challenging to deliver. Most of us also find stories easy to remem- 


ber, particularly when they relate events that we have experienced personally. 






















tone of your voice, the sweep of your gestures, 
and your facial expression add another layer of 
meaning and emphasis to your story. Think about 
the way in which you exaggerate your delivery 
when reading a story to a child. Use a similar kind 
of bigger-than-life performance for most stories. 
However, stay away from exaggeration when the 
story is very simple or very sad. Such stories 
should be told with simple dignity. 


B Audience Links. Good stories provide a link to the 
audience. Stories don’t work if the audience can’t 
connect with the setting, characters, or topic. 
Even the most basic children’s story about a barn- 






to the audience in an instant and will undermine 
your credibility. 


D Practice. Don’t wait until you are standing at a 
lectern to see if your story works. Most stories get 
better after you’ve told them a few times. Practice 
telling your story to someone else—a friend, neigh- 
bor, colleague, or family member. Practice until you 
can tell the story without notes. Both of us have a 
repertoire of stories that we tell in our classes year 
after year. We know how to time each part of the 
story and how to exaggerate a point or a charac- 
ter’s voice. We even know exactly how long to 
pause before or after the punch line of a story. Our 
storytelling skills come from lots of practice. 





yard full of animals can give us characters who 
share human feelings and experiences. If the audi- 
ence can imagine themselves in a situation similar 
to that of a character in a story, they are much 


: s leave it out. 
more likely to listen. Also, make sure that your 


story is appropriate for your audience. Be sensitive 1. william Hendricks et al., Secrets of Power Presentations (Franklin 


to what you have learned from your audience _ Lakes, Nj: Career Press, 1996). 
analysis. Don’t tell stories that show insensitivity to 2: Hendricks et al., p. 80. 

: ; Has 
audience members ages, gender, race, religion, Allyn & Bacon, 1998), pp. 88-95. 
ethnic background, or income level. An insensi- 4, ‘sian, p. 94. 
tive, inappropriate story will sever your connection 5. Hendricks et al., p. 81. 





Stories are accounts of real or imagined events. They can be success stories, per- 
sonal stories, stories about famous people, humorous stories, or even startling sto- 
ties. The clergy use parables, stories with a lesson or moral, to apply religious 
beliefs to everyday life. We read fables, fairy tales, and folktales to children to 
demonstrate that “slow and steady win the race” or that “there’s no place like 
home.” Ancient peoples have passed down stories—which we call myths—that 
commemorate famous events and people, explain natural and supernatural phe- 
nomena, and chronicle great adventures. Regardless of the type, however, stories 
must have a point that relates to your purpose, a reason for being told. Otherwise, 
you'll run the risk of annoying your audience with a pointless story.” 

There are many sources for stories. You can find stories in children’s books 
and in holy books. You can highlight the exploits of heroes from mythology or 
movies to make a point. Sports celebrities and historical figures often have life 
stories that you can use to inspire and teach. You can also relate personal inci- 
dents from your childhood or recount events that changed your life. We are sur- 
rounded by stories. Good speakers keep their eyes and ears open for the ones that 
can be used in presentations. When they read a story in a newspaper, magazine, 
or book that can help them make a point, they clip it. When they hear someone 
tell a story that illustrates or dramatizes a concept they will be discussing, they 
write it down. 


Finally, know when not to tell a story. If the story 
won't help you achieve the purpose of a presentation, 


3. Joanna Slan, Using Stories and Humor: Grab Your Audience (Boston: 
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A traditional Aleut story- 
teller and environmental 
activist uses drumming 
to enliven the tales he 
tells young people on 
the Bering Sea coast in 
Alaska. 
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_ Why Stories Work 

Storytelling is the oldest art form in the world.”* Dr. Walter R. Fisher, a well- 
respected communication scholar, has devoted significant energy and intellect to 
studying the nature and purpose of narratives, a term that encompasses the 
process, art, and techniques of storytelling. Fisher sees storytelling as an essential 
aspect of being human. Good stories possess two essential qualities: probability 
and fidelity.24 Understanding these two qualities can help all storytellers improve 
their ability to select or write effective stories for a presentation. 

Story probability refers to whether a story “hangs together” and makes 
sense. Stories that make sense have structural coherence (internal consistency— 
that is, one event leads to another) and character coherence (characters behave 
consistently). If you can’t follow the events in a story, it probably lacks structural 
coherence. Likewise, if you can’t tell why the characters do the things that they 
do, chances are the story doesn’t have character coherence. Improbable stories are 
hard to follow and even harder to enjoy. 

Story fidelity refers to the apparent truthfulness of a story. Speakers who 
fill their presentations with unbelievable stories will not earn their audience’s re- 
spect. To test the fidelity of a story, ask the following questions: 





» Do the facts and incidents in the story ring true and seem believable? 

B Does the story address or support the speaker’s point? 

» Does the story omit, distort, or take out of context key facts and events? 
B Does the story use logical arguments and patterns of reasoning? 

B Does the story create the impact that the speaker intended? 


Speakers whose stories pass this test are master storytellers. Former President 
Ronald Reagan was one such storyteller. Why is it, asks Walter Fisher, that Presi- 
dent Reagan enjoyed a nearly unanimous evaluation as a “Great Communicator” 
despite the fact that he was also known for making factual errors, uttering incon- 
sistent statements, reasoning in only a limited fashion, and frequently diverting 
attention from relevant issues??° One answer to this question is that Reagan’s 
speaking talent was a triumph of acting, storytelling, presence, and performance. 
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(E The Value of Humor 


Injecting humor into a presentation can capture and hold an audience’s atten- 
tion and help listeners remember you and your presentation. Humor can defuse 
anger, ease tension, and stimulate action. Audience members tend to remember 
humorous speakers positively, even when they are not enthusiastic about the 
speaker’s message or topic. Humor also encourages listeners to have a good time 
while learning (and thus enhances learning). Since it has so many advantages, 
why not sprinkle some humor into your presentation? 

Gene Perret, author of Using Humor for Effective Business Speaking, claims that 
humor can generate audience respect for the speaker, attract and hold listeners’ 
attention, clarify obscure or complicated issues, and help an audience remember 
your main points.”° Most of Perret’s claims are easy to accept—with one excep- 
tion. How, you may be wondering, can humor clarify obscure or complicated is- 
sues? Good humor is clear and understandable (or it won’t get a laugh). Thus, 
understanding the principles behind the joke can help a listener understand your 
point of view. For instance, Perret once listened to a manager give a pep talk to a 
production group that feared their entire line would be dropped and layoffs 
would begin. At the end of his talk, the manager “made his bottom line point em- 
pathetically. He said, ‘I’m not saying all these things because your jobs are on the 
line. I’m saying them because mine is.’”?” 





ous speakers know which type of humor to use in a particular situation in front 
of a particular audience. Some audiences respond well to one-liners, puns, funny 
stories, and goofy props. Others love funny quotations, cartoons, wacky defini- 
tions, lists, humorous letters, silly headlines, misspelled signs, absurd laws, funny 
song lyrics, and even light-bulb jokes. As is so often the case, the more you know 
about your audience, the better you can use humor to establish a connection 
with its members. 

Using humor in a presentation does not necessarily mean telling jokes. It 
means poking fun and having fun. For example, in preparing the presentation 
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about CliffsNotes that appears in Appendix A, John Sullivan worried because 
there was so little written about the topic. He had searched many sources and had 
even tried to interview Cliff Hillegass, the founder of CliffsNotes. In the follow- 
ing excerpt from his presentation, he poked fun at himself, at his sources of in- 
formation, and at his discovery about the founder. 


Yet for all the trust I put into CliffsNotes, I couldn’t have told you one thing 
about them. Even though, according to no less a prestigious source than Peo- 
ple magazine, over 50 million of these yellow and black pamphlets have been 
sold, you probably don’t know too much about them, either. After exhaust- 
ing People magazine and the Nebraska Sunday World Herald Magazine, | had to 
turn to Cliff himself. Yes, there is a Cliff behind CliffsNotes, and no, his last 
name is not Notes. 


Sometimes a humorous quotation or story can lighten up a presentation. In 
announcing the possibility of salary and budget freezes to a group of faculty 
members, an academic dean said, “In the immortal words of ‘Peanuts,’ There’s no 
problem too big we can’t run away from.” She then reworded a Woody Allen 
line—“If my films make one more person feel miserable, I’ll feel I’ve done my 
job”—by saying, “To paraphrase Woody Allen, if my announcement makes all of 
you as miserable as I am, I’ll feel I’ve done my job.” Although both quotations 
emphasized the seriousness of a problem, both were greeted with laughter. 

Notice how the previous examples related directly to the speaker and topic. 
Humor is not dumping a bunch of jokes into a presentation; it is finding a way to 
have fun while you are informing or persuading an audience. Appropriate humor 
makes your presentation more enjoyable both to give and to receive. 

Presenting humor is difficult. Most listeners will give you the benefit of the 
doubt if you don’t hit their funny bone. And most audiences will forgive you if a 
joke or a humorous story doesn’t come out as funny as was intended. There are, 
however, some approaches to humor that an audience will not and should not for- 
give. Offensive humor tops the list because it insults your audience and seriously 
damages your credibility. Irrelevant humor is a close second because it wastes the 
audience’s time and makes you appear poorly organized. Stale, prepackaged hu- 
mor comes in third. It’s often irrelevant and offensive—a deadly combination. 
Chapter 20, “Special Presentations,” explores these pitfalls in more detail. Here we 
offer some strategies for finding and inserting humor into a presentation. 
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Explaining how to be humorous is something like explaining how to ice skate. 
You can read about ice skating, and you can watch videotapes of Olympic skaters, 
but nothing will replace putting on a pair of skates and getting on the ice. Of 
course, your first few steps may leave you flat on your face or rear end. But with 
practice and some coaching, you can become quite comfortable and even grace- 
ful on ice. You may not become a gold medal winner, but you can learn to enjoy 
yourself. The same is true about using humor in a presentation. You can read 
about it and borrow funny lines from books and comedians. However, nothing 
replaces trying it in front of a real audience. 

You don’t have to begin with an entire humorous presentation to be funny. A 
few humorous lines in almost any kind of presentation can get you started. One 
of the easiest ways to become a humorous speaker is to begin with humor that 
pokes fun at yourself. You don’t have to worry about offending anyone if you are 
the butt or target of your joke. You don’t have to worry as much about forgetting 
details of a humorous story if it is based on something that happened to you. 


Real-life humorous stories are much easier to tell than stories 
you’ve made up or borrowed from a book. 

Both of us take great delight in telling our students about 
presentation aids that didn’t work, about audiences that didn’t 
behave the way we expected them to, and about embarrassing 
goofs we’ve made while speaking. We don’t embarrass anyone 
but ourselves, and our students lové it. Vice President Al Gore, a 
man regarded as straight-laced and formal, started telling jokes 
about himself as a way to humanize his image. How, he would 
ask, can you pick Al Gore out from the Secret Service agents 
around him? The answer: Al Gore is the stiff one. 

With just a little exaggeration about the dog that wouldn’t 
perform, the power saw that didn’t work, the fish tank that 
broke, the exercise outfit that split, and the handmade poster 
that spelled an innocent word in a way that cannot be printed 
in a textbook, you too can turn an amusing story into a very 
funny one. 

In most cases, you are your own best source of humor. Al- 
though you can buy books of jokes and handbooks on humor, 
their contents will rarely match the effectiveness of self- 
effacing humor—your ability to direct humor at yourself. 
Poking fun at yourself can lower the barrier between speaker 
and audience by showing the audience that you are an ordinary, fallible human 
being—just like them. At first, you may be at a loss. What can you poke fun at 
that’s personal? Your job, your family, your experiences, and even your near- 
misses or failures can be a source of humor. But be careful that you don’t poke 
too much fun at yourself. If you begin to look foolish or less than competent, 
you will damage your credibility, reduce your level of confidence, and weaken 
the power of your message. 

One of the guidelines we use when looking for the “lighter side” of life is re- 
membering situations where we’ve said, “I can’t believe this is happening to me” 
or “Someday we’ll laugh about this.” Such situations can later be retold as humor. 
U.S. presidents are often remembered for their self-effacing humor. Ronald Reagan 
was well known for making fun of his age, an approach that also defused contro- 
versy about his being the oldest president in U.S. history. Here are two examples:78 


I want to begin by saying how grateful I am that you’ve asked me here to par- 
ticipate in the celebration of the hundredth anniversary of the Knights of 
Columbus. Now, it isn’t true that I was present at the first anniversary. 


There was a very prominent Democrat who reportedly told a large group, 
“Don’t worry. I’ve seen Ronald Reagan, and he looks like a million.” He was 
talking about my age. 





The Benefits of Audience Participation 


One of the most powerful ways to keep an audience alert and interested is to ask 
audience members to participate actively in a presentation. Most audiences re- 
member speakers who include them in the action. When audiences members par- 
ticipate, they use more than their eyes and ears. They may speak, raise their 
hands, write, or reach out and touch someone or something. When a speaker in- 
teracts with audience members, they become more alert because they have to be 
prepared to participate.” 
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any respondents to our survey were eager 
M:: share their interest-generating tech- 
niques. Carol Herzog, an elementary school 
teacher in Warren, Indiana, often speaks to 
groups of educators and community members. 
She wrote, “I like to keep the audience actively 


involved during the presentation. My handouts 
are often an outline that needs filling in during 
the presentation. | have also done a personal 
growth speech where the audience writes 
themselves a postcard about a change they 
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my talk. | mail the postcard six months later 
as a reminder of that change.” 

Dr. Rob Simpson, who works for the Salvation 
Army in Grand Rapids, Michigan, believes that 
he keeps audience attention by “beginning with 
humor, using professional visuals, including 
topics that require audience participation, link- 
ing theory to practical applications, using plain 
and simple language for all levels of audiences, 
and being thoroughly prepared.” Note how these 
experienced speakers rely on varied techniques 


would like to make in their lives as a result of to keep their audiences interested and involved. 





Audience participation is a common practice in religious services. Worshipers 
may engage in responsive reading, singing, kneeling, tithing, clapping, saying 
“amen,” and going to the altar for special blessings or ceremonies. Great preach- 
ers know that audience involvement creates a sense of community and inspires 
loyalty to a congregation. The same kinds of involvement can be enlisted to serve 
a presenter. Audience participation involves audiences physically, verbally, and 
psychologically with your presentation. There are many ways to actively engage 
your audience. 


Ue me ae eae wate 


Ask questions 
Site Cmte eet 


Do an exercise 


Ask for volunteers 
Invite feedback 
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Ask Questions 


One of the easiest ways to involve audience members is to ask questions, pose rid- 
dles, or ask for reactions. Even if audience members do little more than nod their 
heads in response, they will have become part of a transaction with the speaker. 
Also, when audiences know that they will be quizzed or questioned during or af- 
ter a presentation, they will be more alert and interested in what is said. 

One special type of audience question, the poll, combines involving listeners 
and doing a quick form of audience analysis. Ask for a show of hands in response 
to simple questions such as “How many of you know someone who .. . ?” “How 
many of you have visited .. . ?” “Have any of you heard of... ?” “Do we have 
anyone here who was born or raised in . . . ?” The responses will tell you some- 
thing about your audience and will also let the audience members know whether 
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t a Virginia Press Association's Minority 

Job Fair in Richmond, Virginia, a speaker 
combined storytelling and audience participa- 
tion into a highly effective presentation. Mr. 
Marvin Leon Lake, public editor of a Norfolk- 
based newspaper, the Virginian-Pilot, began his 
job fair presentation by announcing that he 
was going to tell a true story. And like all good 
stories, this one had a moral. But, he said, he 
wasn't going to tell his audience the moral. It 
was up to them to tell him what they thought 
the story meant. 

He then told about a young journalism stu- 
dent who, at a previous job fair, had volunteered 
to be interviewed by a panel of strangers in 
front of an audience. The student went on to 


become a successful journalist. When he fin- 
ished, Lake asked the audience: “What is the 
moral of this story?” One student raised her 
hand and said, “When given an opportunity— 
even in the face of public scrutiny—do it!” An- 
other audience member said, “If you stand out 
in a crowd, you will be noticed.” A third listener 
suggested that you should always be prepared, 
both physically and mentally, to accept a chal- 
lenge. Lake said all of the answers were correct. 

Lake engaged his audience by telling a rele- 
vant story and then involving them in a discus- 
sion about the story. The students attending 
the job fair had a lot to remember, but at the 
top of their list was Lake, his story, and its im- 
portant lesson. 





Encourage Interaction 


As corny as it may seem, you can ask a general audience to shake hands or to in- 
troduce themselves to the people sitting on either side of them. Depending on 
the purpose of your presentation, you could add something beyond a handshake. 
For example, in a talk about childcare, you could request that audience members 
share the number, ages, and genders of their children with each other. If it’s a 
business audience, ask members to exchange business cards. If you’re addressing 
young college students, ask them to identify the high schools they attended or 
their career aspirations. 


Do an Exercise 


Both simple games and complex training exercises can involve audience members 
with your presentation and with each other. Most large bookstores have shelves 
filled with training manuals describing ways of involving audience members in 
games and exercises. They range from coming up with a name for a new product 
to suggesting solutions to hypothetical or real problems. Interrupting a presenta- 
tion for a group exercise gives both the audience and the speaker a break during 
which they can interact in a different but effective way. 


Ask for Volunteers 


If you ask for volunteers from the audience, someone will usually offer to partici- 
pate. Volunteers can help you demonstrate how to perform a skill or how to use a 
piece of equipment. They can engage in role-playing exercises. Some can even be 


persuaded to wear funny hats, sing songs, or leave the room. Most audiences love 213 
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ne of my most successful speaking experi- 
Ol occurred when | gave a presentation 
to a group of public relations professionals. 
This was a group accustomed to PowerPoint 
presentations and slick delivery. | decided to 
break the rules as a way of gaining attention 
and interest. After | was introduced, | stood up 
and welcomed them to my “powerpoint” presen- 
tation. There was no projector, no screen, no 
computer. | looked pretty dumb, but | had their 
attention. Then | said, “I have three points | 
want to make today, and all of them are power- 
ful.” No fancy introduction, just a slight play on 
words. They smiled; a few applauded. Why? Be- 
cause my beginning was unexpected, because it 
broke a mold, and because it put aside the 
fancy stuff and got right to the point. 

Then | told them that each of my three 
points began with the letter M. Why? So that | 
wouldn't forget them and so that they could 
remember them. | wrote a key word that began 
with the letter M with a red marker on three 
4 x 6-inch cards. My visuals were small and 
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scrawled in a difficult-to-read color. Because | 
wanted them to see my “visual aids,” | left the 
safety of the lectern and its microphone and 
walked into the audience holding up my little vi- 
sual aid cards. | even left a card with an audi- 
ence member who seemed unusually attentive. 

When the presentation was over, | was ap- 
plauded and spent several minutes answering 
questions and listening to comments from an 
enthusiastic audience. Several weeks later, | 
attended another meeting at which several of 
the same audience members made a point of 
telling me that my little 4 x 6 cards were im- 
possible to forget and that they still remem- 
bered my three important and powerful points. 
The presentation could have been a disaster if | 
had not planned, very carefully, to break several 
well-known “rules” of presentation speaking. In- 
stead, they remembered my presentation be- 
cause | had broken several of the sacred rules 
that they knew so well. 


Isa Engleberg 








to watch a volunteer in action. If possible, find a way to reward volunteers—with 
a small prize or special thanks. Once audience members see that volunteering is a 
risk-free opportunity, they will be more willing to participate. 

As long as everyone is involved, most audiences will go along with what 
they’re asked to do. If you invite audience members to stand up and stretch, 
most of them will. If you ask them to write something down, most of them will 
pick up their pens. Both of us have learned that audiences will volunteer to do 
something as long as everyone is in it together. At the same time, don’t force a 
volunteer or audience member to participate if you sense reluctance or appre- 
hension. “Volunteers” who don’t want to volunteer can become a hostile 
audience. 


Invite Feedback 


During or at the end of your presentation, you can invite questions and com- 
ments from the audience. Once interested audience members know that they can 
interrupt you with a question or comment, some will do just that. Of course, it 
takes a skillful presenter to allow this kind of interaction without losing track of a 


prepared presentation. Waiting until the end of a presentation for questions and 
comments is safer but doesn’t involve the audience as much. 

Encouraging audience participation requires skill and sensitivity. Respect any 
feedback from your audience. If audience members seem reluctant to participate, 
don’t badger or embarrass them. If no one responds, go on and give your presen- 
tation without such involvement. In all likelihood, however, you will find most 
audiences ready, willing, and able to participate. The vast majority of audience 
members remember presentations in which they participated. 


C - Break the Rules 


Many successful speakers break lots of the “rules” and “guidelines” in this text- 
book. Mainly, they’re highly experienced speakers who know how far to push the 
limits. In some rare cases, they are inexperienced but inspired speakers who, de- 
spite lack of organization or a weak speaking voice, rise to an occasion and move 
an audience to tears or action. 

Rules are not made to be broken. This book includes rules that represent our 
best advice as well as scholarly research about preparing and delivering effective 
presentations. We encourage following the rules until you gain enough experi- 
ence to tailor them to your own needs and abilities. Keep the length of your pres- 
entations under twenty minutes until you know for certain that you can keep an 
audience interested for twice that long. Tell brief, one-character stories until you 
know that you can skillfully juggle multiple characters and plots. Break the rules 
when you know yourself and your audience well enough to also know when 
some rules don’t apply. 
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Summary 





Summary @> Why do audiences lose interest? 


Audiences lose interest because they have short attention spans and poor lis- 
tening skills. Speakers contribute to the problem of lost interest when they 
speak too long or deliver a presentation poorly. 


@> What language tools can help me engage my listeners? 


Use an oral style and active verbs, match your words to your listeners, use 
personal pronouns, and spice up your speech with repetitive words and 
phrases as well as with figures of speech. 


@®> Why are stories so interesting? 


Well-delivered stories with simple story lines, limited characters, exaggera- 
tion, and audience links have the ability to captivate and educate because 
they create lasting images. 


@®> How do | integrate humor into my presentation? 


Humor should be used to make a point, not for its own sake. Effective humor 
is usually well prepared and well rehearsed. The best humor often pokes fun 
at the speaker. 


(continued) 
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Summary (continued) ®> How can | directly involve my audience? 


In addition to adapting to the results of audience analysis, ask questions, en- 
courage interaction, do an exercise, ask for volunteers, and invite feedback. 
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What is a good performance? 


Should | use an outline or read my presentation 
word for word? 


How should I use notes when | speak? 
What's the best way to practice? 


erform is a verb that has several mean- 

ings, two of which apply especially 

well to presentations. Perform can 
mean to accomplish, carry out, or do 
something, as in “She performed her job 
efficiently and effectively.” In this sense, 
performing a presentation carries out your 
purpose. Your performance is the final 
product. Perform also can mean to demon- 
strate an art in front of an audience. Actors, 
singers, and dancers perform. In this sense, 
performance is the way in which you use 
your voice and body to deliver your presen- 
tation. Just as you made decisions about 
the purpose and content of your presenta- 
tion, you will have to make performance 
decisions that will affect how well you de- 
liver your presentation and how well you 
achieve or carry out your purpose. 

We use the term performance to refer 
to the effective vocal and physical delivery 
of your presentation. You've probably been 
impressed by speakers whose performances 
seemed natural, confident, and clear. And 
you've probably been distracted or an- 





noyed by speakers whose performances were stilted, rushed, or filled with inap- 
propriate gestures. It’s all too easy to be a distracting presenter. Being a poised and 


Choosing How to 
Deliver Your Presentation 


powerful performer, though, takes effort and practice. You need to decide how 
you can best apply the performance techniques we discuss in this chapter and in 
the next three to your presentation purpose, your audience, the logistics, and 
yourself. We discuss specific techniques in Chapter 14, “Vocal Delivery,” Chapter 
15, “Physical Delivery,” and Chapter 16, “Presentation Aids.” In this chapter, we 
focus on the preparation and practice needed to deliver a strong presentation. 
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= Choosing How to Deliver Your Presentation 


You know what you want to say; now it’s time to decide how to deliver your 
message. Whether you choose to rely on a few note cards or to read from a man- 
uscript, your decisions about delivery will affect how you perform your 
presentation. You will need to decide which form of delivery to use: impromptu, 


extemporaneous, manuscript, or memorized. 
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Impromptu speaking, also known as “off-the-cuff” speaking, is when you give 
a presentation without advance preparation or practice. You’re called upon in 
class to answer a question or to share your opinion. Your boss asks you to sum- 


marize a report without giving you advance warning. 
You're at a public meeting and decide to stand up and 
be heard on an important community issue. In im- 
promptu situations like these, do you abandon all 
you’ve learned about preparing an interesting, well- 
organized presentation and blurt out whatever comes 
into your head? The answer is no. Even though you 
don’t have enough time to stop and give a lot of 
thought to every detail of your presentation, you can 
very quickly think of a purpose and the ways in which 
you intend to organize and adapt your message to 
your audience. The more experience you have as a 
speaker, the more instinctive the “basics” become, 
even in impromptu speaking. 

Although you can’t prepare an impromptu pres- 
entation, you can be prepared by anticipating when 
you might have to give one. Most people do this kind 
of preparation when they are getting ready for an im- 
portant job interview. Even if they don’t know the 





Cristina Saralegui (with microphone), a popular talk- 
show host on Univision, asks an audience member to 
speak impromptu. 
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. Speaker may have nothing to say on 
such short notice. 









. Presentation anxiety may be very high. 









3. Limited or no time to prepare. — 
4. Limited or no time for audience 
analysis. 

. Limited or no supporting material. 


Only rudimentar 
format. : 





Delivery may be awkward and — 
ineffectual. 
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8. Difficult to gauge time. 


interview questions, they prepare responses for the ones that might be asked. 
When an interviewer says, “Tell me about yourself,” or “What would you do if 
you were confronted with... ?” you are being asked to speak impromptu. Your 
impromptu speaking ability may be just as important for landing a good job as 
your credentials and references. Whether it’s during an interview, an English 
class, or a staff meeting when you might have to speak, take a few minutes to 
consider what you may be asked to say or contribute. If you are going to a public 
meeting, give some thought to how you may want to respond if someone asks for 
questions or comments. As we explain in Chapter 20 “Developing Special Presen- 
tations,” special techniques and standard organizational patterns can make an 
impromptu presentation a talk to be proud of. 

Figure 13.1 lists the advantages and disadvantages of impromptu speaking as 
a form of delivery. 





Extemporaneous speaking is the most common form of delivery. In extempora- 
neous speaking, you use an outline or a set of notes to guide yourself through 
your performance instead of reading aloud a written presentation word for word. 
Your notes can be a few key words on a single small card or a detailed outline on 
one or two sheets of paper. These notes will reflect the decisions you have made 
in the preparation process, but they will also give you the flexibility to quickly 
adapt your presentation to the audience and occasion. 

In extemporaneous speaking you can combine the advantages of impromptu 
speaking (maximum eye contact, moving away from your notes, making mid- 
speech adjustments to the audience, setting, and occasion) with the advantages 
of a manuscript presentation (carefully planned organization, the opportunity to 
practice everything in advance, reduced nervousness). Classroom lectures, busi- 
ness briefings, and courtroom arguments are usually delivered extemporaneously. 
No other form of delivery gives you as much freedom and flexibility with pre- 
planned material. An extemporaneous speaker can make last-minute adjustments 
much more easily than a speaker saddled with an inflexible manuscript can. Later 
in this chapter, we describe techniques for using notes effectively during an ex- 
temporaneous presentation. 
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Figure 13.2 Extemporaneous Delivery 
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Figure 13.2 lists the advantages and disadvantages of speaking extemporane- 
ously, and as you can see, the advantages of extemporaneous speaking far out- 
weigh the disadvantages. Extemporaneous speaking can give the audience the 
impression that you are speaking spontaneously. Because what you are saying is 
well planned and well rehearsed, you can change things around to adapt to the 
audience, the logistics, and the occasion. Because it’s not restricted by a manu- 
script, a well-practiced extemporaneous presentation has an ease to it that makes 
both audience and speaker feel more comfortable. 


Manuscript speaking involves writing your presentation in advance and read- 
ing it word for word. Using a manuscript allows you to choose each word care- 
fully. You can plan every detail. Manuscript use also gives you time to practice the 
same presentation over and over. It ensures that your presentation will fit within 
your allotted speaking time. For very nervous speakers, a manuscript can be a life- 
saving document that keeps them afloat throughout an entire presentation, even 
when they feel as though they’re drowning. With all of these advantages, why do 
we discourage speakers from using manuscript delivery? 

Manuscript presentations are hard for all but the most skilled and practiced 
speakers to deliver effectively. The most significant disadvantages of using a man- 
uscript are inappropriate word choice, poor reading, and inflexibility. In manu- 
script delivery speakers often use the complex words, long sentences, formal 
style, and perfect grammar required for written reports and papers rather than the 
oral style that Chapter 12, “Generating Interest,” recommends. If you must use a 


manuscript, write it as though you are speaking. You may even 
want to try speaking into a tape recorder and then transcribing 
what you have said, in order to make appropriate decisions 
about the words you select. Although most speech instructors 
and coaches don’t encourage their students or clients to use 
manuscript delivery, many speakers continue to rely on it for 
important presentations. 

There are, however, occasions for which a word-for-word 
manuscript may be needed.’ If the occasion is an important 
public event at which every word counts and time is strictly 
limited, you may have no choice but to use a manuscript. If 
your presentation might be quoted by reporters, you may want 
to make sure that they quote exactly what you say. 

Figure 13.3 lists the advantages and disadvantages of using 
a manuscript to deliver a presentation. Learning how to read 
well from a manuscript lets you tap into the advantages and 
minimize the disadvantages of this form of delivery. 

Even if you write your manuscript in an accessible oral 
style, it still may not sound that way when you read it. Lack of 
vocal expression and lack of eye contact with the audience can 
turn the reading of a manuscript into a dull and boring per- 
formance. Effective manuscript delivery requires a lot of prac- 
tice. The better you know the words that you’ve written and 
the more comfortable you feel with them, the easier it will be 
to concentrate on how you deliver them. 

Despite its disadvantages, manuscript delivery is a fact of 
life. For a variety of reasons, speakers continue to rely on man- 





At a rally supporting the Upward Bound pro- 
gram in Austin, Texas, a teenager clutches her 
handwritten manuscript. In such public set- 


tings, a set of notes on note cards would be uscripts for important presentations. Learning how to read 
easier to use and better suited to the setting from a manuscript is as important as learning how to speak im- 
and occasion. promptu or extemporaneously. 





A memorized presentation offers a speaker one major advantage over manu- 
script delivery and a major disadvantage when compared with the other three 
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5. Audience may conclude that the 
speaker has not adapted to them. 


6. Difficult to modify or adapt to the 
audience or situation. 
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A years ago a well-known Shakespearean 
' scholar was invited to speak at a local col- 
lege. His hosts’ mistake was failing to find out 
ahead of time whether he was a good speaker. 


The man had been scheduled to talk for thirty 
minutes; instead, he talked for an hour...ina 
monotone. Although he had been asked to 
speak to a general audience, he behaved as 
though he were addressing an audience of uni- 


versity professors. He had been asked to keep 
his talk informal; instead, he read a lecture, and 
read it badly. He had said he would not need a 
microphone, but he could barely be heard. His 
voice had no expression, and he never varied his 
delivery speed. Furthermore, he never looked at 
his audience, and the only movement he made 
was to sway back and forth as he read. The lec- 
ture was a total and terrible disaster. 





forms. The major advantage is physical freedom. You can look at your audience 
100 percent of the time; you can gesture freely and even move around. There is 
no manuscript to keep you chained to a lectern or desk. The disadvantage, how- 
ever, outweighs any and all advantages. What if you forget something? What if 
you go blank? If you can’t remember your presentation and begin to rely on an 
impromptu style of delivery, the audience will know something is wrong. A bad 
situation will only feel worse. Unless you are a professional actor who can memo- 
rize a script and make it sound as if you just came up with the wording, forget 
about using the memorized style of delivering a presentation.” 

Figure 13.4 lists the advantages and disadvantages of memorizing a presenta- 
tion for delivery. 

We strongly discourage memorizing entire presentations. However, there’s 
nothing wrong with trying to memorize your introduction or a few key sections, 
as long as you still have your notes to fall back on. An audience may be impressed 
by your skill at reciting a few lines of poetry or by your ability to put aside your 
notes, look them in the eye, and deliver a powerful ending. But don’t count on 
remembering everything; the likelihood is that you will fumble or forget some- 
thing important. 


Figure 13.4 


Memorized Delivery 









1. Incorporates the preparation advan- 1. Extensive time required to memorize 


tages of manuscript speaking and the the presentation. 
fel) paantade: Go iniprempis 2. Disaster awaits if memory fails. 
speaking. 


; . 3. Can sound “canned,” stilted, and 
2. Allows maximum eye contact. nencere 


3. Allows freedom of movement. 4. Very difficult to modify or adapt to 


the audience or situation. 


5. Lacks sense of spontaneity unless ex- 
pertly delivered. 
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cMiX AND MaTcH 

» Learning how to deliver a presen- 
tation in extemporaneous, im- 
promptu, manuscript, and mem- 
orized forms lets you select the method that 
works best for you and for your purpose and 
lets you vary your delivery within a presen- 
tation. You don’t have to stay within the 
bounds of one form. An impromptu speaker 
can recite a memorized statistic or a re- 
hearsed argument in much the same way 
that a politician responds to press questions. 
An extemporaneous speaker may read a 
lengthy quotation or a series of statistics and 
then deliver a memorized ending. A manu- 
script reader may stop and tell an im- 
promptu story or may deliver memorized 
sections that would benefit from direct eye 
contact with the audience. A speaker can 
pause in a memorized presentation to repeat 
a key phrase or to re-explain an idea. Your 
decision about which delivery form or forms 
to use is important, and under most circum- 
stances, it will be yours to make. 





Using Notes Effectively 


Regardless of what form of delivery you select, you should be 
ready to use notes and to use them effectively. Even when you 
are speaking impromptu, you may find yourself using notes. A 
few quick words jotted down just before you stand to speak can 
help you through an unplanned talk. And if you are brave 
enough to try a memorized presentation, you should keep your 
manuscript nearby in case your memory or nerve fails you. 

Not everyone can handle notes well. You’ve probably seen 
speakers lose the connection with their audience by awkwardly 
shuffling their pages or searching for a missing index card in 
the middle of a huge stack. You may have wished you could see 
a speaker whose face was buried in his notes! Fortunately, you 
can easily learn to use notes effortlessly and unobtrusively. 

Some speakers prefer to put their manuscript or speaking 
notes on 8%x11-inch paper. If you do this, we recommend us- 
ing large type fronts (14 or 16 point), double- or triple-spacing, 
and carefully numbering your pages. Type on only the top two- 
thirds of the page so that you don’t have to bend your head to 
see the bottom of the page, a movement that will cause you to 
lose eye contact with your audience and will constrict your 
windpipe in such a way that your voice can sound muffled.? 
Use wide margins and make sure that none of your sentences 
run over to a new page. Some speakers like to incorporate spe- 


cial visual cues right on the manuscript—such as underlining important words, 
indicating with slash marks places where they want to pause or move to another 
position, or putting a star at a place where they intend to refer to a presentation 
aid. When we speak from a manuscript, our pages are filled with little marks as 
well as last-minute additions and cross-outs. 

Other speakers prefer to put their notes on index cards, which work especially 
well for extemporaneous speaking. As you would for notes written on larger pa- 


Karl Sprague of Corporate 
Finance Associates speaks 
about opportunities at 

his company to hundreds 
of business people at a 
seminar. Because his 
notes are placed on the 
lectern for easy reference, 
he can gesture naturally 
and establish direct eye 
contact with his audience. 
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per, number each note card and use large print so that you can 
read your words at a glance. It might help to think of each note 
card as a visual aid. Provide yourself with just enough informa- 
tion to trigger an idea or to supply a vital piece of supporting 
material. Figure 13.5 offers some tips for using note cards when 
making a presentation. 

Regardless of what form your notes take, put them on the 
lectern if you are provided with one. And don’t let your notes 
hang over the front of a lectern. If you don’t have a lectern, put 
the notes on a table or hold them in one hand. Also, hand-held 
note cards work much better than hand-held floppy paper. Re- 
gardless of whether you use full-size paper or index cards, slip 
each page or card behind the others when you’re finished with 
it so that you don’t end up revisiting the same information by 
mistake. 


fc Practice 


Athletes and musicians practice, and so do the best and most 
experienced speakers. Practice involves translating the decisions 
you make about performance into action. Practice is your best 
guarantee that you will perform well—in every sense of the 
word. Practice requires more than repeating your presentation over and over 
again. You must also pay attention to the fine points of your performance. Prac- 
tice can tell you whether there are words that you have trouble pronouncing or 
sentences that are too long to say in one breath. In addition, it may help you dis- 
cover that what you thought was a ten-minute talk takes thirty minutes to de- 
liver. Practicing with presentation aids is critical, particularly if you’ve seen the 
embarrassing results that befall speakers who don’t have their visuals in order. It’s 
not a question of whether you should practice; rather, it’s deciding what aspects 
of your performance need the most practice. Practicing is the only way to make 
sure that you sound and look good in a presentation. To put it another way, “give 
your speech before you give it.’”* 





Figure 13.5 Using Note Cards 
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Chapter 13 
Performance and 
Practice 


Rehearsing a presenta- 
tion at home may feel 
awkward at first, but 
family and friends can 
offer useful suggestions 
and help you feel more 
confident about your 
upcoming talk. 





Practice can take many forms. It can be as simple as closing your door and re- 
hearsing your presentation in private or as complex as a full, on-stage, videotaped 
rehearsal. The ways in which you can practice range from a quick look at your 
notes to a major dress rehearsal. 

Depending on how much time you have, the length and importance of your 
presentation, and your familiarity with your material, there are several different 
ways to practice. 


PRACTICE METHODS 


aed CHM eA eh A 


Practice on tape 
Practice with others 





Practice in Private 


PRACTICE in BiTe- Practice is usually a solo activity. You may go over your presen- 
SiZ@€ CHUNKS Although tation as you drive your car, while you shower, behind a closed 





it is important to do several com- door in your home or office, or all by yourself in the room 
plete run-throughs of your presentation, where you will be speaking. Regardless of where you practice, 
there is a lot to be said for breaking some of you should try to practice the way you want to sound and look 
your practice sessions into smaller segments. in front of your audience. Speak at the volume and rate you in- 


Thomas Mira, author of Speak Smart, sug- 
gests using brief practice sessions during 
which you practice for only five or ten min- 
utes at a time. He advises, “You can do any- 
thing for five or ten minutes. If you make 
practice a lengthy drudgery, you just won’t 

do it. If you divide your practice time into 
manageable, bite-size chunks, you'll find 
yourself practicing more often and building Practice on Tape 
confidence for each segment.”! 


tend to use, glance at your notes only occasionally, and use 
body movement that’s appropriate for you and for your presen- 
tation. At first, you may feel a bit strange while talking to your- 
self. It may help to remember that musicians rehearse alone, 
athletes exercise alone, and actors recite their lines alone. 
Speakers must also learn to practice alone. 


If you practice in private, it’s difficult to concentrate on deliv- 


1. Thomas K. Mira, Speak Smart: The Art of Public Speak- ering your presentation and to evaluate it at the same time. 
ing (New York: Random House, 1997), p. 91. How do you know whether you are speaking clearly, maintain- 


ing enough eye contact, or fidgeting? An audiotape recording 
of your practice session can tell you a lot about what you are 
saying and how you sound. A video recording can tell you 
even more. Not everyone has access to a video camera, but 
most speakers can record themselves on audiocassette. 

One of the first things you will notice in an audio recording 
is that your voice doesn’t sound the way you thought it would. 
But remember, you hear your voice from the inside; your audi- 
ence hears it projected across a room. The outside sound will be 
different. So instead of focusing on yourself, try to listen as an 
audience member would. Do you understand what is being 
said—the ideas and information as well as the individual words 
and phrases? You can time your presentation, check your pro- 
nunciation, and monitor your fluency. 

If you can record yourself on videotape, you will also be 
able to assess how you look. Again, be aware that in all proba- 
bility, you won’t like what you see. At first, you may be dis- 
tracted by the way your hair looks, the way you gesture, or the 
extra ten pounds you’d like to’ lose. If you’re going to use a 
videotape, try watching it alone at first and then with a friend. 
A videotape can help you practice if you are able to look at it 
objectively. 

Videotaping your practice session can tell you how to pol- 
ish and improve your presentation before you speak. Videotap- 
ing your actual performance can tell you a lot about why you 
did or didn’t achieve your purpose. 
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With or without audiotaping or videotaping, you can practice 
your presentation in front of someone else. Your listener doesn’t 
have to be a public speaking instructor to say, “I couldn’t hear 
you,” “You didn’t look at me during the last section,” or “I’m not 
sure what you were trying to prove with those statistics.” Equally 
important, a friendly listener can reassure you and give you an 
extra dose of confidence. We often are our own harshest critics. 
Someone else’s reaction can help you put the finishing touches 
on a well-prepared and well-practiced presentation. 


resentations for Dummi 
7), 2 





| 
fc Mid-Performance Decisions 


You’ve reached that crucial moment that you’ve been preparing and planning for. 
After hours, days, even weeks of work, you’re about to make your presentation. 
Even the most experienced speakers and speechwriters have described how it of- 
ten takes one hour of work to prepare for each minute of performance time. Is it 
worth it? You bet it is! You’ll be so well-prepared that you will concentrate on 
communicating what you want to say, not on how you sound or look. You can 
concentrate your energy and will on achieving your purpose. You can put aside 
concerns about yourself and become an audience-focused speaker. 

One of the most significant differences between good and great speakers is 
their ability to use audience feedback to make mid-performance adaptations. You 
don’t have to wait until your presentation ends to get the audience’s reactions. As 
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few years ago, | taught a graduate course 
to a group of experienced and would-be 
college teachers who wanted to improve their 
classroom communication skills. The partici- 
pants let me videotape them giving a fifteen- 
minute lecture. No one else in the class viewed 
the tape. It was strictly for the private use of 
the speaker. In their final reports, even the 
most experienced professors made interesting 
and positive comments about the use of video 
as a practice tool. 

Here’s what one instructor wrote after view- 
ing herself on video: 


lt took me three days to get up enough 
courage to watch my videotape. Then it took 
me three more days before I'd let my hus- 








band watch it. | guess I'll never be a TV per- 
sonality. However, | really did learn a lot from 
the experience and from watching the tape. | 
never realized before how active my hands 
are while I’m lecturing. The gestures were ap- 
propriate, though, and | thought they helped 
me look at ease as | lectured. One problem | 
noticed after watching the video was that | 
focused more on the center of the room 
rather than on the sides. | will need to make 
a conscious effort to look around the entire 
classroom as | speak. 


You, too, can learn more about yourself as a 
presenter by viewing yourself on tape. 


Isa Engleberg 


HOW MUCH SHOULD I 

PRACTICE? = Generally, it’s 
==" a good idea to practice your entire 

Presentation several different times rather 





- than to devote one long session to the 


process. Plus, brief five- to ten-minute ses- 
sions in which you practice smaller segments 


_ should ensure a good performance. Schedule 


and use at least three, but no more than five, 
complete run-through sessions. The reason 
_ for the upper limit is that too much practice 
~ can make you sound canned, a term used to 
describe speakers who have practiced their 
presentation so often or who have given the 


game presentation so many times that they 


no longer sound spontaneous and natural. 
Both of us have had to tell students and cor- 


porate speakers to stop practicing because . 


they looked and sounded like robots. 
Rather than prescribe the number of prac- 
tice sessions, we offer this advice: Keep prac- 


ticing until you feel satisfied. Then, practice 


with the goal of improving the fine points of 
your presentation. Then, stop! 





you speak, you can see and hear how audience members react 
to your presentation and performance. Their facial expressions, 
their levels of concentration, and their responses to suggestions 
and humor are forms of feedback. What you decide to do with 
this information is critical. You can ignore the feedback and 
continue giving your performance exactly the way you did 
when you practiced it. Or you can modify your presentation. 

These adaptations can be minor. You might slow down, in- 
crease your volume, or leave out a controversial story, a long 
quotation, or a complicated statistic. Sometimes, though, feed- 
back can lead to major changes. You might modify or leave out 
a major argument, ask for or suggest a course of action that you 
hadn’t intended to mention, make your general presentation 
style more or less formal, or spend more time demonstrating 
your competence. 

Don’t be afraid to make mid-course adjustments and correc- 
tions. Watch and listen to your audience as they watch, listen, 
and respond to you. If there’s a noisy disruption in the room or 
nearby, increase your volume or stop and wait for the noise to 
end. If your audience laughs at a comment or applauds, stop 
and accept their response. If your talk runs longer than you’ve 
planned, and the audience is getting restless, do some quick 
thinking and shorten your presentation. Mid-course corrections 
in sailing are an accepted safety precaution. Mid-performance 
adjustments are just as important in order to deal with unex- 
pected audience responses. 
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Summary 





As the creator of your presentation, you have the right and power to change 
it at every decision-making point in the process. And if audience feedback tells 
you that an adaptation is needed, decide how to change, and do it. 








‘Summary 


®> What is a good performance? 


A good performance helps you accomplish your purpose through the use of 
effective vocal and physical delivery and feedback-based adaptation. 





®> Should | use an outline or read my presentation word for word? 


Decide which form of delivery best suits your purpose, the audience, the lo- 
gistics, the nature of the occasion, and your speaking style. Then choose 
from among impromptu, extemporaneous, manuscript, memorized, or a 
combination of these delivery forms. 


®> How should | use notes when | speak? 


If you are using notes or a manuscript, use them during every practice ses- 
sion. Make sure that your notes are easy to read, are in proper order, and suit 
the delivery form that you have chosen and the logistics of the setting. 


®> What's the best way to practice? 


Try practicing in three ways: in private, on tape, and in front of others. Each 
form can help you improve your performance. 





Key Terms extemporaneous speaking 220 memorized presentation 222 
impromptu speaking 219 performance 218 
manuscript speaking 221 
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Can | improve my speaking voice? 


Can | speak loudly enough without feeling as 
though I’m shouting? 


Can | speak slowly enough to be understood 
without putting everyone to sleep? 





What's the best pitch for my voice? 






How can | avoid stumbling over words? 






> How can I speak more clearly and accurately? 





How can | get rid of my accent? 








A Whether you like your speaking voice 
WW or not, it’s yours. And like you, your 

|W voice is unique. Most of you can rec- 
ognize your favorite singers or announc- 
ers on the radio because you know what 
their voices sound like. It’s not unusual 
to telephone a friend and say, “Hi, it’s 
me,” and have that person recognize your 
voice. 

Like fingerprints, each of our voices is 
one of a kind. As a result, there is little you 
can or should do to change it for a presen- 
tation. At the same time, you can improve 
your voice in order to make sure that your 
message is loud and clear. Although you 
must practice and want to improve, devel- 
oping an effective speaking voice takes 
more than motivation and practice. You 
first must understand what it takes to make 
your voice an effective instrument for com- 
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voice—and then move on to ways of improving its quality and effectiveness. Speaking Voice 





mem 
[E Developing an Effective Speaking Voice 


Only a few lucky speakers are born with beautiful voices. Radio and television an- 
nouncers often have natural voices that stand out in a crowd. Other speakers 
have learned Standard American English, the dialect used by the majority of out- 
standing educators, social and civic leaders, and prominent newscasters,! or grew 
up in an area of the country where it is spoken. Some people who do a lot of pub- 
lic speaking hire voice coaches for up to two hundred dollars an hour to help 
them improve the sound of their voices. In the musical My Fair Lady, professor 
Henry Higgins bets that he can change Eliza Doolittle’s speech from that of a 
“gutter snipe” to that of a “lady” and thereby fool aristocratic society into think- 
ing that she is a lady. Even with coaching, however, it can take years for a person 
to change the sound or quality of his or her voice. 

Most of us don’t have the money or time to hire a vocal coach, which is just 
as well. You probably don’t need one anyway. What you do need is to know how 
to produce an effective voice and how you can monitor specific vocal qualities as 
you practice. 

Think of your voice as the instrument that you use to produce sounds. Much 
like a musical instrument, the structure or anatomy of your vocal mechanism dic- 
tates the kind of sound you'll produce (see Figure 14.1). Men, for example, whose 
vocal cords are usually longer and thicker than women’s, speak in a lower pitch. 
When your throat is swollen with a cold, your voice may be weaker or huskier. So 
before you try to sound like someone else, make sure that you comprehend the 
potential power and limits of your vocal instrument. Once you understand these 
factors, you can harness your vocal instrument for the task of producing clear and 
expressive speech. 


Figure 14.1 Voice Mechanism 





The intermittent force of 
exhaled air from the lungs 
through the larynx produces 
vocal fold vibration. Much 
like the lips of a trumpet 
player forcing air against a 
mouthpiece, a controlled 
breath stream sets the vocal 
folds in motion to produce a 
vocal sound. The interaction 
of your lips, teeth, tongue, 
and oral cavity modifies that 
vocal sound to create the 
unique sounds of speech. 






Larynx, housing 
vocal folds 


Trachea (Windpipe) 


| To the stomach 
To the lungs 
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© Components of an Effective Voice 


Being able to make a sound on a musical instrument (striking the keys on a pi- 
ano, banging on a drum, or plucking a violin string) is not the same as making 
music. Knowing the notes on a keyboard is not the same as playing a tune and 
making that tune loud or soft, fast or slow, crisp or legato (smooth and con- 
nected). The same is true of the instrument called your voice. There are ways of 
“playing” your voice that improve its quality and vocal characteristics that you 
can control and practice. 


Tare) 
tite 


eh) 
ah 
TY 





Developing a more effective speaking voice requires the same kind of time 
and effort that you would devote to improving any skill. You don’t learn to be an 
accomplished carpenter, pianist, swimmer, writer, or speaker overnight. You need 
to learn the basics first. 





Lyle Mayer, the well-respected author of a voice and articulation textbook, notes 
that “breathing to sustain life is primary and automatic—we’re not always con- 
scious of breathing.” Breathing for life, however, is not the same as breathing for 
speech. When we breathe to speak, we exercise conscious control of the processes 
of inhalation and exhalation. When we speak, we take in more air and control 
the release of air through exhalation. In fact, we control and expend air in much 
the same way that a trumpet player applies breath to the mouthpiece of a trum- 
pet. Thus, the first step in producing an effective vocal sound is 
inhaling enough air and then exhaling it in a controlled man- 
ner to produce speech. 

All of the sounds in spoken language are made during exha- 
lation. The key to effective breathing for speech is controlling 
your outgoing breath, not just inhaling and holding more air in 
your lungs. Effective breath control improves the sound of your 
voice in several ways:* 


> Volume: Effective breath control amplifies the loudness 
of your voice. 


>» Duration: Effective breath control lets you say more 
with a single breath. 


>» Quality: Effective breath control reduces the likelihood 
of vocal problems such as harshness or breathiness. 


Voice coaches—whether they’re teaching speakers or sing- 
ers—always begin with breathing. Whether they call it “deep 
breathing,” “abdominal breathing,” or “diaphragmatic breath- 
ing,” they insist that their students learn how to breathe more 


efficiently and effectively. Your breathing may be shallow and inefficient now, but 
you can learn how to change it. 

The first step in learning to breathe for speech is to note the difference be- 
tween the shallow, unconscious breathing you do all the time and the deeper 
breathing that produces a strong, sustained sound quality. Many speech coaches 
recommend the following exercise to learn abdominal breathing. 


1. Lie flat on your back on a comfortable surface. Support the back of your 
knees with a pillow. 


2. Place a moderately heavy hardbound book on your stomach. The book 
should sit right over your navel. 


3. Begin breathing through your mouth. The book should move up when you 
breathe in and sink down when you breathe out. 


4. Place one of your hands on the upper part of your chest in a “Pledge of Alle- 
giance” position. As you inhale and exhale, this area should not move in 
and out. 


5. Now, take the book away and replace it with your other hand. Is your ab- 
domen moving up when you breathe in and sinking down when you 
breathe out? 


6. Once you’re comfortable with step 5, try doing the same kind of breathing 
while sitting up or standing. 


Once you’ve learned how abdominal breathing feels, you can begin to add 
sound. For example, try sighing the vowel ahh with each exhalation. Sustain the 
vowel for five seconds. Once you have mastered ahh, try counting from one to 
five, holding each number for a full second. Your progress may be slow, but your 
efforts will reward you with a stronger and more controllable voice. 





If your audience can’t hear you, you won’t achieve your purpose. One of the best 
ways to make sure that everyone in your audience can hear you is to practice your 
presentation out loud, using the voice and volume you intend to use when mak- 
ing your presentation. Volume measures your voice’s degree of loudness. The key 
to producing adequate volume is knowing the size of the audience that you will 
be addressing and the dimensions of the room in which you will be speaking. Ex- 
perienced speakers know how to use these factors to adjust their volume automat- 
ically. You can do the same. If there are only five people in an audience, and they 
are sitting close to you, you can speak at a normal, everyday volume. If there are 
fifty people in your audience, you will need more energy and force behind your 
voice. Once your audience exceeds one hundred people, you may be more com- 
fortable using a microphone. However, a strong speaking voice can project to an 
audience of a thousand people without any electronic amplification. Professional 
speakers, actors, and classical singers do it all the time, but they also have spent 
years developing the power of their voices. 

If you are not a trained speaker, actor, or singer, how can you make sure that 
your voice is loud enough? One thing you should not do is practice in your head 
or in a whisper, nor should you do all of your practicing in a small room. You can 
practice most vocal characteristics in a quiet voice, but not volume. 

Try to practice in a room that is about the same size as the one in which you 
will be speaking. Ask a friend to sit in a far corner and report back on your vol- 
ume level. If you are not loud enough, keep increasing your volume until your 
friend is satisfied. Also note that a room full of people absorbs sound; you will 
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James Carville, President 
Clinton's chief strategist 
in his 1992 campaign, 
speaks to students and 
professors at Jefferson 
Community College in 
Louisville, KY. Despite the 
large gathering, Carville’s 
voice is strong enough 
that he can leave the 
lectern and microphone 
during his presentation. 





have to turn up your volume another notch. Speakers who cannot be heard are a 
common problem. It’s very rare, though, for a speaker to be too loud. Can we 
teach you to speak louder? The answer is, we don’t have to; instead, let us con- 
vince you that it’s okay to use your full voice. Have you ever yelled to someone 
in another room, called out to someone across campus, sung along full blast with 
a recording, or joined in a cheer at a game? Of course you have. Understand, 
however, that we are not suggesting that you yell at your audience. We’re only 
pointing out that you already know how to speak loudly. The trick is finding and 
using the right volume level for your audience. 

To reach all audience members, you need to learn to project. Projection is 
controlled vocal energy “that gives impact and intelligibility to sound. It involves 
a deliberate concentration and a strong desire to communicate with your listen- 
ers.”° When you project, your voice will reach the audience members sitting fur- 
thest away. Like many other speakers, you may tend to speak to the people sitting 
right in front of you. You don’t need a loud voice to be heard by someone five 
feet away. It’s the person in the back row who will be straining to hear you. Sim- 
ply looking at people in the back row and deliberately thinking about making 
them hear you can automatically increase your volume. 

Here’s an exercise that can help you learn to project. Ask someone to sit at the 
back of the room or auditorium in which you will be speaking. Then read a non- 
sense sentence in a voice that is loud and clear. The point, according to Lyle 
Mayer, is that by “practicing nonsense material, you'll quickly discover that loud- 
ness alone won’t put it over.”® You will need to tackle the consonants and vowels 
in the words with force and energy. Try to project your reading of the following 
sentences to someone sitting far away. 


Samuel Hornsbee threw a turkey at the dragon’s striped Chevrolet. 


Karla Pavemore’s heavy pen fell through the Earth’s crust and reached New 
Zealand coated with magma. 


Twenty-seven squirrels sang chants for the Christmas in April ball. 


USING a MiCROPHENnE 


v2 may be thinking, “Well, if people can’t hear } Determine whether the microphone is sophisti- 
me, why can’t | just use a microphone to amplify cated enough to capture your voice from various 
my voice?” You can, but don’t jump at every chance angles and distances or whether you'll need to 
to use an amplification system. Most microphones keep your mouth close to it. 
don’t reproduce a natural-sounding voice. Therefore, 
you may have to speak more slowly, articulate more 
clearly, and make sure that the system can accom- 
modate changes in your volume. Microphones tend 
to be preset for one volume. If you speak too loudly, 
it may sound as though you are shouting at your au- —BIf you are using a clip-on lavaliere microphone 
dience. If you speak too softly, the “mike” may not (wired or wireless), test it carefully. Once it’s 
pick up everything you say. An audience might for- clipped on, it can be difficult to readjust. 
give a few lost words under non-miked circum- 
stances, but they will be less forgiving when you use 
a microphone, since they will expect to hear you 
very well. f 

Sometimes, though, a microphone is essential. An 
audience or a room may be so large that you won’t 
be heard without one. Or you may find yourself in 
a situation where microphones have already been 


set up for each speaker. Regardless of how you end PB When your microphone is well adjusted, and 
up in front of a microphone, make the most of the you're feeling comfortable, speak in a natural, con- 
technology. versational tone. 
The trick is to go against your instincts. If you want ; ‘ 
to project a soft tone, speak closer to the microphone Sometimes the p sound comes popping through a 
and lower your volume. Your voice will sound more in- microphone, particularly if you speak straight into it 
timate and will be able to convey subtle emotions. If instead of at an angle. Adjusting the position of the 
you want to be more forceful, speak further away from microphone usually eliminates the popping sound. If 
the microphone and project your voice. This tech- YOu hear the painful squeal of sound system feedback, 
nique minimizes distortions and will make your pres- "Y Moving away from the speakers; you may be too 
entation sound more powerful. close to them. Last, keep in mind that a microphone 
Familiarize yourself with the specific microphone will not only amplify your voice; it will also amplify 
you'll be using. other sounds—coughing, throat-clearing, the shuf- 
fling of papers, or the tapping of a pen. 
> If you Can, test the mike ahead of time. Ask some- Learn to avoid these common microphone prob- 
one to sit at the back of the room and monitor ems, and you'll sound like a pro! Microphones can 
your amplified voice. Can you speak at anormal be a valuable tool once you learn how to use them 
volume, or do you need to be louder? effectively. 


B Microphones work best when placed about five to 
ten inches from the speaker’s mouth. If you are us- 
ing a hand-held microphone, hold it below your 
mouth at chin level. 


PB Focus on your audience, not on the microphone. 
Stay near the mike, but don’t tap it, lean over it, 
keep readjusting it, or make the p-p-p-p-p-p “mo- 
torboat sound” as a test. Experienced speakers 
make all the adjustments they need during the first 
few seconds that they hear their own voices pro- 
jected through an amplification system. 





Using these nonsense sentences will ensure that your listener cannot antici- 
pate the correct words. When asked to write down or repeat what you have said, 
your listener won’t be able to guess a logical ending to your sentence. Thus, if you 
don’t project with force and clarity, you won’t be understood. 

If your voice is too soft, you may need some direct coaching and confidence 
building before you speak. Don’t wait until your presentation is over to find out 
that you couldn’t be heard. Sometimes after a soft-spoken student has finished a 
presentation, we ask him or her to repeat the first ten seconds of the speech 
in a louder voice. After the student responds with some hesitancy and a slightly 
louder beginning, we ask for a louder one. And after that, we ask for an even 
louder one. In bewilderment, the student often says, “But I’m shouting.” We 


then ask the class for a verdict and the answer is always the same: “You’re not 
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shouting; your volume is just right. That’s how you should al- 
ways speak.” A quiet person is comfortable using a soft voice. 
What seems like a shout may be the perfect volume level for a 
presentation. 

Practice your presentation at full volume. Give your speech 
at the same volume, observe your audience’s reactions, and ask 
a friend to signal you if you need to increase your volume. 





We’ve all heard speakers who talked too fast or too slow. Your 
rate of speech equals the number of words you say per minute 
added to the number and length of pauses you use. There is no 
single “speed limit” for a presentation. But as in driving, for 
which there are different speed limits for different road and traf- 
fic conditions, there are various speech rates for various situa- 
tions. Your natural speaking style, your presentation’s mood, 
your vocabulary’s complexity, and your audience’s listening 
ability should affect your rate. Some general guidelines can help 
you determine whether you are speaking too slowly, too fast, or 
at just the right rate. First, you have to time yourself. This para- 
graph contains about 125 words. Read it out loud in the kind of 
voice you would use before an audience. How long did it take 
you to read it? 

If it took you sixty seconds to read the previous paragraph, you’re a slow 
speaker. If it took you thirty seconds, you are speaking at a rate of 250 words per 
minute (wpm), which is too fast for most audiences to follow easily. 

Now read and time the previous two paragraphs. They contain about 170 
words. Given that the material is fairly easy to read and unemotional, a total of 
sixty seconds (give or take a few) would be about right. Generally, anything be- 
low 125 wpm is too slow; 125 to 145 wpm is acceptable; 145 to 180 is better; 180 
or higher exceeds the speed limit.’ But don’t carve these guidelines in stone. Your 
wpm depends on you, your message, and your audience. 

Generally, presenters tend to speak too fast—they exceed the 180 wpm speed 
limit. Often speakers are so familiar with what they want to say that they forget 
that their audience is hearing it for the first time. Both of us have been accused of 
racing through presentations when we have had a lot to say. Even after years of 
making presentations, we still have to remind ourselves to slow down, slow 
down, slow down. Don’t race; pace yourself. 





Just like the notes on a musical scale, pitch refers to how high or low your voice 
sounds. Most men speak at a lower pitch than women do. Most adults speak at a 
lower pitch than children do. Anatomy determines pitch. Men have longer and 
thicker vocal cords (also known as vocal folds) than women do. Just as the longer, 
thicker strings on a piano produce lower notes, longer, thicker vocal cords pro- 
duce a lower vocal pitch. 

Americans seem to prefer low-pitched voices. They think that men and 
women with deeper voices sound more authoritative and effective. Men with a 
naturally high pitch may be labeled effeminate or weak, and women with very 
high speaking voices may be labeled childish or silly. To compensate for a high 
natural voice, some speakers push their voices down into a lower range of notes. 
However, this practice limits the voice’s expressiveness, can make it sound harsh, 
and damages the voice by putting a strain on the vocal cords. 


Like everyone else, you have a natural or optimum pitch 
at which you speak most easily and expressively. The hard part 
is finding it. Like many other speakers, you may have the habit 
of speaking at a too-low or too-high pitch. You need to redis- 
cover your optimum pitch so that you can produce the strongest 
and clearest sound with the least amount of effort and strain. 


Finding Your Optimum Pitch. Although there are several 
ways to find your optimum pitch, a method called “Sing Sol-La” 
works for many speakers. This exercise requires the ability to 
sing a musical scale or access to a musical instrument (and 
someone who can play a scale). Sing the lowest note you can 
sing. Then, sing up the scale—Do-Re-Mi-Fa-Sol-La-Ti-Do. Next, 
go back to your lowest note and sing up to Sol. Can you easily 
sing an octave above Sol? Try La. If you have to strain a little to 
reach the octave above La, go back to Sol. Your best pitch is 
probably the fifth (Sol) or sixth (La) note above your lowest 
note. Test your Sol or La note to see if you can increase its vol- 
ume with minimal effort and’ strain. Then, sing an octave 
higher than that note. The sound should be clear and un- 
strained.® 

Now, try to say a nursery rhyme or the Pledge of Allegiance 
very quickly at your optimum pitch. Can you produce the sound 
easily? Do you feel any strain? Is the sound higher or lower than 
the pitch at which you usually speak? If it is higher than your 
normal pitch, try raising your overall pitch when you speak. 
Finding this pitch doesn’t mean that you should speak at only 
that one note. Instead, think of this pitch as “neutral,” and use it 
as your base line for increasing the expressiveness of your voice. 
Then, establish your optimum pitch in your auditory memory 
and use it to project a clear and powerful speaking voice. 





Your voice will be stronger and 
less likely to fade at the ends of 
TTL oe 


Your voice will not tire easily. 


You will be less likely to sound 
harsh, hoarse, breathy, or squeaky. 


You will have “room to move” 
above and below that pitch, an 
absolute must for an expressive 
and energetic voice. 


Y 





Varying Pitch for Emphasis. Inflection is the changing pitch within a sylla- 
ble, word, or group of words. Inflection makes speech expressive; lack of it is the 
culprit for what most people call a “monotone voice.” A monotone voice occurs 
not because you use the wrong pitch or speak slowly but rather because you don’t 
change the pitch of sounds within words or the pitch of words within phrases 
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and sentences. Speaking in a monotone limits your expressiveness. In English, we 
tend to use a rising inflection when we ask questions, express uncertainty, or 
stress a word or syllable.? We tend to use downward inflections at the ends of 
phrases and sentences or when we’re depressed or under stress. “I can’t cope any- 
more” would not end with a rising inflection unless you were doing a “Valley 
Girl” imitation, in which almost every statement would end on the upswing.!° 

Inflection both helps you to avoid having a monotone voice and allows you 
to emphasize an important or meaningful word or phrase. When you’re speaking 
from a manuscript, we recommend that you underline words that should receive 
extra stress or emphasis. More often than not, varying pitch sets a word apart 
from the rest of a sentence. A single change in inflection can change the entire 
meaning of a sentence, as is illustrated in the following examples. 


I was born in New Jersey. (You, on the other hand, were born in Maryland.) 
I was born in New Jersey. (No doubt about it!) 

I was born in New Jersey. (So I know my way around.) 

I was born in New Jersey. (Not in New York.) 


Inflection may not seem very important, since the resulting change in pitch can 
be a fraction of a note. Yet, like the effects of any strong spice in a recipe, a small 
rise or drop in inflection can change the entire meaning of a sentence or the qual- 
ity of your voice. Inflection is a key ingredient in making your voice more inter- 
esting, exciting, emotional, and emphatic. 
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Fluency is the ability to speak smoothly without tripping over 
words or pausing at awkward moments. Although an audience 
might not notice how fluent you are, they will notice when 
something interrupts the flow of your speech. 

The more you practice your presentation, the more fluent 
you will become. Practice will alert you to words, phrases, and 
sentences that look good in your notes but sound awkward or 
choppy when spoken. You'll find out if you have included any 
words that you have trouble pronouncing. Practice lets you 
work on volume, rate, pitch, and articulation. With adequate 
practice, your voice will sound fluent. 


Filler Phrases. Many people have the habit of using filler 
phrases, a very common fluency problem. Annoying filler 
phrases, you know, like a, okay, break up, um, your fluency and, 
uh, drive your audience, right, like crazy. Everyone knows how 
annoying and distracting it can be to listen to a presentation 
loaded with filler phrases. Who hasn’t sat in the back of a class- 
room or auditorium and counted the number of times a speaker 
said, “You know” or “okay”? Unfortunately, most speakers 
don’t even know they’re doing it. 

In addition to filler words and phrases such as “you know,” 
“okay,” “like,” and “right,” some speakers have their own per- 
sonal phrases—“Got it?” “There!” “Yup,” and the unwarranted 
giggle that appears when it absolutely shouldn’t. It doesn’t mat- 
ter what the phrase is. It only matters that you become aware of 
how often you use it and then try to stop. 
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Hear the words that changed the world, From " The History Channel Web site, 
Martin Euther King, Jr.'s “Il have a dream” . 

speech % Lou Gehrig's farewell to baseball, our ARCHIVE | www. historychannel.com/ 
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Made, you must have ReelPlayer installed. If» to “hear the words that changed 
you can't access our audio clips, click here to downlosd RealPlayer.) the world.” As you listen to some 
of these famous broadcasts and 
recordings, pay attention to the 
speakers’ volume, rate, pitch, 

@) On the future of women in flying fluency, articulation, and 
pronunciation. 


Amelia Earhart, American aviator 


“Aviation, this young modern giant, exemplifies the possible relationships of 
women with the creations of science.” (Purdue University, Lafayette, Indiana, 


1935) Reprinted by permission of A & E Televi- 


On May 21, 1932, five years to the day that American aviator Charles Lindbergh ore) Networks. www.historychannel. 
became the first pilot to accomplish a solo, nonstop flight across the Atlantic com. Copyright © 200 A&E TELEVISION 
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Tape-record one of your practice sessions or an actual presentation and listen 
for filler phrases. Sometimes they appear only during your actual presentation, 
when you are most nervous and least aware of the extra phrases that can sneak 
into your speech. Then comes the hard part. In order to break the filler phrase 
habit, you must slow down and listen to yourself as you practice. At first, you will 
be less fluent, stopping at almost every phrase, correcting yourself. Monitor your 
performance and practice as well as your everyday speech. Filler phrases cannot 
be turned off at the beginning of a presentation and allowed to reappear after- 
wards. As in breaking any habit, going “cold turkey” requires saying no to filler 
phrases in all speaking situations. 


Run-on Sentences. The second cousins of filler phrases are run-on sentences. 
Sometimes, because a speaker is nervous and is trying hard to maintain fluency, 
she or he may have a tendency to connect all sentences with and or uh and keep 
going, even though there may have been several natural places to stop and begin 
another sentence during the speech. Notice how the last sentence could have 
ended after uh but instead used the word and to keep going. In a few cases, stu- 
dent speakers have managed to utter a seven-minute sentence rather than give a 
seven-minute presentation. 

As with breaking the filler phrase habit, you need to slow down and listen to 
yourself. Even better, tape-record your practice sessions and listen for run-on sen- 
tences. For practice purposes, write out a few sections of your presentation in 
manuscript form to make sure that your sentences are short. Practice those sec- 
tions in order to get a feel for speaking in smaller units. Then apply that feeling 
to your entire presentation. 


= 
(E clarity and Correctness 


A strong, well-paced, optimally pitched voice that is also fluent and expressive 
may not be enough to ensure the successful delivery of a presentation. Clarity 
and correctness also matter. A million-dollar vocal instrument will have little 
value if you mumble and mispronounce words. Proper articulation and pronun- 
ciation are just as important as volume, rate, pitch, fluency, and inflection. 
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Articulation 


Articulation is a term that describes your diction or how clearly you make the 
sounds in the words of a language. Poor articulation is often described as “sloppy 
speech,” “lazy tongue,” or just plain mumbling. If friends ask, “What?” after 
you've said something, they are rarely asking you to speak louder; they are asking 
you to articulate. 

You can improve and practice your articulation. Generally, it helps to speak a 
little more slowly and a bit more loudly and to open your mouth a little wider 
than you usually do. Speakers whose lips barely move and whose teeth barely part 
let their words get trapped and jumbled in their mouths. The result is mumbling. 

Certain sounds account for most articulation problems. The culprits are com- 
bined words, “ing” endings, and final consonants. If someone said, “Firs, I’m 
gonna telya watsumata with sayin and readin thisenens,” you might be able to 
translate it as “First, 1 am going to tell you what’s the matter with saying and 
reading this sentence.” Many of us combine words—“what’s the matter” becomes 
“watsumata”; “going to” becomes “gonna.” Some of us shorten the “ing” sound 
to an “in” sound: “sayin” instead of “saying.” And others leave off final conso- 
nants such as the fin “first.” 

The final consonants that get left off most often are the ones that pop out of 
your mouth in a mini-explosion. Because these consonants—+, b, t, d, k, g—can- 
not be hummed like an “m” or hissed like an “s,” it’s easy to lose them at the end 


CREATE YOUR OWN 
PRONUNCIATION 


(TIP) 
DRILLS One way to correct 


commonly mispronounced words is to create 
and practice saying a sentence that includes 
words that you have trouble pronouncing 
correctly. For example, read the following 
sentences out loud and ask a good listener to 
use the list of mispronounced words on page 
241 to check your pronunciation. 


Both Detroit police officers asked the deaf 
witness to gesture at the relevant suspect. 


It’s not surprising that the picture of a lar- 

ynx was used to help the eager students 
pronounce words such as nuclear, chasm, 
and theater. 


Create your own sentence and use it 
to practice the words you have difficulty 
pronouncing. 


of a word. While you can hear the difference between “Rome” 
and “rose,” poor articulation can make it difficult to hear the dif- 
ference between “rack” and “rag,” “hit” and “hid,” or “tap” and 
“tab,” to give a few examples. Make a note of words that end 
with these consonants and practice articulating the final sounds. 


Pronunciation 


Pronunciation refers to whether you say a word correctly— 
whether you put all the correct sounds in the correct order with 
the correct stress. It can be embarrassing to mispronounce a 
common word. Once one of us heard a speaker give a presenta- 
tion on the importance of pronunciation, but she undermined 
her effectiveness by referring to “pronounciation” throughout 
her speech! Finding a word’s correct pronunciation is not diffi- 
cult; look it up in a dictionary or listen to someone who knows 
how to pronounce the word. Speakers who don’t take the time 
to check their pronunciation may find themselves embarrassed 
in front of an audience. 

Pronunciation errors fall into five general categories. Speak- 
ers add sounds, subtract sounds, substitute sounds, reverse 


sounds, and misplace stress. Figure 14.2 shows examples of each 
kind of error. 


professional colleague of ours told us this 
story about the importance of correct 


pronunciation: 


| once attended a critical meeting with of- 
ficers from a large corporate foundation 


and staff members from my college. We 
were seeking a substantial grant for our 
institution. Admittedly, the name of the 


being made around the conference table, a 
college official mispronounced the name of 
the foundation. It got worse and worse as 
each of the corporate officers was intro- 
duced with his or her corporate title. Within 
seconds, the rest of us at the table knew 
that we had jeopardized our chance for a 
donation. One mispronounced word cost 


corporation was long and difficult to pro- us thousands of dollars. 


nounce. However, when introductions were 





Pronunciations can and do change. According to most pronunciation diction- 
aries, the word often should be pronounced “ofen,” but many people now accept 
“often” as an acceptable pronunciation. The word a should be pronounced “uh,” 
not rhyme with “hay,” but many people now use both versions. When the word 
the appears before the sound of a consonant as in “the table” or “the dog,” it 
should be pronounced “thuh.” When the comes before the sound of a vowel, as in 
“the apple” or “the ambulance,” it should be pronounced “thee.” However, many 
people no longer make these distinctions. One way to look at pronunciation is to 


Figure 14.2 


Common Mispronunciations 









: Pro Type of Error 
across uh-kraws uhkrawst Added sound 
nuclear nooklear nookyoolear Added sound 
pronounce pronauns pronaunseate Added sound 
surprise serprize suprize Subtracted sound 
shouldn't shoud’nt shount Subtracted sound 
picture pikcher picher Subtracted sound 
deaf def deef Substituted sound 
chasm kazm chazm Substituted sound 
both both bof Substituted sound 
Detroit detroit detroit Misplaced stress 
theater theater theater Misplaced stress 
police polees poless Misplaced stress 
larynx larinks larniks Reversed sound 
ask ask aks Reversed sound 
relevant relevant revelant Reversed sound 
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ask whether the way you pronounce a word will call attention to it. In front of a 
group of voice and diction teachers, “thuh apple” would be distracting and annoy- 


ing. In front of a general audience, “thuh apple” might go unnoticed. 


‘Accents and Dialects 


When teaching or coaching speakers from other countries, we are often asked, 
“How can I get rid of my accent?” The honest answer to this question is that in 
most cases, you can’t. The better answer is this: Why do you want to? An accent 
generally won’t hinder your ability to communicate. Sometimes, in fact, an ac- 
cent can add charm and interest to your presentation. In other cases, however, a 
heavy accent can distract an audience and can subsequently reduce your effec- 
tiveness. Before you try to change your accent, there a few things you should 
learn about accents and dialects. 


WHEN IS IT 
‘ACCEPTABLE TO USE 


AN ETHNIC DIALECT? 
At first this may sound like a question that 
treads the dangerous territory of political cor- 





- rectness. After all, ‘many southerners don’t — 


‘say, “Sho ‘nuf,” and most African Americans 









: who don’t use these phrases better speakers 
___ than those who do? 






whether there’ should be a standardized and 










~ American English argue that a common lan- 
guage will keep the country strong, literate, 

















mon standard language recognize that such 
rules put immigrants and minority Americans 
significant disadvantage and take some 
the richness out of our language. Didn’t 
ndon Johnson, Martin Luther King Jr., 
d Jimmy, Carter speak in southern dialects? 
in’t John F. Se ee with a Bos- 
ton dialect? _ 

In fact, it seems that some dialects are 
e acceptable than others. Is it okay to Say, 








say, “He sick”? In the end, the answers de- 
nd on several factors. Ask yourself whether 
r decision to use an ethnic dialect in your 
presentation i is suitable for the purpose, occa- 
_ sion, and audience. If you’re not sure, moni- 






old- -country” inged that could offend « or con- 
fuse your audience. 


don’t say, “My brother, he sick.” Does that 
make southerners — and African ‘Americans 


For years a fierce debate has raged over. : 
2 fficial English language in the United States. _ 


s not likely to be settled anytime soon. a 
se who want everyone to speak Standard _ 


nd unified. Those who argue against a com- : 


‘all come down now” but not acceptable © 


r your presentation for “down-home”. or 


An accent is the sound of one language imposed on an- 
es 11 Some Asian speakers have difficult producing the “r” 
and “v” sounds in English. Spanish speakers often make the “i” 
Saas in a word like sister sound like a long “e” sound, as in see. 
Eastern Europeans may substitute a “v” for the “w” sound. 
Many non-English speakers have difficulty making the “th” 
sound. While listening to two colleagues—one from Thailand, 
the other from the former Yugoslavia—we heard the Thai 
speaker say that he was “wehwee worried” about a student and 
the Yugoslavian saying that she was also “very vorried.” It’s im- 
portant to note that both of these speakers were rated as excel- 
lent teachers and communicators. Their accents did not inhibit 
the speakers from expressing themselves; nor did they prevent 
us from understanding what the speakers said. 

Dialects differ from accents because they represent regional 
and cultural differences within the same language. What people 
call a southern accent is really a southern dialect. The phrase 
“pahking the cah in the Hahvahd yahd” demonstrates a Boston 
dialect, not an accent. Is it acceptable to say, “Y’all” and “Sho 
‘nuf” if you are a southerner? Is it acceptable for some African 
Americans and speakers of street lingo to say, “My brother, he 
sick”? If you answer these questions according to the rules of 
Standard American English,!? the answer is no. Does that mean a 
speaker should never use “Y’all” and “He sick”? Again, the an- 
swer is no. 

Although we can’t answer all the arguments or resolve the 
debate about accents and dialects, we will take a position re- 
garding presentation speaking. Whether standard or nonstan- 
dard, the language you use is a means to an end, a way of 
achieving the purpose of your presentation. Because words are 
the basic building blocks of a presentation, it is your choice 
which building blocks to use. If “y’all” or “he sick” is difficult 
for you to change or is the way you want to be heard, you runa 
tisk. An audience that doesn’t like or has trouble listening to 
that particular dialect may be distracted or even turned off by 
your presentation. In fact, a consistent finding across many re- 
search studies is that Standard American English speakers are 
judged as more intelligent, ambitious, and successful, even 
when the judges themselves speak in a nonstandard American 
dialect.’’ On the other hand, an audience that expects to hear 
your natural dialect may think that you are talking down to 





fe born in Jersey City, New Jersey, and 
spoke in a very strong Jersey/New York di- 
alect. When my family moved to a town where 
Standard American English was spoken, my 
speech was greeted with laughter. | decided 
that it was time for me to learn a second lan- 
guage—Standard American English. With the 
help of a tireless speech teacher, | learned the 
“proper” way to speak. But at the same time, 
| could speak pure Jersey whenever | was with 
my family and friends from New Jersey and 
New York. 

| learned the same lesson when | spent a year 
teaching in Australia. | learned that a “subject” 
in Australian colleges is the same as a U.S. col- 


REAL WORLD, REAL SPEAKERS 


instead of “schedules” and permitted my stu- 
dents to bring “rubbers” (erasers) to final ex- 
ams. In order to be understood, | tried to speak 
Australian. Over time, even the sound of my 
American dialect changed. Although | will never 
sound like an Australian, at least | made the ef- 
fort to sound less harsh to the Australian lis- 
tener. So now | speak three “languages” —Stan- 
dard American English, New Jersey, and a bit of 
Australian. Of course, all of these “languages” 
are different dialects of English. All of them are 
useful tools or building blocks that | can use in 
a presentation. 


Isa Engleberg 





lege course and a “course” is the same as a ma- 
jor or program. | learned to follow “timetables” 











them if you use Standard American English. As is so often the case, knowing your 
audience is the key to achieving your purpose. 

If words are building blocks, the more blocks you have to choose from, the 
better. Just as you would dress differently for different speaking situations, you 
may sometimes want to change the way you use words. This can be a difficult but 
not impossible task, as both of us have learned during the course of living and 
working in many different places. 

Having a strong accent or dialect does not stop anyone from being a strong 
speaker. Many years ago, one of us heard Dr. Elisabeth Kubler-Ross, who had 
a soft voice and a strong German accent, speak at a medical school graduation. 
Dr. Kubler-Ross’s book On Death and Dying had brought her international atten- 
tion and fame on the topic of caring for dying patients. During the first few min- 
utes of her address, the audience strained to understand what she was saying. Yet 
her stories were so touching and her personality so compelling that the audience 
was soon captivated by her. Her accent made no difference at all. 

At the same time, we don’t want to minimize the importance of having an ef- 
fective speaking voice. Esther-Ann Asch, a vice president with Federal Employment 
and Guidance Services in Manhattan, told us that she gives her voice credit for her 
success as a speaker: “My voice has always been the key to presenting. Because it is 
loud, forceful, and compelling, it gets and keeps the audience’s attention.” 

You don’t need a perfect voice to be a great speaker. You need a purposeful, 
well-organized message and a clear voice that helps you achieve the goal of your 
presentation. As long as your voice is loud enough and clear enough, you can 


concentrate your attention and energy on what you have to say. 
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Summa ®> Can | improve my speaking voice? 
p y sp 9 
By further developing vocal characteristics that you already have—such as 
breath control, volume, rate, pitch, fluency, articulation, and pronuncia- 
tion—you can improve the effectiveness of your speaking voice. 


®?> Can | speak loudly enough without feeling as though I’m shouting? 


Yes, if you are willing to use your naturally loud voice and to project to the 
back of the room. Ask a friend or sympathetic listener to monitor your vol- 
ume and to alert you to any problems. 


®> Can | speak slowly enough to be understood without putting everyone to 
sleep? 
Yes, if you time yourself and then try to adjust your speed to the message, 
room, and audience. Remember that most presenters speak too fast, not too 
slowly. 


®> What's the best pitch for my voice? 


Don’t assume that a lower pitch is a better pitch. Instead, find your optimum 
pitch and try using it in all of your daily speaking situations. Make sure that 
syllables, words, and phrases receive the appropriate inflection and stress. 


@> How can | avoid stumbling over words? 


In addition to practicing your presentation, avoid using an excessive num- 
ber of filler phrases and run-on sentences. 


®*> How can | speak more clearly and accurately? 


Generally, you can improve your articulation by speaking a little more slowly 
and a bit more loudly and by opening your mouth a little wider than you 
usually do, while watching out for combined words, “ing” endings, and final 
consonants. Also, avoid mispronunciations by looking up questionable 
words in a dictionary before your presentation and by practicing words that 
are difficult to pronounce. 


®> How can | get rid of my accent? 


There is nothing wrong with having an accent or speaking in a dialect. If you 
speak clearly and accurately, your audience should understand you and your 
message. 


i 


7 Key Terms accent 242 inflection 237 projection 234 
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Physical 
Delivery 











®> Why is eye contact so important? 

®> Can | control my facial expressions? 

®> Which gestures work best during a presentation? 

®*> How should | stand and move during a 
presentation? 


®> How do! deliver a presentation on radio, on 
camera, or online? 


| natural delivery style tells your au- 
\ dience a great deal about who you are 
and how much you care about reach- 
ing them. An audience-centered speaker is a 
natural speaker, and naturalness makes 
your personality an integral part of your 
performance. Audiences feel comfortable 
when you seem comfortable. When you 
appear competent and confident, they can 
relax and listen. Naturalness lets the real 
you come through. However, being natural 
doesn’t mean “letting it all hang out.” 
Rather, it means being so well prepared 
and well practiced that your presentation is 
an authentic reflection of you. During such 
a presentation, your eye contact, facial ex- 
pressions, gestures, posture, and move- 
ment will not draw attention to themselves. 
Your movement will support and highlight 
your presentation’s important words and 
ideas. In this chapter, we explain how to 
achieve this natural physical delivery style. 
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S Making a Good Physical Impression Making a Good Physical 
Impression 


Audience members jump to conclusions about speakers on the basis of first im- 
pressions of their appearance. Even though such snap judgments may seem un- 
fair, you’ve probably made them yourself. The ways in which you stand, move, 
gesture, and make eye contact will have a significant impact on your presentation. 

Although you can change these aspects of your physical delivery, there’s one 
thing you cannot change: your body. However, you can compensate for or adapt 
to the place where you will be speaking. If you are short, a small platform behind 
the lectern can make the difference between being hidden and being seen and 
will also let you see your audience. If you need glasses, wear them. Accommodate 
to the things you can’t change, but control those you can. As in the case of your 
voice, special skills and strategies can help you practice and improve the way that 
you physically deliver a presentation. 


EU 
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Eye contact may be the single most important component of effective physical 
delivery. Quite simply, eye contact is establishing and maintaining visual links 
with individual members of your audience. Communication scholars, speech 
teachers, authors of popular public speaking books, and experienced presenters 
overwhelmingly agree that eye contact is critical because it initiates and controls 
communication, affects speaker credibility, and provides the speaker with a 
means of assessing listener feedback. 


Control. When you want to speak with someone, you “catch her eye” to initi- 
ate communication. The same is true in a presentation. When you establish ini- 
tial eye contact with your audience, you indicate that you are ready to begin 
speaking and that they should get ready to listen. Lack of eye contact communi- 
cates a message, too: It says that you don’t care to connect with your audience. 
After all, if you don’t look at your audience, why should they look at you? 

Not only does eye contact initiate communication; it also has the power to 
make people listen. Every good teacher, preacher, police officer, and political can- 
didate knows that “giving the eye” to inattentive listeners is one of the best ways 
to get and keep their attention. Direct eye contact says, “I’m talking to you; I want 
you to hear this.” Direct eye contact transforms the speaker from an impersonal 
messenger into someone worth listening to. 


Credibility. Eye contact can also have a direct and positive effect on your credi- 
bility. It says: 
B I’m of good character. | care enough to share this important message with you. 


B I’m competent. I know this subject so well that I can leave my notes and look 
at you. 


» I’m charismatic. | want to energize and connect with everyone in this room. 


SHOULD I IMaGine MY 
AUDI€NCe NaKkeD? 


Despite and perhaps because of its 
importance, eye contact has inspired numer- 
ous myths. We've had clients say that they've 
been told to look over and between the 
heads of the people in their audiences. Oth- 
ers have been told to find a spot on the back 
wall or one friendly face to look at through- 
out a presentation. Some have even been 
given the absurd suggestion that they should 
imagine their audience members without 
their clothes on—the best argument we've 
ever heard for not looking at your audience. 
Coming closer to receiving good advice—but 
not yet there—are the speakers who have 
been trained to move their gaze by looking 
at groups of people in every section of the 
room (a tactic which works well with audi- 
ences of one thousand but not with twenty 
listeners). Then there are those who have 
been told to move their gaze up and down 
or across every row. In all of these situations, 
the speakers were told not to look directly at 
individual listeners or to look at them as inan- 
imate objects. 

These myths and misconceptions about 


eye contact border on the ridiculous. They | 


just don’t work. Staring at a clock at the back 
of a room can make you look like a zombie or 
a sleepwalker. Imagining an audience naked 
not only insults the people you want to in- 
fluence but also can be terribly distracting. 
Looking up and down every aisle is more 
suitable for mowing the lawn than for mak- 
ing a presentation. There’s no “trick” to eye 
contact. Just look at individual people in your 
audience—eye to eye. 


In everyday conversation, avoiding eye contact can indicate 
disinterest, insincerity, or deception. By looking directly at your 
audience, you demonstrate your dedication to open and honest 
communication. People who seek and maintain eye contact 
while speaking, whether face to face or before an audience of 
thousands, tend to be more believable. 


Feedback. Making eye contact is the best way to gauge audi- 
ence feedback during your presentation. At first, looking at your 
audience members eye to eye may distract you. Some people 
may smile, others may look bored or confused, and some may 
be looking around the room or passing notes to friends. With 
all of this going on in the audience, it’s easy for you to become 
sidetracked wondering why you’re getting so many different re- 
actions. 

Receiving all of those different responses can be unsettling 
until you realize that being aware of those responses is the very 
reason why you must establish and maintain eye contact. By 
looking at the individual members of your audience, you can 
tell whether they are interested, bored, delighted, or displeased. 
Speakers who don’t look at their audiences rarely have a clue 
about why their presentations succeed or fail. Yes, audience re- 
actions can be distracting, but they also give back more than 
they take. Eye contact gives you a wealth of information about 
the audience’s reactions to you and your presentation. More- 
over, when you see that your audience is attentive and inter- 
ested, you may gain more confidence and enthusiasm. 


STIR eae 


Initiates and controls communication 


Enhances speaker credibility 
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Eye Contact Techniques. Talk to audience members in the same way that you 
would talk to a friend, coworker, client, or customer. This doesn’t mean staring at 
them until they squirm in their seats; rather, it means catching their eye for a few 
seconds, saying something, and then moving on to someone else. Don’t establish 
eye contact row by row as though you're taking roll. Move your gaze around the 
room, settle on someone, and establish direct eye contact. Then switch to some- 
one else—someone sitting near the person whom you just looked at or someone 
all the way across the room. 

Don’t move your eyes in a rigid pattern but do try to establish eye contact 
with as many individual people as you can. It’s very tempting to direct your eye 
contact at people sitting directly in front of you or at those who seem friendliest 
or most interested. Instead, try to look at the person seated farthest away from 
you just as often as you look at the person directly in front of you. Look at the 
people seated off to one side as often as you look at those in the center. 


Amount of Eye Contact. Generally, the more eye contact you have with your 
audience, the more personal and responsive your presentation will be. So how 


much is enough? Ideally, you should maintain eye contact with 
your audience during most of your entire presentation. This is 
easiest to do in impromptu and extemporaneous presentations 
or in memorized speeches. Note that we said most; it would be 
unnatural to keep your eyes glued to your audience 100 percent 
of the time. An occasional look around the room, a glance at 
your hands, a peek at the clock, or a reference to a presentation 
aid adds naturalness and gives your eyes a brief rest. 

Even when using a set of notes, you should maintain as 
much eye contact as you can—at least 75 percent of your speak- 
ing time. If you are using a manuscript, you should know your 
script so well that you can glance at the page, see a whole line 
of words, look up, and say them without having to read from 
the script word for word. 

One useful method for maximizing eye contact when using 
detailed notes or a manuscript is called eye scan. Eye scan in- 
volves training your eyes to glance at a specific section of your 
notes or manuscript, to focus on a phrase or sentence, to glance 
back up at your audience, and to speak. Begin by placing your 
thumb and index finger on one side of the page to frame the 
section of your notes or the manuscript that you are using, to 
make sure that you don’t lose your place on the page.” Then, as 
you approach the end of a phrase or sentence within that sec- 
tion, glance down again and visually grasp the next phrase to 
be spoken. Keep moving your thumb and index finger down 
the page as you move through each section. Eye scanning helps 
you maintain maximum eye contact without losing your place. 
Even when discussing a highly technical or complex topic, you should practice 
enough beforehand in order to be able to look at your audience most of the time. 

With an audience of thirty or fewer people, it’s usually possible to make eye 
contact with each person. In most cases, limit your eye contact to three to five 
seconds with any one person. Otherwise, the listener may become uncomfortable 
and feel singled out. If your audience is much larger than thirty or forty people, 
you may find it necessary to look instead at different sections of the audience. Fo- 
cus on one or two individuals in the group of people closest to you; then look at 
a few people in the far corners of the room—to the right, center, and left. Even if 
the glare of stage lights prevents you from seeing anyone’s face clearly, do your 
best to direct your eyes to different parts of the audience as if you could zero in 
on a single person. Many successful performers and public officials have mastered 
this technique. They appear to establish eye contact even when the spotlights are 
virtually blinding them. Making eye contact reassures listeners that you are try- 
ing to reach them with your message. 






Whether you are speaking to one person or to one hundred people, your audience 
will be watching your face, trying to read your facial expression. According to 
Mark Knapp and Judith Hall, experts in nonverbal communication, your face re- 
flects your attitudes and emotional states, provides nonverbal feedback, and next 
to the words that you speak, is the primary source of information about you.? 
Despite the enormous consequences of facial expression, it is difficult to con- 
trol. Generally, we tend to display a particular style of facial expression. Some 
people show little expression—they have a serious, “poker” face most of the time. 
Others are “like an open book”—you have little doubt about how they feel. It’s 
very difficult, therefore, to make a poker face into an open book—or vice versa. 
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Physical Delivery 





Adding to the difficulty are the effects of nervousness. A nervous speaker may be 
too distracted to smile, too frightened to stop smiling, or too giddy to register dis- 
pleasure or anger when it’s appropriate. 

Unless your topic is very solemn or serious, we recommend that you try to 
smile. A smile shows your listeners that you are comfortable and eager to share 
your ideas and information. Smiles can even change behavior.* Audience mem- 
bers are more likely to smile if you smile. By smiling back, they reciprocate the 
positive bond that you, the speaker, have established. 

Try this exercise. Read this short paragraph aloud while frowning. Then read 
it over again with a small smile on your face. Which version sounded better? In 
most cases, it’s much easier to speak while smiling. So smile! 

While we sincerely recommend smiling, a smile can be inappropriate if it 
does not reflect what you feel or if it contradicts your message. A big goofy smile 
would clash with a presentation on the crisis of AIDS in prisons. At the same 
time, a small smile might relieve tension if you’re talking about the discipline it 
takes to study for exams, lose weight, or stop smoking. But if you can’t seem to 
smile naturally, don’t. An artificial smile is worse than no smile at all. In Speak 
Smart, Thomas Mira puts it simply and well when he writes: “If you’re happy, it’s 
important to smile. If you’re sad, it’s OK to look sad. If you’re angry, it’s fine to 
look angry. If you’re frustrated, you should look frustrated. If you allow your face 
to communicate your feelings, . . . your audience will appreciate that you are 
being honest with them, even if they disagree with you.”° In the end, the best ad- 
vice we can offer is this: Let your face do what comes naturally. If you communi- 
cate your message honestly and sincerely, your facial expression will be appropriate 
and effective. 





A gesture is a body movement that conveys or reinforces a thought, an inten- 
tion, or an emotion. Most gestures are made with the hands and arms, but the 
shrug of a shoulder, bending of a knee, and tapping of a foot are gestures, too. 
Gestures can clarify and support your words, help you relieve 
nervous tension, arouse audience attention, and function as a 
visual aid. Gestures make you more interesting to watch and 
therefore more interesting to listen to. 

We can’t really tell you how to gesture, in part because you 
already know how to do it. You gesture every day—when you 
speak to friends, family members, coworkers, and even perfect 
strangers. Sure, you may say, but that’s not the same kind of 
gesture you need for a presentation. Remember, though, that a 
presentation is, first and last, speaking. Nevertheless, we’ve of- 
ten seen naturally graceful and energetic people become stiff 
and straight as a stick when they speak in front of a group. 
Why? They become so worried about how they look and how 
to gesture that they stop doing what comes naturally. Some- 
times we'll ask a stiff speaker a few easy questions at the end of 
a presentation, such as “Could you tell me more about this?” 
or “How did you first become interested in that?” In the blink 
of an eye, the speaker will start gesturing, moving naturally, 
and showing a lot of expression. This person will have stopped 
thinking about how he or she looks in order to answer our 
question. 


Effective Gestures. Despite our advice about “doing what 
comes naturally,” there are some techniques that can liberate 





on the job. 


and animate your hands during a presentation. Begin by linking your gestures to 
a specific word, concept, or object. For example, introduce the number of main 
points in your presentation by holding up the correct number of fingers. Then, 
lift one finger for the first point, two fingers for the second, and so on. If you are 
describing an object, you can use your hands to trace its shape or size in the air. If 
you are telling a story in which someone scratches his head, points in a direction, 
or reaches into his pocket, you can do the same. If you’re talking about alterna- 
tives, illustrate them on one hand and then on the other hand. But remember, if 
none of these gestures come naturally or improve with practice, avoid them. 

Finally, try to adjust your gestures to the space in which you are speaking. If 
you are being videotaped close up or are talking to a small group, your gestures 
should be smaller and closer to your face. If you are speaking to a large audience 
in a large space, make your gestures bigger, broader, and more vigorous. An audi- 
ence member a hundred feet away will have trouble seeing a small gesture. Con- 
versely, an audience member sitting three feet away from you may have to duck 
if your gesture is too sweeping. 

Peggy Noonan, former speechwriter for Ronald Reagan, describes a whole in- 
dustry that exists to tell people how to move their hands while giving a presenta- 
tion. It’s one of the reasons, she maintains, why so many politicians and TV 
journalists look and gesture alike. “You don’t have to be smooth; your audience is 
composed of Americans, and they’ve seen smooth. Instead, be you. They haven’t 
seen that yet.”° 

Effective gestures are a natural outgrowth of what you feel and what you have 
to say. If you start thinking about your gestures, you are likely to appear awkward, 
unnatural, and forced. Rather than thinking about your hands, think about your 
message. In all likelihood, your gestures will join forces with your emotions in a 
natural and spontaneous mixture of verbal and nonverbal communication. 


Ineffective Gestures. Unless you have a lot of speaking or acting experience, 
it’s very difficult to plan your gestures. In fact, it’s downright dangerous because 
most preplanned gestures look artificial and awkward. When speakers try to pre- 
plan their gestures in the same way that they would plan a dance step, the 
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Making a Good Physical 
Impression 


Energy Secretary Bill Richardson ges- 
tures and smiles while discussing his 
priorities and goals during an address 
to Energy Department employees on 
August 24, 1998, his first official day 


hates 15 
Physical Delivery 
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Figure 15.1 Problem Gestures 


Hands gripped together in front of the groin : 
Hands gripped together behind the back 
Rattling coins or keys in your pocket 


Twirling a lock of hair or continuously pushing hair away 
from your face 


Both arms hanging stiffly away from both sides 
White-knuckled grip on the lectern, pointer, or notes — 
Constantly adjusting eyeglasses 
Playing with pointers, pens, markers. 


~ Keeping hands in a steeple position in front of your face 


results can be ineffective and even comical. Figure 15.1 lists some common prob- 
lem gestures. 

Almost any gesture is acceptable if it occurs occasionally and appropriately. 
Clasping your hands in front of your body is okay if it isn’t the only way you po- 
sition your hands. Adjusting your glasses is fine if they need adjusting. The prob- 
lem arises when you don’t vary your gestures. If you use the same gestures over 
and over, your audience may begin counting them. As soon as your gestures fall 
into a pattern, your physical delivery becomes distracting. 

As difficult as planned gestures are to execute well, becoming aware of un- 
planned, distracting ones can be even harder. A fidget is a small, repetitive move- 
ment, a physical filler phrase. Constantly pushing up on your eyeglasses, tapping 
a lectern with a pencil, jingling change or keys in your pocket, playing with a 
necklace or tie, swaying back and forth, repeatedly hiking up your pants and 
tucking in your shirt, and pulling on a favorite ear lobe or hair curl are all fidgets. 
One of the easiest ways to stop fidgeting is to videotape and then watch your 
practice session. Once you see how often you jingle change or sway back and 
forth, you’ll never want to inflict your fidgets on an audience again. 


bp. ost 
we ure a 
Evens ostt 


Posture and movement involve how you stand and move and whether your 
movements add to or detract from your presentation. Inexperienced speakers 
rarely worry about posture and movement because they believe that once they 
get behind a lectern, they are there to stay. They give little thought to whether 
they should move from behind the lectern. However, the authors of public speak- 
ing books written for the general public urge speakers to move away from the 
lectern. Author Ron Hoff says, “Podiums are poison. Lecterns are lethal.”” We 
don’t agree. Podiums and lecterns serve important functions but must be used ap- 
propriately and with skill. 





Posture. Your posture communicates. If you stand comfortably and confi- 
dently, you will radiate alertness and control. If you are stooped and unsure on 
your feet, you will communicate apprehension or disinterest. Not only does good 
posture add to your credibility, it also aids proper breathing and gives you a 
strong stance from which to gesture. We recommend that you stand straight but 
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Delivering ‘Media and 
Online Presentations 


John Ghidiu, a skating 
instructor and rep for 
Rollerblade, uses “body 
language” in his lesson 
to would-be rollerbladers 
in the parking lot at the 
State University of New 
York, Oswego. 


not rigidly. If you lock your knees, you may become lightheaded. Your feet should 
be about one foot apart. Lean forward just a little instead of rocking back on your 
heels. And then, like a good soldier—chest out, stomach in—you’ll be ready to be- 
gin. And as long as we’re using clichés, don’t forget to keep your chin up. Doing 
so will open your airways and help make your voice both clear 
and loud. 


Movement. Generally, a certain amount of movement is 
a good thing during a presentation. Although it’s been said 
that “there’s nothing more boring than something that never 
moves,”® we have listened to great speakers who plant their feet 
on the floor, practically glue their notes or manuscript to the 
lectern, and proceed to captivate and delight their listeners. 

At the same time, you can move around the podium or oc- 
casionally around the room to attract attention, support and 
emphasize a point you are making, or channel nervous energy. 
Movement even gives you short pauses during which you can 
collect your thoughts or give the audience a moment to ponder 
what you have said. Both of us have used movement to direct 
attention to an important idea or piece of information. 





. e 


ted Presentations 


LG Delivering Mediat 


Not that long ago, the average speaker would probably not have 
had to consider giving mediated presentations on the radio 
or on camera. Times have changed. Although it’s still unlikely 
that the average speaker will “go prime time,” the rise of local 
radio stations, public access cable, video presentations, telecon- 
ferencing, and distance learning means that you should know 
what to do if you end up in the studio or in front of the camera. 


SHEUID I Sit ©R 
STAND? When it’s your 


turn to speak, you may or may 3 
not be able to choose whether you sit or 
stand. For panel discussions, participants of- 
ten sit behind a table at the front of a room. 
Nervous students often ask whether they can 
sit during their presentations. There are 
good reasons why we say no. First and fore- 
most is this: You are your own best visual 
aid. Why hide that advantage under a table? 
Standing up is a way of taking charge. It’s 
also easier to breathe for speaking if you 
stand. It’s easier to see your audience and 
maintain eye contact if you stand. And it’s 
easier to gesture if you have your full body’s 
length to use. In addition, it’s easier to move 
from a standing position than to get up from 
a chair. 

We even recommend that you find a way 
to stand when other speakers are sitting. Get 
up and use a flip chart or move to the head 
of a conference table. By standing when 
everyone else is sitting, you become the fo- 
cus of attention. And that’s exactly what you 
want to be during a presentation. 





MaKiNG LECTERNS WORK FOR YoU 


f your presentation is formal or your audience large, 

you will probably have a lectern. For more informal 
talks and presentations to small groups, you may have 
nothing more than a place to stand. Given the choice, 
however, most presenters prefer and ask for a lectern. 
The key, of course, is learning how to take advantage 
of a lectern without falling prey to its perils. President 
Clinton has two distracting lectern habits. In his desire 
to connect with an audience, he often leans far for- 
ward over his lectern. Unfortunately, it looks as though 
he and the lectern are about to come crashing down 
into the audience. Even more distracting is his habit of 
pounding the lectern while he speaks. Since his micro- 
phone is often attached to the lectern, the pounding 
becomes a deafening and distracting noise. 

Although a lectern can become a crutch or a pro- 
tective barrier between the speaker and the audience, 
it offers many advantages if it’s used well. We like 
lecterns because they give us a place to put our notes, 
a spot to focus audience attention, and even an elec- 
trical outlet for a light and microphone. 

Coaches and consultants often advise their clients 
to speak without a lectern or to come out from behind 
the lectern and speak at its side. In this way, speakers 
remain close to their notes but also get closer to their 
audience.' We agree. Although you may begin your 
talk behind a lectern, there is nothing wrong with 
moving to one side of the lectern as you speak. At the 
same time, we recognize that audiences rarely re- 
member whether a speaker stood behind, to the side, 
or in front of a lectern. 


If you’re going to move from behind a lectern, do 
it for a reason. After speaking from behind a lectern, 
we often move to its side or move out in front of it 
and toward the audience. Then we deliver an impor- 
tant part of our message: “And remember this . . .” or 
“Think about the impact of...” or “Let me say this 
again... .” If you do this, your movement will put a 
huge exclamation point on your message. 

Twenty years ago, a speaker could make camp and 
be quite comfortable behind a lectern. Today it is 
more difficult, given the extensive use of presentation 
aids and presentation software. Nowadays you may 
need to walk over and point to something on a screen 
or to get out of the way of a slide. Presentation aids in 
all of their forms have liberated speakers who at other 
times would have stayed behind a lectern. But as 
Chapter 16, “Presentation Aids,” discusses, these tools 
must be used effectively so that they don’t steal the 
show from the presenter. 

If you’re very nervous or feel more comfortable 
behind a lectern, then use one. The key is using it 
well. Don’t be afraid to gesture when you’re behind 
a lectern. Don’t stay glued to your notes; make sure 
that you look up and establish eye contact. Don’t 
grip the lectern as if it were the top railing of the 
sinking Titanic. Use it as it was intended to be used: 
as a center of focus where you and your notes can be 
stationed. 


1. Thomas Leech, How to Prepare, Stage, & Deliver Winning Presenta- 
tions (New York: AMACOM, 1993), p. 174. 





Before suggesting delivery techniques for each of these media, we do want to 
note their one common characteristic: Despite the fact that radio and television 
can reach huge audiences, they are still very personal and even intimate forms of 
communication. Most people listen to the radio or watch TV on their own turf—in 
their cars, living rooms, or bedrooms—so the voice from the speaker or the face on 
the screen seems to talk directly to them. In addition, the audience at the other end 
of the radio or television set is as close as a good friend or colleague. Consequently, 
mediated presentations can be more relaxed and conversational. 


R ii 
Si saneleay. 


Speaking on the radio is, in a sense, easier than speaking in front of a television 
camera. Obviously, you don’t have to worry about your appearance. You don’t 
have to worry about the amount of eye contact you maintain with audience 
members. And you don’t have to worry about having adequate volume—that’s 
adjusted for you electronically. 

Christina Stuart, a speech consultant and author, rightfully notes that the 
most important factor on radio is your voice and its ability to communicate en- 
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thusiasm, sincerity, and vitality.? Just because an audience can’t 
see you doesn’t mean that your attitude or level of commitment 
changes. If you are being interviewed or are on a panel, speak to 
the interviewer or panelists in a conversational tone, the way 
you would if there weren’t a microphone in front of each 
speaker. If you apply the Chapter 14, “Vocal Delivery,” tech- 
niques for developing an effective speaking voice (well, most of 
them—you won’t need to project your voice), your radio deliv- 
ery will sound clear and natural. 

Rely on the radio staff to show you how to use the micro- 
phone (the mini-module in Chapter 14 gives some tips, too). 
Some staffers will tell you to keep your elbows and forearms on 
the table as a way of keeping yourself from leaning into the 
mike. Other production engineers will tell you to ignore the mi- 
crophone. Follow their advice. Radio technicians are there to 
make you and the radio show sound good. 





Being on TV adds the elements of physical delivery to those of 
vocal delivery. Because TV is primarily a visual medium, how 
you look matters a lot. Don’t be surprised if a studio’s makeup 
artist pays you a backstage visit. Both men and women on tele- 
vision wear makeup. It helps reduce shine and can highlight fa- 
cial features. As odd as you may think you look after a makeup 
session, you will be surprised by the positive results you will see 
on screen. 

As we’ve indicated, radio and television are personal media. 
Of the two, television is the most intimate. Why? Because the 
camera can zoom in for a close-up. A full close-up of someone’s 
face on television reveals every flicker of a smile, flinch, raised eyebrow, frown, or 
wince. Trying to hide those minute details will only result in an uninterested, 
deadpan !ook. 

When you’re on camera, your face is the main focus of attention—not your 
gestures, not your hands, not even your voice. If you gesture a great deal while you 
speak, remember that the television camera may be too close to pick up your hand 
movements. Consider gesturing closer to your face, being careful not to hide your 
face behind your hands. You may want to have a friend videotape you in close-up 
so that you can get a sense of how—or if—your gestures appear on-screen. 

Whether you’re part of a panel or appearing alone, make sure that you’re 
dressed appropriately for television. Generally, this means wearing rather formal 
business attire, but if you’re not sure, ask your contact at the station for advice. Be- 
cause of the way that cameras work, some colors and patterns should be avoided. 





P Black, dark gray, or midnight blue come out very dark on camera and can look 
too somber, even for a business program. Instead, choose a paler gray, gray- 
blue, or mid-blue. 


» Bright white can be blinding. Choose cream, beige, or pale blue instead. 


» Material with narrow stripes, small checks, or large patterns tends to vibrate 
or look jumpy. Plain colors look best on camera. 


» Dangling earrings and fussy necklines tend to be distracting. Remember that 
most of the camera shots will be of your head and shoulders, so aim for a sim- 
ple, plain, uncluttered look.!° 
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Chapter 15 
Physical Delivery 


If you know that you are going to be on television, you already have easy ac- 
cess to the best resource available on how to behave, how to move, where to look, 
and what to wear. Watch television. Watch news anchors. Watch Sunday morn- 
ing news shows. Watch the weather channel. Watch shows in which real persons 
(talk-show guests and game-show contestants), not your favorite actors or sit-com 
characters, are talking. 





: Ig TF hea me eam UU UTES at LTS 
and Videoconferer 
TG VETS AOL De UR LR i 


The use of videotape is no longer confined to broadcast and cable television. 
Many businesses—both large and small—now commonly videotape presenta- 
tions for in-house use and videoconferences with colleagues at different loca- 
tions. Regardless of whether you are being taped for an in-house video newsletter 
or are participating in an international videoconference, the “rules” are the same 
as those for appearing on television. One difference is that the equipment, the 
studio, and the technical support may not be broadcast quality. There is not a 
great deal you can do about technical quality. So if your presentation comes out 
looking a little grainy, and the camera never moves from a straight-on, medium 
shot, don’t worry. As video presentations and videoconferencing become more 
common, knowing how to be comfortable while using and appearing on video 
will serve you well. 








“Online Presentations 
Ee eer EAS a fons” 


The world of cyberspace has given us a new arena for speaking in front of audi- 
ences—online presentations. Many universities and corporations have turned to 
online training as an efficient way to reach students and employees all over the 


Tennessee Senator Bill Frist and NASA Administrator Daniel Goldin take part in a teleconference 
call with shuttle astronauts Michael Gernhart, Roger Crouch (upside down!) and Janice Voss, 
demonstrating that today’s mediated presentations know no bounds. 





REAL WORLD, REAL SPEAKERS © 


noe of ours provided us with her rec- 
ollection of an online presentation, on be- 


half of a major computer company, that she 
had to prepare and deliver: 


Once | had to deliver the keynote address 
to a conference of five hundred senior mili- 
tary and government officials attending 


to a monitor in New York), and still pictures. 
| also reserved about fifteen minutes after 
the speech for audience questions, which 
really made it feel as if we were in the same 
room. | built a Web site for the presentation 
with hundreds of links and resources So au- 
dience members could also follow up at 
















their leisure. 

| was struck by how much energy it 
took to do the presentation online. | had to 
produce my own presentation as | was giv- 
ing it by pointing and clicking the mouse on 
my laptop. Yet it paid off. | saved twenty- 
eight hours of travel for a forty-minute 
presentation. | saved our hosts a lot of 
money. Most important, though, the online 
format drove home the message about the 
power of technology-assisted learning. 


a conference on learning, in Singapore. To 
make matters more interesting, | was in 
New York at the time delivering the address 
online. | had to select the mix of learning 
activities and supporting technologies to 
make this a high energy distance-learning 
experience. | wanted to have a different vi- 
sual every three minutes and to vary the 
format of my presentation several times. | 
combined slides, live camera shots of my- 
self, audience pools (we had a camera in 
the conference room in Singapore that fed 





world. What makes online presentations different from other types of mediated 
presentations is the level of preparation needed for coordinating and operating 
complex equipment while delivering a media-adapted presentation. Giving a suc- 
cessful online presentation takes more than just computer skill. The basic require- 
ments of any good presentation still apply—you need a clear purpose, audience 
analysis, logistical planning, thorough preparation, good organization, and well- 
rehearsed delivery. 


Putting It All Together 


In order to understand how all of the elements of your physical delivery (eye con- 
tact, facial expression, gestures, posture, and movement) work together, let’s fol- 
low you from the beginning to the end of a presentation. 

First, you have to get to the place where you will speak or make your medi- 
ated presentation. You may be called on, introduced, take your turn, or just walk 
up and begin talking. When you stand up and walk to the lectern, desk, table, mi- 
crophone, or open space, walk with confidence. Don’t wince or make a face that 
says, “I’d rather not be doing this.” Remember that your audience will “read” 
your posture and expression before they hear a word of your presentation. Let 
that first impression be positive! 
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Don’t start speaking right away. Take a few seconds to get 
ready by rechecking your notes and scanning the room for po- 
tential problems such as a group of late arrivals. This pause also 
will give your audience a few seconds to settle down and pre- 
pare to listen to you. When you're ready, establish eye contact 
with several audience members. And then, start speaking with- 
out looking at your notes. The first few words of your presenta- 
tion should be delivered to your audience, not to your note 
cards. To maintain maximum contact with your audience, refer 
to your notes as little as possible throughout the presentation. 
Let yourself become totally involved in your message. 

As you deliver your presentation, visualize yourself reach- 
ing out to the audience with your message. Hear yourself em- 
phasizing important words and ideas. Feel yourself gesturing 
and moving with confidence and ease. Notice how the audi- 
ence looks at you when you look at them. See them nod in 
agreement, smile, and sit forward to concentrate. Feel the grow- 
ing excitement that comes with knowing that you are making 
the most of your presentation. 

Once you have finished your presentation, make a graceful 
and confident exit. Too often, nervous speakers are halfway to 
their seats before the last word has had time to reach the audi- 
ence’s ears. Just as you got ready before you began speaking, 
pause after you have finished, look at your audience, and then 
turn your gaze away from them and walk off with confidence. 

After reading the previous few paragraphs, you may be 
thinking that we have described the perfect performance. In 
truth, we have also described a good practice session. You 
should practice every step of your presentation. A play director 
blocks a scene by telling the actors where, when, and even how 
to move. You can do the same thing. Practice walking to the 
podium. Practice the way in which you will handle your notes. Practice your pres- 
entation as though an audience were present. Only this kind of practice can give 
you the added confidence you can rely on when it’s time for the real thing. 

















. Summary ®> Why is eye contact so important? 
_. . Eye contact may be the single most important element of physical delivery. 
a Effective eye contact helps to initiate and control communication, enhances 


speaker credibility, and provides useful feedback. 


®> Can | control my facial expressions? 


Controlling your facial expressions is difficult because, in most cases, they 
naturally reflect what you are thinking and feeling. At the same time, some- 
thing as simple as a smile can relax both you and your audience while also 
conveying your sincere interest in communicating your message. 








®> Which gestures work best during a presentation? 


Gestures that reinforce a thought, an intention, or an emotion add to the ef- 
fectiveness of a presentation. Usually, if you stop thinking about how to ges- 
ture and instead concentrate on your message, your gestures will be natural 
and communicative. 


¢ 








@> How should | stand and move during a presentation? 


An erect and confident posture and purposeful movements can enhance 
your credibility; give you a strong stance from which to gesture, support, and 
emphasize important ideas and information; and channel nervous energy. 


®@> How do! deliver a presentation on radio, on camera, or online? 


Remember that radio and television are very personal forms of communica- 
tion. Speak as though you’re talking to one other person rather than orating 
to thousands of listeners. Mediated presentations require practice and tech- 
nical know-how as well as a thorough understanding of the basic principles 
of presentation speaking. 
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eye scan 249 mediated presentation 
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How can presentation aids help me as a speaker? 


®> What kinds of presentation aids should | use? 
@> What medium should | use? 
®> How do! design effective presentation aids? 






@*> Are there tips for using my presentation aids? 





fot that long ago, a speaker needed two 
: Mi things for a successful presentation: a 
Ngood speech and a strong voice. Today 
you can use dozens of tools to enhance 
your presentation—ranging from scale 
models, flip charts, slide projectors, and 
overheads to multimedia presentations. In 
fact, in many business settings you are ex- 
pected to use visual images throughout a 
briefing. From chalked notes on a black- 
board to computer animation, a speaker's 
options seem endless. Deciding how to 
take advantage of such technologies, how- 
ever, must be considered as part of your 
overall strategy for achieving the purpose 
of your presentation. 
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How Presentation Aids 
Can Help You 
Like a picture, a chart, a map, a computer-generated slide, or a videotape may also 
be “worth a thousand words.” The reason why this old saying carries so much 
weight is that the brain processes most of the information that it receives visu- 
ally. From early childhood on, humans rely on visual stimulation. Think of the 
books you “read” as a child. They Were filled with pictures. Adult minds still pre- 
fer visual images. Most of us spend more time watching television than reading 
books. Waiting rooms are cluttered with photo-filled magazines, not journals. 





Although you can describe the car of your dreams in great detail, the color pho- 
tos in a car dealer’s brochure probably can do it better. Although you may be able 
to describe a good tennis serve, a live demonstration or a training videotape will 
be more useful to a player. You can try to persuade an audience that your choco- 
late chip cookie recipe is the greatest, but a sample taste can convince them in 
seconds. : 

Presentation aids are the many supplementary resources available to a 
speaker for presenting key ideas and supporting material. They give your audi- 
ence an additional sensory contact with your presentation. Whether you intend 
to engage their sense of sight, hearing, touch, taste, or smell, presentation aids 
encompass a wide range of items and media—from homemade cookies to Power- 
Point presentations. 

Research studies conducted for the 3M Corporation found that when presen- 
ters used overhead transparencies, the audience remembered up to 10 percent 
more of the information presented. Subsequent research at the University of Min- 
nesota showed that presenters who used computer-generated visual aids were 43 
percent more persuasive.' In both of these studies, presenters who used some 
form of visual aid were perceived as better prepared, more professional, more 
credible, and more interesting than speakers who used no aids. Only a dozen or 
sO years ago, a hand-drawn poster would have been an acceptable presentation 
aid in most situations. This is no longer the case. Learning to create and use so- 
phisticated presentation aids is the responsibility of every effective speaker. 





Presentation aids are more than a pretty picture or a “gee-whiz” graphic. They 
serve several functions, all of which support you and your message. Presentation 
aids can attract attention and can clarify, reinforce, supplement, compare, and il- 
lustrate information. They can help an audience understand, learn, and remem- 
ber what you say. Thus, it’s no surprise that some speakers claim as much as a 40 
to 50 percent increase in communication effectiveness when they’re using pres- 
entation aids. At the same time, the 40 to 50 percent gain can be reversed if those 
aids are poorly prepared or used.” 
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Presentation Aids 


Senator Dianne Feinstein 
of California grabs 
attention by holding a 
modified AK-47 to em- 
phasize her call for a ban 
on high-capacity ammu- 
nition clips. 


Gain Attention. 





Presentation aids attract attention. A clever cartoon, a bold 


headline, a soundtrack, an attractive or shocking picture, or any other compelling 
visual can gain and hold an audience’s attention. Attention can wane, however, 
if the visuals are poorly prepared or irrelevant to the presentation. Margaret Rabb, 
an expert in designing presentation aids, writes that presentation aids “clarify the 
spoken word, help the audience identify the most important points, and rivet at- 
tention on the topic at hand. Subject matter is often more interesting and easier 
to understand when illustrated. .. . Colors, motion, and visual organization bring 
facts and figures to life.”° 


; APPE€al Te VakRi€D 
; LEARNING STYLES As 


rye the discussion of learning styles 
in Chapter 5, “Audience Analysis and Adap- 
tation,” pointed out, some audience mem- 
bers learn better by seeing and reading, 
some by listening, and some by doing. Using 
presentation aids adds a second channel of 
communication to your message and helps 
you adapt to your audience's different learn- 
ing styles by engaging more of their senses. 
For audience members who learn better by 
seeing, you have many choices—ranging 
from charts to demonstrations. For physical 
learners, you may want to allow time for 
some hands-on experience. Let them sort 
through samples, help you demonstrate a 
product, or try out a technique or an exer- 
cise. Use a variety of presentation aids to en- 
sure that you reach all kinds of learners. 





Clarify and Reinforce Ideas. Depending on the subject, pres- 
entation aids can be more effective than words in conveying 
meaning. Complicated directions to a destination are often eas- 
ier to give if you can point to a map. The intricacies of a busi- 
ness plan can be more simply explained if the plan can be 
charted. One of us once observed a benefits consultant helping 
a large group fill out a complicated preretirement form. His first 
presentation aid was a slide of the entire form. His second pres- 
entation aid zeroed in on the first two lines with an example of 
how to complete them. The third slide showed the next group 
of lines filled in—and so on through the last lines. Using a se- 
ries of slides to move through the form in stages clarified and 
reinforced his verbal instructions. 

In addition to clarifying and reinforcing a message for the 
audience, presentation aids can serve the same purpose for a 
speaker. If your visual aids follow an outline or the order of key 
points in your presentation, they can also function as speaking 
notes. Instead of using paper notes, you can speak from the vi- 
suals. You won’t forget what you want to say, and your audience 
can follow along as you talk.4 


Improve Efficiency. Presentation aids can save time, particu- 
larly when you use a graph, drawing, or chart to summarize a 


complex process or a set of statistics. As instructors and consultants, we often use 
overhead transparencies or computer-generated visuals to highlight important 
ideas. This way, we don’t need to spend time writing on a board or flip chart, and 
we also save time by being able to point to the critical section of a pie chart or the 
key variable on a graph. If we give our listeners copies of our visuals, we will also 
save them the time it would have taken to write down what we said. By giving 
everyone the same material in written form, we have more confidence that the 
audience will “get” the message as we intend it. 






As you consider the benefits and functions of presentation aids, keep in mind the 
most basic principle of all: Presentation aids are aids. They are not your presenta- 
tion. Unfortunately, when some inexperienced speakers find out that they have 
to make a presentation, they immediately turn on their computers and start 
churning out PowerPoint slides. They have not yet determined their purpose, an- 
alyzed their audience, nor looked for or selected relevant supporting material. 
Just because they’re using their favorite graphics template doesn’t mean they’re 
creating a cohesive, understandable presentation. 

A presentation aid is something that “aids” the speaker. You and your presen- 
tation come first; the aid helps you to achieve your purpose by supporting and 
supplementing your message. Don’t let your aids and their technical razzle-dazzle 
steal the show. Today many business and professional presentations have become 
nothing more than narrated slide shows. The presenter simply reads what appears 
on a slide or transparency. By not taking the opportunity to connect with their 
audiences, such presenters have missed the point of making a live presentation in 
the first place. 

Try this exercise the next time you have prepared a set of visuals for a presen- 
tation. Imagine that just as you are about to give your presentation, you misplace 
your visual aids, or the equipment breaks down. What would you do? Could you 
still communicate your message without the presentation aids? If the answer is 
no, or even “I’m not sure,” then you’re relying too much on your visuals. 

Presentation aids should not be the centerpiece of or reason for your presen- 
tation. Don’t become one of those speakers who prepare their presentations by 
preparing their images. Because of time pressure, workload, or simply bad habits, 
these speakers make their visuals first. They begin at the computer, creating slides 
as they come up with ideas for their presentations. After a few hours of work, they 
save or print out their slides and feel fully prepared to speak. The process we’ve 
just described is totally and absolutely backwards. 

Outstanding speakers thoroughly prepare their presentations before creating 
their presentation aids. Only after carefully considering what they want to say 
and what they want their audience members to understand and remember do 
they prepare visuals. Your visuals are there to support you, not to take your place. 


E S Messages and Media 


Given the many different types of presentation aids and the enormous benefits 
of using them, it’s important to understand how to select, shape, and use them 
effectively. When asked, “What kind of presentation aid should I use? Should I 
use slides? overhead transparencies? flip charts? scale models?” we answer, “Use 
whatever works best to communicate your message.” As obvious as this response 
may be, it masks a complex decision-making process. 
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a Not only do you need to decide what type of aid will work best, but you also 
need to decide which medium you want to create it in. For example, you could 


draw a graph on a blackboard or flip chart, display it on a transparency or com- 
puter screen, or distribute it as a handout. You could describe an accident with 
words or show a photograph or videotape of it. First, then, select the most appro- 
priate and effective form to display your ideas and supporting material as presen- 
tation aids. Second, select the most appropriate media for sharing those pres- 
entation aids with your audience. 


Types of Presentation Aids 


Presentation aids are a means of displaying supporting materials—facts, exam- 
ples, statistics, and testimony—that clarify or reinforce your message. Presenta- 


Heabline WeuUR 
ViSUAIS Although a pic- 


ture may be worth a thousand 
words, a picture can lose its impact if it 
doesn’t have a title or headline. Gene Ze- 
lazny, a visual designer, writes, “Don’t keep it 
a secret; let your message head the chart. In 
so doing, you reduce the risk that the reader 
will misunderstand, and you make sure he or 

_she focuses on the aspect of the data you 
want to employ.”' Zelazny uses the following 
pie chart to make his point. 





Share of Profits, by Region 


West 
South 





Central 


What is the significance of this pie chart? 
Most viewers would probably focus on the 
West, believing the message to be “West Ac- 
counts for Half of Profits.” However, that 
may not be the point. Perhaps the reason 
the chart was developed was to show that 
the “North Generates Smallest Profits.” 
Putting a more specific title on your visuals 
reinforces your message and ensures that 
your audience focuses on the aspect of the 
data you want to emphasize.” 


1. Gene Zelazny, Say It with Charts: The Executive’s Guide 
to Successful Presentations (Homewood, IL: Dow Jones— 
Irwin, 1985), p. 18. 

2. Zelazny, pp. 18-19. 


tion aids can take many forms: photographs, maps, diagrams, 
drawings, graphs, charts, tables, lists, models, and objects. Be- 
fore deciding whether to power up your computer or buy a set 
of new markers, make sure that you have selected the most ap- 
propriate type of presentation aid. 

Choosing the right form for a presentation aid is not as sim- 
ple as choosing an item from a menu: “Should I use a single 
chart, a couple of graphs, or three drawings?” Your decision 
should be strategic. Which type of presentation aid will best 
achieve your purpose? Which type will be best for gaining and 
keeping audience attention, clarifying and reinforcing your 
message, and saving time? The first step in selecting an appro- 
priate graphic is understanding that certain types of graphics 
work best for specific purposes. The following descriptions and 
guidelines can help you choose the most appropriate form for 
your presentation aid.° 


TYPES OF PRESENTATION AIDS 
Pie charts 

rT) 

Text charts. 


Tables 
WMT bs 
Maps 
ters 





Pie Charts. Pie charts show how much. They show propor- 
tions in relation to a whole, or they depict relationships among 
related items. Each wedge of the pie usually represents a per- 
centage, as in Figure 16.1. Most audiences comprehend pie 
charts quickly and easily. 

When using a pie chart, try not to use more than six com- 
ponents. Why? Gene Zelazny, who advises executive-level pre- 
senters about the best ways to use presentation aids, notes that 
the pieces of the pie will be difficult to distinguish if you go be- 
yond six. If you must have more than six pieces, select the most 
important components and group the remainders into an “oth- 
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Figure 16.1 Pie Chart 








The pie chart shows 
that 5,311 students 
attending a local aes 
community college 
who also intend to 
transfer to a four- 
year college or uni- 
versity are enrolled 
in one of six pro- 
gram areas. 


Percentage of Credit Students in Transfer Programs 


Arts and Science 


Computer Science 


Business Administration 


Teacher Education 


Engineering 





N = 5,311 


ers” category. Also, because the eye is accustomed to measuring in a clockwise 
motion, begin the most important segment of your pie chart against the 12 
o’clock line. To add emphasis, use the most contrasting colors or the most intense 
shading pattern for consecutive slices of the pie chart to make sure that they are 
clearly separated.°® 


Graphs. Graphs also show how much, but they are primarily used to demonstrate 
comparisons. In addition, they can illustrate trends and can clearly show increases 
or decreases. Graphs, which can be displayed using bars or lines (see Figures 16.2a 
and 16.2b on p. 266), usually represent countable things such as the number of 
different responses to a survey question or the number of products manufactured 
over a period of time. Stock market summaries on the nightly news are often pre- 
sented in the form of graphs that extend over a week, a year, or even a decade. 

Dennis McBride, author of How to Make Visual Presentations, notes that al- 
though “charts and graphs are the most widely used form of graphic visual dis- 
play, . .. anyone who wishes to make the most of these forms must first find the 
one that precisely fits the information to be presented. Otherwise, they can hurt 
a presentation more than help it.”” 

When using a bar graph, make the space separating 
the bars smaller than the width of the bars. Also, use 
the most contrasting color or shading to emphasize the 


most important item on the graph.® eg: 
: ste 
Text Charts. Text charts list ideas or key phrases, of- ee 
ten under a title or headline. Most of the “slides” in 
this book are text charts. They depict goals, functions, ea aur: 
types of formats, recommendations, and guidelines. ae 
Items listed on a text chart may be numbered, “bul- D2 Happy face 





leted,” or simply set apart on separate lines. 
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Figures 16.2a and 16.2b Bar Graph and Line Graph 


Both bar graphs (a) and line graphs (b) chart trends over time. The bar graph tracks the num- 
ber of high school graduates enrolled at a local community college. The line graph shows that 
the number of students enrolled in occupational programs exceeds the number of students in- 
tending to transfer to a four-year college or university. 
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Tables. Tables summarize and compare data. In The Presentation Design Book, 
Margaret Rabb offers the cautionary note, “When graphs aren’t specific enough 
and verbal descriptions are too cumbersome, tables offer elegant solutions for 
showing exact numeric values.”? Tables also can summarize and compare key fea- 
tures, as in the table on p. 268 that summarizes the types of media most appro- 
priate for small, medium, and large audiences. 


Drawings. Drawings show how things work. They can also be used to explain re- 
lationships or processes. They can be highly abstract, in the form of flow charts 
or organizational diagrams. In addition, they can chart a process—the steps in- 


Figure 16.3 Enrollment Map 


By using census-tract areas as 
a basis for tabulating student 
enrollment, a local community 
demonstrates that students in 
the northern and southern 
parts of the county are less 
likely to attend the college, 
which is located in the center 
of the county. The concentra- 
tion of students in the south- 
west portion of the county 
reflects the location of the 
college’s large extension 
center on an Air Force base. 


Number of 
Credit Students 
in Fall 1996, 
by Census Tract 


[__] Fewest Students 


El 
#4 Most Students 






volved in making a product, a cake, or even a presentation. Drawings also can 
chart timelines, and can even “explode” a physical object so that you can see the 
inside of an engine, a heart, or a flower. The drawing in Chapter 1, “Presentation 
Speaking,” of the Dynamic Model of Presentation Speaking (see Figure 1.1 on 
page 13) shows how the presentation speaking process works, for example. 

Drawings can also depict physical objects and areas in the form of simple line 
drawings and scale drawings or as detailed schematics and blueprints. In Chapter 
6, “Logistics and Occasion,” we included a simple floor plan of a room to illus- 
trate the proper placement of a screen for presentation aids (see Figure 6.2 on 
page 97). Even cartoons are a type of drawing that can be used to poke fun at or 
ridicule a real-life situation or issue highlighted in a presentation. 


Maps. Maps show where; they “translate data into spatial patterns.”!° They also 
can be used to give directions or compare locations. Maps have more uses than 
those of your glove-compartment highway map or a geography textbook map. In 
presentations, maps can be used to locate and direct an audience’s attention to a 
troubled traffic intersection, a complex battle scene, a proposed office complex, 
or a vacation destination. Maps can be divided into sections that link statistical 
data to population characteristics. For example, in making the case for building 
two satellite campuses of a community college, a college president used a map of 
the county to show the number of students attending the college from each elec- 
toral district. In a presentation to county council members, the map in Figure 
16.3 demonstrated that the further a council member's district was from the col- 
lege’s main campus, the fewer students it served. All the talk in the world could 
not equal the impact of showing a single map to the county council. 
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Chapter 16 Photographs. Photographs portray reality. A real face or place is easily Tecog- 

Presentation Aids nized through a photograph. Photographs also have the advantage of capturing 
emotions. Words such as beautiful, dramatic, funny, heartbreaking, and awesome can 
register in audience members’ minds when a photograph is displayed. 


Beyond Visual Aids. There are other forms of presentation aids—audio record- 
ings, objects, handouts, and physical demonstrations. Regardless of the form or 
type, the key to selecting effective presentation aids is to make sure that they are 
relevant to your topic and purpose and that they have the potential to save time, 
gain attention, and clarify or reinforce your presentation’s content. 


| 
EG selecting the Media 


Once you decide which type of presentation aid would best support your mes- 
sage, you can begin to consider which medium to use. Visual media fall into two 
basic types, projected and nonprojected. Projected, electronic media include over- 
head transparencies, 35mm slides, videotapes, presentation software, and multi- 
media presentations. Nonprojected, hard-copy media include more traditional 
types of displays such as flip charts, poster board, handouts, and chalk or marker 
boards. 

The first and most important decision to make when preparing presentation 
aids is selecting the right media for the message you are supporting. Consider 
your purpose, the audience, the setting, and the logistics of the situation. As 
much as you may want to make a multimedia presentation, you may find that 
the room in which you're scheduled to speak cannot be darkened or that the fa- 
cility cannot provide the hardware you need for the presentation. Writing de- 
tailed notes on a board or flip chart for an audience of hundreds will not make 
you any friends in the back row. 

Figure 16.4 does not include all possible media, but it can help you under- 
stand how to select appropriate media for your audience. 

Like all other recommendations, these have exceptions. A corporation’s team 
presentation to a small group of prospective clients may require a multimedia 
presentation to compete with other team presentations. A predesigned flip chart 
with huge one- or two-word messages on each page can work in front of an audi- 
ence of three hundred people. (An overhead transparency with too much data or 


Figure 16.4 Selecting the Appropriate Medium 
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Selecting the Media 


Holding a remote control device, 
Steve Jobs enlists presentation soft- 
ware to display Apple Computer's 
year-end results. 


tiny type would not.) But in general, certain media are better suited for certain 


types and sizes of audiences. 


Criteria for Media Selection 


Although there are many tips to offer about choosing the best medium for your 
presentation aids, we consolidate this advice into four key criteria: ease of use, au- 
dience expectations, availability, and adaptability. 


Ease of Use. How familiar are you with the medium? If you love computers and 
understand software, then a computer-assisted medium such as PowerPoint or As- 
tound may be a good choice. If, on the other hand, you are not comfortable or 
experienced with computer hardware, try overheads or flip charts. The day before 


a presentation is not the time to learn how to use new software 
or hardware. 


Audience Expectations. Does your audience expect to see a 
computer-assisted multimedia presentation, or are they accus- 
tomed to flip charts? What have other speakers used when pre- 
senting to this audience? If your audience is expecting a presen- 
tation software slide show, make sure you can justify using 
something else. 


Availability. Can you get the equipment you will need to the 
place where you will be speaking? Is the equipment available at 
the site? How much will it cost? Is the cost worth it? Recently 
one of our colleagues called to request a video playback unit 
from the hotel at which he was scheduled to make a profes- 
sional presentation. He was told that it would cost one hundred 
dollars an hour to rent and set up the equipment. 


Adaptability. If things go wrong, how quickly can you adapt? 
For example, if your computer shuts down, will you have time 
to get it going again? If the bulb on the projector blows, will 
there be a replacement handy? If your marker runs out of ink, 
will you have spare markers with you? 


OvVeRHEeabDs Can 
cause HeabacHes 


TP 
Slide and overhead projectors i, 
can be quite noisy. Often when we turn off 
an overhead projector in class, there’s a brief 
and wonderful silent moment in which 
everyone enjoys the disappearance of the 
background hum. Try to approximate how 
loudly you'll need to speak over the noise of 
the projector. And if you’re using a micro- 
phone, remember that the noise of the pro- 
jector fan may be amplified just as much as 
your voice is. Also, make sure that you know 
where the vent on your overhead projector 
is located. Then be careful what you lay in 
front of it. Too often, speakers who are un- 
aware of the powerful breeze caused by this 
fan can be unhappily surprised when their 
notes or transparencies sail off the table on 
which the projector rests. 
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Figure 16.5 Matching the Presentation Aid to Your Purpose 












Some presentations are almost impossible to give without presentation aids. Try 
giving an informative talk on the sign language of the deaf without demonstrat- 
ing a few signs. Try explaining the difference between major and minor musical 
keys without at least humming a tune. Figure 16.5 matches topics with some of 
the presentation aids that a speaker could use to achieve his or her purpose. 

Almost any kind of presentation can be supplemented by the use of a presen- 
tation aid. Deciding which kind of aid to use requires both creative and strategic 
thinking. 





Visual Design Principles 


Regardless of the type of supporting material or the medium you choose to dis- 
play, you can apply certain design principles to creating your presentation aids. 
In the following section, we use the general term visual to apply to any words or 
image that you put on a flip chart, slide, or computer-software template. In this 
way, we Can generalize about design without referring to a specific medium. 


Preview and highlight 
Exercise restraint 
Choose readable typefaces and 


suitable colors 
Use appropriate graphics 
Build sequentially 
Create an overall look 





Preview and Highlight 


Use your visuals to preview and highlight the most important 
and most memorable components of your message. The slides 
that accompany your presentation should not include every 
fact, statistic, and quotation that you include in your talk. What 
slides should do is preview what you want to say and highlight 
the most important facts and features of your presentation. 

The RAND Corporation’s guidelines for preparing briefings 
recommend using an outline slide near the beginning of a pres- 
entation and repeating it at transition points during the presen- 
tation. An outline slide gives a visual preview of your presentation. 
It is your presentation’s table of contents. “When the slide first 
appears, it telegraphs the structure of the presentation, thereby 
increasing the audience’s ability to understand and remember. 
When the outline slide reappears in the briefing, it reminds the 
audience of where they are in the structure. It can also under- 
score a substantive point by repetition.”!! Depending on how 
sophisticated your equipment is, you can incorporate a marker 
or change in color that moves down the outline as the presen- 
tation progresses. 


Exercise Restraint 


Presentation software has made it possible for speakers to use a 
dazzling array of graphics, fonts, colors, and other visual ele- 
ments. At first, it’s tempting to use them all. Resist that tempta- 
tion. More often than not, a simple slide will be much more 
effective than a complex one. 

We offer two general recommendations that apply to al- 
most all types of presentation aids: 


1. Make only one point on each chart or slide, and make 
sure the title of the slide states that point. Everything else 
on the visual should support the main point. It takes more 
time to explain one slide with a muddled message than to 
present two well-structured slides. '? 


2. Follow the six-by-six rule. Aim for no more than six lines 
of text with no more than six words per line. This rule of 
thumb allows your slide to contain the main heading and 
several bulleted lines below it without your having to fear 
information overload.'% 


These recommendations apply equally to the most sophisticated, 
computer-generated multimedia presentations and to hand- 
drawn posters and flip charts. 

Please remember that an aid is only an aid; slides are not a 
presentation. They are not meant to be a script read word for 


TiPS FeR FLIPS Amidst 


le 
all the high-tech options for TIP, 
presentation aids, flip charts—a <a 
large pad of paper on an easel— 
remain one of the most common media for 
displaying ideas and information. Not only 
do they work without electricity or software, 
but they also provide enormous flexibility. 
You can prepare your flip chart in advance or 
write on it as you speak. This flexibility allows 
you to involve the audience in generating 
ideas or filling in blanks. Flip charts also allow 
you to tear off pages and post them on walls 
as reminders or as templates for recording 
additional ideas. Both of us have participated 
in strategic planning sessions in which we 
were encouraged to add items to flip chart 
pages posted on the walls of a room. Mar- 
jorie Brody, a presentation speaking consult- 
ant and author, offers the following addi- 
tional tips for using flip charts:' 


e Flip charts work best during small-group 
presentations. 


e Leave your flip chart covered until you are 
ready to use it. 


Black or dark blue markers are best—use a 
color like red only for emphasis. 


Write large enough so that those in the 
back of the room can read your words. Al- 
though your print size should vary with 
the room size, we recommend at least 
three-inch letters. 


Prewrite your flip chart pages lightly with 
pencil before you fill in with markers. 


You can even use flip charts as a form of 
speaker notes. Not only does the material on 
a flip chart serve as a master outline, but you 
can also write additional notes on a flip chart 
in light pencil in order to remind yourself to 
tell a story, share some statistics, or ask a par- 
ticular question. 


1. Marjorie Brody, Speaking Your Way to the Top: Making 
Powerful Business Presentations (Boston: Allyn & Bacon, 
1998), p. 92. 


word. In his book TechEdge: Using Computers to Present and Persuade, William 
Ringle recommends balancing “tersity” and diversity. By tersity, he means making 
visuals compact and concise while using them to add variety and interest. Find- 
ing this balance depends on understanding both the value of presentation aids 
and the pitfalls to avoid when adding technical “sizzle” to your presentation.'* 
Not only should you exercise restraint when creating each visual; you should 
also limit the number of presentation aids you use. Even the most alert and 
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interested audience has its limits. Fifty slides do not necessarily 
hold more: information than ten carefully selected and ex- 
plained ones. Six pamphlets on energy conservation are not 
necessarily more persuasive than one. A musical excerpt may be 
enough; the entire song may be too much. Most audiences can- 
not absorb and retain a great deal of complex information, no 
matter how important it may be. In the end, do you want your 
audience to remember you and your message? Or do you want 
them to remember a blur of charts and outlines? The choice is 


yours. 






After deciding what you want to put on a visual, you will need 
to select a typeface or font. Again, exercise restraint. Using too 
many typefaces on a single slide will make your visual look am- 
ateurish. As a general rule, never use more than two different 
fonts on a single slide. As much as you may be tempted, avoid 
fancy but difficult-to-read fonts. You will be better off choosing 
common typefaces such as Helvetica, Arial, or Times Roman. 

Type size is as important as font selection. Set up your visu- 
als in the room where you will be speaking and walk to the back and sides of the 
room to determine whether your type is large enough and clear enough. When 
using computer-generated slides, try to avoid selecting type that is smaller than 
24 points. If you find that you have more text than will fit on a slide, don’t re- 
duce the size of the type. Instead, reduce the amount of text on a slide. Remem- 
ber the six by six rule. Reducing the size of the type to include more text not only 
results in a poor visual but also makes it less legible. 

Choose colors with an eye to legibility, too. Contrast heightens legibility. If 
you use a light background, use dark text and vice versa. If your visuals are going 
to be projected on overhead transparencies or slides, it is often better to use a dark 
background with light text. Otherwise, the text tends to visually melt together, 
creating eyestrain for your audience.'* No matter how sublime light blue letters 
on a lavender background may appear at your desktop, they will become nearly 
invisible when projected onto a screen.!® 

Also consider whether the color scheme will be appropriate for the situation 
and your purpose. If you are making a presentation on behalf of your college, us- 
ing your school colors may be appropriate if they provide sufficient contrast. If 
you are making a presentation to a conservative business group, a very bright 
color scheme may not be appropriate unless you are trying to emphasize that 
your ideas are “not the same old thing.” If you’re in doubt about color, stick to 
proven color schemes. Most graphic software packages recommend colors that 
will sharply contrast with a background. 





DDOTIate 
i } 
} 


When choosing graphics, first ask yourself whether your audience really needs to 
see the picture you want to use. If you are making a presentation about a new 
medical device, showing the actual device or a drawing of the device would help 
your audience understand it. On the other hand, including a picture of a hospital 
would add little to your presentation. 

In fact, artwork that doesn’t have a specific purpose can get in the way of 
your presentation. Resist the temptation to use graphic elements just because you 
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can. Not only does presentation software come with numerous clip-art images, 
but you also can buy clip-art books and software that specialize in certain types 
of images—such as job-related, sports, holidays, or around-the-world famous 
sites. However, more often than not, a clip-art graphic can get in the way of your 
message if the clip-art image doesn’t reinforce the slide’s meaning. 






William Ringle, a presentation speaking consultant, refers to building sequen- 
tially as “progressive disclosure” and advises speakers to show relevant portions 
of material on a slide as seems appropriate.!” For example, if you have a list of 
bulleted or numbered items and want to control how much the audience sees at 
one time, use progressive disclosure. If you want to build a chart or table by 
adding sections to it in a sequence, use progressive disclosure. By building your 
visual sequentially, you can build audience anticipation, focus on the point you 
are talking about, and save a “punch line” or conclusion until it is appropriate. 





Using presentation software to generate slides has become so common that many 
audience members can recognize many common templates (backgrounds) by 
name. Your presentation software will let you select any of several dozen back- 
grounds or templates, too. Restraint is the key. A fireworks background can over- 
power your message. An under-the-sea template can drown your words. In most 
cases, it’s better to choose a modest background that will spruce up your slides 
but not compete with your words, charts, or graphics. Use a consistent style and 
background from slide to slide. 


—— 
Cc Handling Your Presentation Aids 


Using presentation aids well can make a dull topic interesting, a complex idea un- 
derstandable, or a long presentation endurable. On the other hand, using presen- 
tation aids poorly can bore, confuse, and annoy your audience. Having spent the 
time and effort to plan and prepare presentation aids to enhance your message, 
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REAL WORLD, REAL SPEAKERS ~ 


friend of ours told a story about a young 

attorney who made a presentation to a 
group of prospective clients. He gave all his 
slides different backgrounds. He reasoned that 
since he wasn't that interesting a speaker, his 
slides would have to be really dazzling. Unfortu- 
nately, his listeners thought that the slides had 
been pulled from a number of prior presenta- 
tions. Consequently, they were annoyed because 
they thought he hadn’t taken the time or effort 
to prepare a presentation specifically for them. 





When your slides have a consistent style, 
they convey a professional image and add crea- 
ibility to your presentation. There's a saying in 
advertising: “It’s a look.” What this means is 
that it’s better to have a consistent and iden- 
tifiable “look” than to have an undistinguish- 
able mishmash of images. The same is true of 
presentations. Keep the look of your visuals 
consistent. 








you should make sure you handle your aids smoothly and professionally. Certain 
delivery issues arise when speakers use presentation aids. 
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Begin with you, not your visual 
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Focus on Your Audience, Not on Your Aids 


Always focus on your audience, not on your presentation aids. Some speakers get 
so involved with their presentation aids that they forget they have an audience. 
Don’t, for example, turn your back to the audience. Not only does this movement 
put you in a potentially unattractive pose and eliminate eye contact, but listeners 
also may not be able to hear you very well. 

Remember that you control the presentation aid; it shouldn’t control you. If 
you're explaining a chart or reviewing something on a screen (appropriately 
placed to the right of the audience), stand to its side, face your audience, and 
point with your left hand. Although this movement may feel awkward, it ensures 
that your audience can see both you and your aid. Also, don’t stand in front of 
your screen or flip chart. Inexperienced presenters often forget that their audi- 
ence cannot see through them. 

If you’re displaying an object or demonstrating a procedure, hold your head 
up as much as possible. Watch how the people who appear in commercials do it. 


O” of us once worked with an administra- and the overhead projector. As a result, most 
tor who loved putting everything on trans- of the information was projected on her back. 
parencies. But as soon as she'd project some- It was all we could do to keep from laughing at 


thing onto the screen, she’d turn around and the way the numbers would move all over her 
point out the numbers she thought were im- back. It’s an unflattering image that is difficult 
portant. She'd stand right between the screen to forget. 





They hold their products up near their faces. They wash floors, mow lawns, and 
eat candy with their eyes on the camera and its audience. They talk to you, not 
to their product. Please note, however, that we are not suggesting that you rigidly 
plant your feet and never move. In fact, turning toward your visuals can add em- 
phasis. Generally, people will instinctively look wherever you are looking. Select- 
ing one or two moments to “talk to your visual” can add emphasis, but it should 
not become the focus of your presentation.'® 


Timing Is Everything 


There is a right time and place for each type of presentation aid. Appropriate 
background music before a presentation can set the right mood. Turning the mu- 
sic off right before you speak can signal to the audience that it’s time for their at- 
tention. Setting up a photo display can provide an interesting introduction to 
your presentation, but you also should move the audience and their attention 
away from the display when your presentation begins. 

It’s equally important to know when to introduce your presentation aids, 
how long to leave them up, and when to remove them. Unfortunately, presenters 
often rush though their materials, forgetting that audience members would like 
to see them, study them, and understand them. Here’s a rule of thumb: Any chart 
or slide needs to be displayed for at least the length of time it would take an aver- 
age reader to read it twice. In other words, give your audience time to digest the 
message on your aid before you take it away. You should usually let the audience 
read the visual themselves—don’t read your presentation from the screen or flip 
chart. The one exception to this rule is that when you want to underscore a spe- 
cific aspect of your visual, it’s appropriate to read those words out loud. 

Try to avoid long pauses between slides. If you speak while showing a chart 
or graph and stop while changing the visual, you will send a signal that your pres- 
entation aids are driving the presentation, not you. Keep talking as you move 
from one visual to another—it’s a great time to make transitions or to give mini- 
summaries or previews. ° 

Finally, when you've finished talking about a visual, get rid of it. Don’t leave 
it on the screen or displayed on a flip chart as you move on to a new point. Like- 
wise, don’t reveal a new visual until you are ready to talk about it. When using 
electronic projection equipment, you may even want to insert or program a blank 
slide during the sections of your presentation that don’t need visuals. And when 
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few years ago, | went to a very creepy 

presentation at a conference. The meeting 
room was nearly dark. At the front of the room 
was a large screen with the word Welcome in 
huge letters. After sitting for a few minutes, | 
spied a shadow in the front corner of the room. 
Through the sound system an amplified voice 
boomed, “I’m glad all of you could be here to- 
day. My name is Sandra James [the name has 
been changed], and what we will discuss today 
is....” At that point, a bright slide appeared 





you're nearly finished with your presentation, don’t start to pack up your over- 
heads, shut off your equipment, or take down your flip chart. Finish with a strong 





with the words Sandra James on the first line 
and the title of the presentation on the second 
line. The presentation continued like this until 
the end, when the final side popped up and 
said—you guessed it—“The End”! The room 
lights never came on, and the speaker never 
stepped forward to be seen, so the audience 
slowly left. To this day, some of us wonder who 
the speaker really was. 


Isa Engleberg 





conclusion. You can clean up later. 


Begin with You, Not Your Visual 


Always establish rapport with your audience before your start using presentation 
aids. The audience should know whom they are going to be listening to during 
the presentation. Your introduction should be you talking. After the audience has 


settled in and is comfortable with you, you can use your presentation aids. 


Unfortunately, the increased use of computer-controlled presentations has 
made the “voice-from-the-darkness” delivery technique more common in profes- 
sional settings. We worry that too many presentations by disembodied speakers 
hiding in the dark corners of rooms will make presentations dull and tiresome 
rather than interesting and energizing experiences. Unless your only purpose is 
to narrate, don’t leave your audience in the dark. That doesn’t mean turning the 
lights on and off for a few seconds between each visual—that would be worse. It 
means dividing your presentation into sections so that you can speak in the light 


and, when appropriate, narrate in a dimmed room. 
The disembodied speaking voice can result in several problems: 


Db The presenter loses the principle advantage of a live presentation—the pres- 


ence of a real speaker connecting with an audience. 


Db Speaker credibility can be eroded. 


B Audience members may have more trouble comprehending the presentation 
because most of the speaker’s nonverbal communication channels (eye con- 


tact, appearance, physical delivery) have been removed. 


b A presenter can alienate an audience by seeming to be disconnected from his 


or her message. 


Our advice: Always start and end your presentation by making direct and per- 


sonal contact with your audience. 


USING a Peinter 


ae have become nifty high-tech toys. You can 
choose from among old-fashioned rubber-tipped 
wooden pointers; compact, retractable pointers; and 
illuminated laser-light pointers. Pointers can be very 
useful if you want to highlight or focus audience at- 
tention on a particular portion of your presentation 
aid. There are, however, some words of caution to 
consider when wielding a pointer. 


B As a general rule, the “laser” pointers that flash a 


very small beam of light on a screen are not very 
effective. One of the respondents to our survey 
told us that he couldn’t hold the pointer steady 
and ended up trying to circle the items with the 
light. The audience ended up feeling dizzy rather 
than enlightened. 


B If you’re using a rigid pointer, rest the pointer gen- 
tly on the screen or flip chart at the place you 
want the audience to note. That way it won’t 
move as you are talking. When using an overhead, 
use a sharpened pencil as your pointer. Point to 
the item right on the overhead, not on the screen. 


Lay the pencil down on the overhead, with the 
point aimed directly at the material you want your 
audience to note. 


B When you have finished pointing, put the pointer 
down. Don’t hold it in your hand as you continue 
to talk. Don’t use it to point at the audience. Don’t 
wave it about. Use it to point; then put it away. Al- 
most nothing is more distracting than a speaker's 
gesturing into the air with a pointer or slapping it 
against his or her hand. Even worse, one of our 
classes was reduced to tears from laughing at a stu- 
dent who closed his retractable pointer against 
himself and got it caught in his belt buckle. 


Marjorie Brody suggests a simple way to remember 
how to use a pointer. “Touch, turn, talk,” she advises. ! 
Use the pointer to touch the material on which you 
want your audience to focus its attention. Next, turn 
toward your audience. Then talk to your audience. 


1. Marjorie Brody, Speaking Your Way to the Top: Making Powerful 
Business Presentations (Boston: Allyn & Bacon, 1998), p. 96. 
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The reason why we can tell sad tales about speakers using presentation aids is that 
no matter how well you plan and practice, something can always go wrong. Tele- 
visions can break, slide projectors can burn out, computers can lock up, and 
transparencies can be left at home. You can run out of pamphlets, samples, or 
chalk. Your faithful dog can refuse to perform its tricks. Your scale model can fall 
apart. Your assistant may forget to show up. Many speakers learn this lesson the 
hard way. 

Consider the new architect who was giving her first presentation to her firm’s 
partners. Her talk began confidently until she got to the first slide. It was upside 
down. She passed it off with a funny remark and went on to the next slide. Up- 
side down again. This time she stopped and, with some embarrassment, took 
three minutes to turn all fifty slides right-side up. The third slide displayed a com- 
pany’s name. It came up backwards—totally unreadable, and unforgivable. 

One way to avoid presentation aid disasters is to do a dry run, a special prac- 
tice just to check your aids. A dry run would have averted the architect’s problems 
with her upside-down and backwards slides. But practice cannot guarantee that a 
piece of equipment will work properly, nor will it create new transparencies. It 
will not change small visuals into large ones for a bigger-than-expected 
audience. So what should you do? You should have a “Plan B.” Think about 
whether you could deliver your presentation without your presentation aids. In 
many cases you can. After all, if used properly, presentation aids are not the pres- 
entation. They are only there to help and assist you. You and your message 


should always come first. 
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Chapter 16 
Presentation Aids 


Putting the message first was beautifully illustrated in a multimedia presenta- 
tion one of us saw at an international convention of university planners. The 
team presentation wowed an audience of educators and architects who had be- 
come accustomed to slick computer-generated presentations. A university dean, 
an internationally respected campus designer, and two architects had choreo- 
graphed a brilliant presentation on how they had planned and were building a 
new private university in California. 

The architectural firm had assigned the development of the multimedia pres- 
entation to one of its architectural associates who was highly skilled in the tech- 
nical aspects of computer-generated presentations. As each member of the 
four-person presentation team spoke, the architectural associate advanced the 
slides. There was music in the background when the speakers were silent. During 
presentations, each slide appeared and disappeared at the perfect moment. There 
were preview slides as well as slides that built sequentially and highlighted im- 
portant statements and data. Integrated into the presentation were photographs 
of happy multicultural students (all were models, since the campus was still un- 
der construction) studying, talking, and having fun. 

After the speakers had completed their individual presentations, a brilliantly 
choreographed computer-generated animation sequence gave the audience a 
bird’s-eye tour through the new campus-to-be. The final sequence ended with 
swelling music and the university’s logo emblazoned on the screen. The audience 
gave the presentation a standing ovation—a first for such a program. 

Do you think you could pull off a similar victory with your presentation aids? 
Probably not. Unless, that is, you have a full-time assistant who can devote a 
month’s time to developing the slides and thousands of dollars to invest in a 
computer-generated animation sequence. And you must make sure that all mem- 
bers of the presentation team are willing to spend days developing, coordinating, 
and practicing their parts. However, you don’t need the resources of Bill Gates or 
the Disney Corporation to develop effective presentation aids. Decide what will 
make your presentation more effective rather than worrying whether you can 
compete with high-tech experts. The presentation comes first. Presentation aids 
merely aid. When well planned and well presented, the simplest of presentation 
aids can make your presentation more interesting, dynamic, and successful. 
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Summary 


®> How can presentation aids help me as a speaker? 


Research has found that speakers who use appropriate presentation aids are 
perceived as more persuasive, better prepared, more professional, more credi- 
ble, and more interesting. In addition, presentation aids can gain audience 
attention, clarify and reinforce ideas, and improve a speaker’s efficiency. 


®> What kinds of presentation aids should | use? 


Use the presentation aids that are most appropriate for you, your audience, 
your setting, and your message. Presentation aids include pie charts, graphs, 
text charts, tables, drawings, maps, and photographs as well as audiotape 
recordings, objects, handouts, and physical demonstrations. 
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®> What medium should | use? 


You may choose from a variety of media such as flip charts, slides, video- 
tapes, or multimedia. Make sure that your choice matches the type of pres- 
entation aid that you are using and that it is appropriate for the setting and 
size of the audience. 








®> How do | design effective presentation aids? 


When preparing presentation aids, you should keep several principles in 
mind: preview and highlight, exercise restraint, choose readable typefaces 
and suitable colors, use appropriate graphics, build sequentially, and create 
an overall look. 





®> Are there tips for using my presentation aids? 


When delivering a presentation, remember to focus on the audience, not 
on your aids; to time your presentation aids for the appropriate moments; 
to begin with you, not with your visual; and to be prepared to do without 
the aids. 
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How do informative and persuasive 
presentations differ? 


How can | respond to the unique challenges 
of informative speaking? 


What strategies can make my informative 
presentation more effective? 


How can | make my informative presentation 
stand out? 


fh a f all the different types of presentations, 
\ i informative speaking is the most com- 

WJ mon. Businesses use informative pres- 
entations to orient new employees, to 
present company reports, and to explain 
new policies. Colleges use informative pres- 
entations to advise new students, to teach 
classes, and to report to boards of trustees 
and funding agencies. Television presents 
news, documentaries, and “how-to” shows. 
Whether it’s called an informative presenta- 
tion, a corporate briefing, or an oral report, 
people speak to inform others in just about 
every context. 
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s What Is an Informative Presentation? = = .  # # } }»& > hac [ean tafounanite 


Presentation? 

The primary purpose of an informative presentation is to instruct, explain, 
describe, enlighten, demonstrate, clarify, correct, or remind. An informative pres- 
entation can provide new information, explain complex concepts and processes, 
or clarify and correct misunderstood information. You will be asked to prepare 
and deliver informative presentations throughout your life and career, so learn- 
ing how to do them well can give you a competitive edge. 

Many of the speaking situations that our survey respondents described were 
informative. For example: 


B Katie Smith Poole, a funeral director in Sandersville, Georgia, was invited by a 
church group to present a workshop on planning funerals. 


P John Paguaga, a vice president and account executive at Fleet Bank in New 
York City, gave a presentation in England in which he explained the U.S. 
banking system to a large audience of executives from over one hundred 
British-owned banks. 


> Captain Dr. Rob Simpson,’a divisional finance secretary for the Salvation 
Army in Grand Rapids, Michigan, presented a paper titled “Enhancing Pro- 
gram Design Through Research” at a national social service conference. 


B Ray Johnston, president of Top Hat Chimney Sweeps, Inc., in Altoona, Penn- 
sylvania, talked about his background and professional experience in the 
chimney-sweep business to a group of insurance adjusters. 


» Deanna Wolf, an assistant vice president of Platte Valley Bank in North Bend, 
Nebraska, gave a bank tour to a group of elementary school children. 


B Joseph T. Mares, the director of Specialty Insecticide Development for Griffin 
L.L.C. in Valdosta, Georgia, gave a talk on fire ants at the local Rotary Club. 


B Wendy Friedland, director of general accounting for Marriott International in 
Washington, D.C., made a presentation on new aspects of the accounting sys- 
tem to her colleagues. 


As you can see, informative presentations can address a wide range of pur- 
poses and topics. Whether you’re speaking to an audience of third-graders or an 
audience of CEOs, you can develop an informative presentation that helps them 
learn and understand. 
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The primary purpose of an informative presentation is to inform. As obvious as 
this may seem, it can be difficult to determine where an informative presentation 
ends and a persuasive presentation begins. Most informative presentations con- 
tain an element of persuasion. An informative presentation explaining the causes 
of acid rain may convince an audience that the problem is serious and should 
be addressed with stricter air pollution laws. Even an informative presentation 
demonstrating the proper way to change a tire can persuade an audience member 
not to call the local garage because changing a tire isn’t as difficult as it looks. 
There is, however, a clear dividing line between informative and persuasive pres- 
entations: your purpose. As soon as you ask listeners to change their opinions or 
behavior, your presentation becomes persuasive. 

The issue becomes even more complicated when your private purpose is con- 
sidered. For example, if your presentation compares different brands of tires, it 
may slip over the boundary between informative and persuasive presentations if 
you manage a tire store that sells what you identify as the best brand. Advertisers 





Developing Informative 
Presentations 


often straddle this border. Statements such as “Laboratory tests show... ,” “Three 
out of four doctors recommend... ,” or “America’s number one-selling brand...” 
may be true, but their primary purpose is persuasive, not informative. Information 


can be persuasive. A persuasive presentation can and usually does inform. The fac- 
tor that separates the two types of presentations is the speaker’s purpose. 


The Special Challenge of Informative Speaking 


In many cases, persuasive presentations more easily capture and maintain inter- 
est than do informative ones. Controversy can arouse an audience. Listeners may 
be more alert when a speaker is trying to change their opinions or behavior. In- 
formative speaking often requires a concerted effort to gain and then keep the au- 
dience’s attention. In a speech class, students can choose exciting and interesting 
topics to involve their audiences. Most real-world informative speakers don’t 
have this advantage. Imagine the awesome task confronting presenters with the 
following assignments: 


» Explain a new piece of federal legislation to a group of city government workers. 


» Instruct senior executives on the techniques for using a new phone system. 


» Describe the procedures for preparing an audit report. 


» Teach the names and functions of the cranial nerves. 


» Compare the features of the health insurance policies offered by a company 
to new employees. 


There’s little that’s inspiring here! In fact, it’s probably easier to present such 
information in written form. Audience disinterest can make an informative pres- 
entation particularly difficult to prepare and give. The informative speaker must 
consider every way of gaining and keeping the audience’s attention and interest. 


rar Know IF You're 
— ig ASKiNG 9R TeLLNG 
Your presentation’s purpose di- 
rectly relates to what you expect of your au- 
dience. If you’re telling them something, it’s 
informative. If you’re asking them to change 
their opinions or behavior, it’s persuasive. 
Michael Hattersley, a contributor to Harvard 
University’s Management Update, suggests 
that the answer to “Are you telling them or 
asking them?” usually falls somewhere in be- 
tween. His guideline for choosing the correct 
approach is to tell—in a polite way, of 
course—when you are in complete control 
of the necessary information and authority 
and to ask when you’re in command of the 
information, but your audience retains the 
ultimate decision-making power. ! 


1. Michael Hattersley, “The Key to Making Better Presen- 
tations: Audience Analysis,” Management Update: A 
Newsletter from Harvard Business School Publishing, Vol.1, 
NG1o: (Oct: 1999) 5; 


Pick a Purpose That Addresses Audience Needs. Selecting 
an appropriate purpose for your informative presentation can 
help you meet the challenge of overcoming audience disinter- 
est. Begin by asking yourself what your audience may already 
know about your topic; then tailor your purpose accordingly. 
Suppose you were going to give a presentation on how to write 
a resumé but then determined that your audience of college 
seniors had already written theirs. You might change your pres- 
entation to one that focuses on making sure that a résumé uses 
words that will stand out in an electronic résumé keyword 
search. Once you know what you want to accomplish by mak- 
ing your presentation, make sure that your goal is achievable 
given your time limit, the audience whom you will be address- 
ing, and their prior knowledge level. 

Also, be sure to link your purpose and central idea. In a 
presentation on creating a searchable résumé, a central idea that 
addresses the strategies to use in a job interview would not 
match. The information you want to share should be directly 
related to your purpose, and your purpose should likewise be 
developed with your audience’s needs in mind. Otherwise, you 
may make a well-organized and perfectly delivered presentation 
that doesn’t engage the audience. 


Include Content That Motivates the Audience. You can 
also overcome the challenge of audience disinterest by includ- 
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ing specific motivational elements in your presentation. Explaining to audience Wihatsandifoumative 
members why your topic should matter to them and how it can affect their suc- Presentation? 
cess may be just as important as making sure that your presentation is well organ- 
ized and well delivered. 

James A. McComb, a senior consultant for the Centre for Strategic Manage- 
ment in Colorado, makes presentations for a living. Here’s his advice about audi- 
ence motivation: “I judge success the same way every time—did the majority of 
the audience leave having received value (as they perceive it) for the time and 
money they invested in me.” Your audience will be ready, willing, and able to lis- 
ten to information that’s needed and highly relevant. 

A value step, which uses the presentation’s introduction to tell an audience 
why the information is valuable or important to them, is a powerful motivational 
tool. The value step gives your audience a reason to listen to the entire presenta- 
tion. As described in Chapter 10, “Introductions and Conclusions,” you can use 
your introduction to refer to the place or occasion—the reason why they are as- 
sembled. You can show them how a recent event has affected or will affect them 
directly. You can involve the audience by asking questions about their needs or 
telling a story about people just like them. If you decide to begin by describing a 
problem, make sure that your audience understands how that problem directly 
and significantly affects their lives. 

Note how this presenter uses a value step to motivate her audience to listen 
to a presentation about new evaluation plan forms, a topic that on first mention 
seems pretty dull: 


Last year one of your colleagues was denied promotion. She was well quali- 
fied—better than most applicants. She received the highest recommenda- 
tions. But she wasn’t promoted. She didn’t get her well-deserved raise. Why? 
Because she didn’t use the new evaluation plan forms and missed the new 
deadlines. When it was time to give out promotions, her application wasn’t 
in the pool of candidates. Don’t let this happen to you. 


If there’s a good reason for you to make a presentation, there should be a 
good reason for your audience to listen to it. Don’t rely on the audience to figure 
it out, though. Tell them. Make it clear that the 
information has value. A value step may not be 
necessary in all informative presentations, but it 
can motivate a disinterested audience to listen to 
you. 


Enhance Your Credibility. Sometimes audi- 
ence disinterest is really audience distrust in dis- 
guise. As Chapter 11, “Speaker Credibility and 
Ethics,” notes, several factors determine whether 
the audience sees you as competent, charismatic, 
and of good character. Listeners are more likely 
to appreciate and listen to you if they trust you 
and believe that you know what you’re talking 
about. As you prepare an informative presenta- 
tion, think about ways to enhance your own 
credibility. How can you let the audience know 
that you’re an expert or that you’ve done consid- 
erable research on your topic? How can you show 
them that your primary purpose is to help them —_ Home Depot employees receive training in roof coating and 
understand the material? How can you assure driveway sealers in order to become more credible salespeo- 
them that your purpose is exactly what it seems _ ple who can provide well-informed customer service. 





Chapter 17 
Developing Informative 
Presentations 


to be—that you don’t have any ulterior motives? Audiences are much more likely 
to listen and learn from a speaker they respect, trust, and like. 





S Informative Strategies 


While each informative presentation you prepare may have a unique purpose, all 
will share the same goal: to help your audience better understand and become 
better informed about your topic. Informative goals are best achieved through a 
strategy that matches specific types of supporting material and organizational 
tools to audience characteristics.! That’s why audience analysis is so critical to the 
success of an informative presentation. Katherine Rowan, a professor of commu- 
nication at Purdue University, suggests that there are two types of informative 
communication—informatory and explanatory. Informatory communica- 
tion is similar to news reporting—it creates awareness by presenting the latest in- 
formation about some topic. Explanatory communication goes beyond 
reporting “the facts” and helps audiences understand, interpret, and evaluate 
them. Good explanatory presentations answer questions such as “Why?” or 
“What does that mean?”? Effective informative speakers understand when they 
need to report information and when they need to explain a more complicated 
concept or process. Not surprisingly, different types of informative messages re- 
quire different communication strategies. 
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Reporting new information can be the easiest informative presentation to prepare 
and present, particularly when an audience is eager to learn. As a type of inform- 
atory communication, sharing new information is much easier than struggling to 
explain a difficult, complex, or misunderstood concept. In informatory commu- 
nication, listeners need only the facts. How you present those facts, however, will 
make a difference in how much the audience learns and remembers. 

As Rowan notes in her explanation of informatory communication, report- 
ing new information is what most news reporters do.* They report the who, what, 
where, when, how, and why of an event. They write about who is doing what to 
whom. They describe how or why something happened. You can find new infor- 
mation in daily newspapers and popular magazines, in textbooks and classroom 
lectures, and in encyclopedias and on specialized Web pages. 

When college students are asked to prepare and deliver an informative pres- 
entation in a speech class, they often choose topics that report new information. 
They try to find a topic that they, rather than the audience, know a lot about: the 
life of a great-grandmother, fly-fishing lures, shoeing a horse, fixing warped table 
tops. 


You face two major challenges when reporting new information in a presen- 
tation. First, if your information is very new or unexpected, an audience may 
have trouble grasping your central idea. Second, you need to give the audience a 
reason to listen, learn, and remember such information. Why and what do they 
really need to know about your great-grandmother or about unwarping a table? 

Four strategies can help you overcome the challenges of sharing new infor- 
mation with an audience. First, include a value step in your introduction. Second, 
use a clear and, if possible, creative organizational pattern to help your audience 
learn and remember what you say. Third, use a variety of types of supporting ma- 
terial to present the information in different forms. Use facts, statistics, testi- 
mony, definitions, analogies, descriptions, examples, and stories as described in 
Chapter 7, “Supporting Material.” Fourth, relate the new information to audience 
interests and needs throughout the presentation. If they see no reason to learn or 
use the information, they are likely to stop listening. 
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Informative presentations that report new information fall into several sub- 
types. Choosing one can help you clarify your purpose, select appropriate sup- 
porting material, and decide how to go about organizing your presentation. 
Informative presentations can report new information about objects, people, pro- 
cedures, and events. 


Informing Audiences About Objects. Students in public speaking classes of- 
ten choose objects as the topic of their informative presentations. It’s easy to see 
why: A tangible object can be described, touched, and even brought to the pres- 
entation, either in visual aid form or in the “flesh.” Objects are often items very 
familiar to the speaker—a computer keyboard, a set of tools, or a favorite fishing 
pole. We’ve heard students report on their stamp collections, full-dress military 
uniforms, fishing lures, and exotic pets. 

However, a topic alone is not a purpose statement or a central idea. Moreover, 
you won’t have time to tell your audience everything there is to know about 
stamp collecting or fishing lures. So, as is the case in every presentation, you will 
need to focus your message on the characteristics that match your purpose, cen- 
tral idea, and organizational format. For example, this student used a spatial 
arrangement to develop an informatory presentation about fire-ant anatomy: 


Topic Area: Fire ants 
Purpose: To familiarize audience members with the external anatomy of a 
fire ant 


Central Idea: A tour of the fire ant’s external anatomy will help you under- 
stand why these ants are so hard to get rid of. 
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Linda Watson, a science resource materials specialist, explains her method of replenishing 
science kits to educators from the New England area. 





Value Step: Besides inflicting painful, sometimes deadly, stings, fire ants can 
eat up your garden, damage your home, and harm your pets and 
local wildlife. 


Organization: Spatial—a visual tour of the fire ant’s external anatomy 


Key Points: A. Integument (exoskeleton) 
B. Head and its components 
C. Thorax 
D. Abdomen 


Informing Audiences About People. Informatory presentations about people 
share common characteristics with presentations about objects. Like an object, 
people are tangible—in this case, flesh-and-blood personalities. A presentation 
about a person can focus on a historical or literary figure, a famous living individ- 
ual, or someone whom you know. Regardless of whether you’re developing an in- 
formatory presentation about a historical figure or about the person standing 
next to you, describe that person’s life and accomplishments or select special sto- 
ties about the person to tap audience interests and emotions. However, you need 
to be selective and focus your presentation on the personal characteristics or 
achievements that match your purpose and support your central idea. The follow- 
ing example presents a focused plan. 


Topic Area: __ Early female blues singers 


Purpose: To demonstrate the influence of four female blues singers of the 
1920s on musicians in later eras 


Central Idea: In the 1920s, Sippie Wallace, Edith Wilson, Victoria Spivey, 
and Alberta Hunter paved the way for other female blues 
singers.4 


Value Step: If you call yourself an honest-to-goodness blues fan, you should 
know more about the major contributions made by the early fe- 
male blues singers. 


Organization: Stories and examples—brief biographies of four blues singers 
Key Points: A. Sippie Wallace 

B. Edith Wilson ~ 

C. Victoria Spivey 

D. Alberta Hunter 


Explaining Procedures to an Audience. Presentations about procedures can 
be among the easiest to plan and present—or they can be the hardest. It depends 
on the topic and whether your communication purpose is informatory or ex- 
planatory. If you are describing a fairly simple procedure, an informatory demon- 
stration may be all that’s necessary, to achieve your purpose. If the procedure is 
complex and requires considerable expertise, you may have trouble deciding on 
the best way to approach and organize your explanation. Here are some sample 
topics that are well suited for an’informatory presentation based on procedures: 


How to complete an evaluation form 
How to draw blood 

How to prepare a meeting agenda 
How to prune a tree 


How to boil an egg 


Note the use of the word how. Procedures focus on how to do something 
rather than on what to do or why to do it. Changing a tire, filling out a form, and 
sewing on a button are not necessarily easy procedures, but at least there are ac- 
cepted and proper sets of steps for each of them. On the other hand, transplant- 
ing a heart and docking a space shuttle are highly complex procedures. There are 
no do-it-yourself manuals or “simple tips” to follow. These challenging topics re- 
quire explanatory communication as well as information. 

Make sure you know enough about your topic, particularly if it’s a complex 
procedure, to properly explain it to your audience. If it’s a simple procedure, 
make sure that you provide enough information to cover each step adequately. 
For example, anyone who has ever tried to cook a perfect hard-boiled egg knows 
that following the right procedure can make the difference between getting a 
hard egg and creating a mess of white albumen floating around in a pot of boil- 
ing water. 


Topic: Cooking hard-boiled eggs 

Purpose: To teach listeners how to make foolproof hard-boiled eggs 
Central Idea: There are four steps to cooking perfect hard-boiled eggs. 

Value Step: Rather than wasting or throwing away cracked eggs, you can use 


the proper.procedure to make sure your hard-boiled egg is perfect. 
Organization: Time Arrangement—step-by-step instructions 
Key Points: | A. Cold-water start 

B. Stopping the boil 

C. The fifteen-minute stand 

D. The cold-water rinse 
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ne of us once heard Dr. Christiaan Barnard, 
O.. first surgeon to perform a heart trans- 
plant, speak to a group of university physicians 
and medical students. During his introduction 


he took a long time telling a joke about how his 
secretary could give his presentation better 
than he could. This was a way of assuring his 
audience that he would not be giving a highly 


technical presentation. Then, slowly and care- 
fully, he led his audience through a series of 
detailed photographic slides showing the proce- 
dures that he had followed during a series of 
early heart transplants. “Don’t try this at 
home,” he joked in a lighter moment as a way of 
breaking up the explanation of a complex techni- 
cal procedure. 





Informing Audiences About Events. You can base an informatory presenta- 
tion on historical or recent events. History professors often center their lectures 
on an important event. Business executives may discuss a critical event to 
demonstrate how to handle a crisis. Politicians are often invited to commemorate 
an event. An event can be a single incident—such as the anniversary of the 
Columbine High School shootings, the winning of an Olympic gold medal by a 
particular athlete, or the dedication and opening of a new building. An event can 
also be a series of incidents or milestones that have become a historical phenom- 
enon or institution—such as the Civil War, the race to the moon, or the founding 
of a company. Regardless of the date, size, or significance of the event you select, 
the purpose of your informatory presentation will determine how you talk about 


that event. 
The following example presents an approach to informatory speaking about 
an event. 

Topic: Our company’s fiftieth anniversary 

Purpose: To preview the events scheduled for the company’s upcoming 
fiftieth anniversary 

Central Idea: The premiere events for our fiftieth anniversary will have some- 
thing for everyone. 

Value Step: | Making our fiftieth anniversary celebration a success can bring 
more attention and—as a result—more business and profits to 
the company. 

Organization: Topical—four major events 


Key Points: | A. Dedication of the new office annex 

B. Employee picnic and baseball game 

C. Presentation by a nationally recognized speaker 
D 


Fiftieth anniversary gala 


Explaining Difficult Concepts 


Explaining a difficult concept presents special challenges for informative speak- 
ers. Unlike an object, person, procedure, or event, a concept is abstract—rarely 
can you touch it, demonstrate it, or easily define it in simple terms. You may be 


290 perplexed and bewildered for days trying to discover the essence of a concept and 


the most effective ways to explain it to an audience. Trying to ex- 
plain quantum mechanics, the basic tenets of Islam, the relation- 
ship between nutrition and chronic disease, or the distinguishing 
characteristics of Karl Marx’s theory of dialectical materialism 
would be a difficult task for any speaker. 

Explaining a difficult concept requires more than reporting. It 
requires explanatory communication in which a speaker helps au- 
dience members understand and separate essential characteristics 
from nonessential features. What, for example, is the difference 
between concepts such as validity and reliability, blues and jazz, 
ethos and ethics? Why are corals classified as animals and not as 
plants?° 

Shepherds looking at a flock of sheep will see things that we 
cannot see. They will be able to separate the old and young sheep, 
the males and the females, the healthy and the sick, the strong 
and the weak. With inexperienced eyes, we see only sheep. Your 
job as an informative presenter is to guide your audience to the 
distinctions that will help them better understand your topic. 

If you are trying to explain a difficult concept to an audience, 
we recommend four strategies. First, define or list the concept’s es- 
sential features. Whether you are using a presentation aid or are 
carefully defining the essence of a concept, make sure that you ex- 
plain how it differs from other related concepts. Second, give typi- 
cal examples of the concept. Third, use a variety of examples and 
counterexamples. Can you show the audience that chaos theory is 
not the same as complete disorder or randomness? Can you ex- 
plain that the opposite of communism is capitalism, not democ- 
racy? Finally, consider quizzing your audience’s understanding. 2 
We aren’t talking about a paper-and-pencil test (although ee could, at the Onn 
of your presentation, give an anonymous quiz to see if you’ve made your point). 
Rather, pose questions about the concept and, after giving the audience time to 
think about answers, provide the answers yourself. You also may want to include 
a question-and-answer session at the end of your informative presentation to give 
the audience a chance to ask you questions. 

Learning a difficult concept is just that—difficult. It’s a challenge for both 
speaker and audience. By employing some of the strategies we’ve recommended, 
you are more likely to leave your audience with an accurate understanding of a 
concept that’s difficult to grasp. 
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In the following example, a biology student tried to explain the meanings of 
the terms diversity and disparity as they are used in studying animal species. 
Topic Area: _ Biological diversity and disparity 


Purpose: To explain how the differences between diversity and disparity of 
species account for a central fact of life’s evolutionary history® 291 
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Central Idea: A realistic picture of evolution requires an understanding of the 
distinction between biological diversity and disparity. 


Value Step: || What you learned in high school biology may have distorted the 
true nature of life’s history. 


Organization: Topical plus questions to audience 


Key Points: A. Diversity 


(High diversity: 1,500 species of rats versus low diversity: 
10 species of horses) 


B. Disparity 


(Minor differences in body plans of “three blind mice” versus 
major differences in body plans of insect species) 


C. Quiz about diversity and disparity 


The previous example may not have clarified or explained the concepts of di- 
versity and disparity sufficiently for you as a reader, but it is a good basis for de- 
veloping an explanatory, informative presentation. When he gave his talk, the 
speaker used typical examples throughout his presentation (rats, horses, mice, in- 
sects), contrasted examples and nonexamples (“three blind mice” may be diverse 
but do not have disparate body plans as insects do), and quizzed audience mem- 
bers (Are elephant and ant species highly diverse or highly disparate? Which dis- 
parate body plans have survived millions of years of evolution?). 
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Explaining a complex process is not the same as explaining a difficult concept. In 
the case of difficult concepts, you are asking an audience to master the meaning 
and use of a certain term or principle. Processes tend to be multidimensional and 
have multiple steps. With complex processes, you are asking audience members 
to unravel something that is complicated. 

The first challenge when making an explanatory presentation is identify- 
ing the key components of the process. What’s the “big picture”? We offer four 
recommendations that can help you find and describe the big picture to your 
audience. First, make sure that you are very well organized. Provide clear and 
well-supported key points. Second, use analogies to compare the unfamiliar con- 
cept you’re presenting to something the audience already understands. Third, use 
presentation aids such as models and drawings to help your audience visualize or 
experience the process. Finally, use connectives frequently within your presenta- 
tion. Transitions, internal previews, internal summaries, and signposts can rein- 
force and help your audience understand the interrelationship among key 
components (see Chapter 9, “Organizational Tools”). 
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. Use analogies 
. Use presentation aids 
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itchell Waldrop, author of Complexity: The 
Emerging Science at the Edge of Order 
and Chaos,' gave a guest lecture on complexity 
theory at my college. The lecture hall was packed 
with faculty and students eager to understand 
this much-talked-about but complex scientific 
process. Waldrop’s talk was a great success. 
Why? Because he used several strategies to en- 
sure that his explanation of “self-organizing 
systems” was clear and comprehensible. 

He began by describing the essence of com- 
plexity theory by linking several well-known 
and intriguing events (the collapse of the 
Soviet Union, hurricanes, air traffic controller 
decision-making) to three key points about 
complexity theory. Then he used an analogy to 
compare and contrast his key points about or- 
der, complexity, and chaos to different states 


of water: ice, liquid, and steam. By displaying 
simple drawings of an ice cube, a country lake, 
and a steam bath, he reinforced the essential 
features of his key points. Finally, he used the 
example of national economies to illustrate or- 
der (economic stagnation), chaos (economic 
collapse), and a complex economy (strong and 
flexible). 

Throughout his presentation, he linked his 
three key points to one another by using a vari- 
ety of previews, transitions, and summaries 
and consequently led his audience to an under- 
standing of a fascinating process. 


Isa Engleberg 


1. M. Mitchell Waldrop, Complexity: The Emerging Science 
at the Edge of Order and Chaos (New York: W. W. Norton, 
1989). 


In the following example, the process of breathing for speech is outlined for 
a presentation designed to teach audience members how to improve the quality 


and strength of their voices. 


To explain how to breathe for speech in order to be a more effec- 


The ability to produce a strong and expressive voice requires an 


understanding and control of the inhalation/exhalation process. 


Topic Area: Breathing for speech 
Purpose: 

tive and audible speaker 
Central Idea: 
Value Step: 


and confident speaker. 


Learning to breathe for speech will make you a more effective 


Organization: Compare/Contrast—three components of the breathing process 


Key Points: | A. Active vs. passive exhalation 


B. Deep diaphragmatic vs. shallow clavicular breathing 
C. Quick vs. equal time for inhalation 


By comparing something well known (breathing for life) to something less 















well known (breathing for speech), the speaker can help an audience understand 
this process. Throughout the presentation, the importance of breathing for 
speech can be explained by comparing it to playing a wind or brass instrument, 
by using presentation aids and demonstrations, and by making sure that transi- 
tions, previews, summaries, and signposts are used to connect the three key 
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H andouts can be a huge help when you're trying to 
explain difficult concepts and complex processes. 
Handouts have the potential to enhance listener atten- 
tion and understanding, keep the audience focused 
on the subject, present more information than can 
be covered in the presentation, and strengthen the 
speaker’s credibility.' Generally, it’s a good idea to use 
handouts if your presentation contains a lot of techni- 
cal information or if you want your audience to take 
notes.2 The problem with handouts is that many 
speakers don’t know what to put in them or when to 
hand them out. 

You can use handouts for many things: biographi- 
cal information about yourself, copies of your presen- 
tation aids, checklists, drawings, references, article 
reprints, workshop exercises, an outline of your pres- 
entation, an evaluation form, and more. The nature 
and content of your handout should determine at 
what point you share it with audience members. Usu- 
ally, distributing a handout during a presentation dis- 
tracts the audience and takes their attention away 
from you. 

In general, we recommend giving your audience 
handouts before you begin speaking or very near the 
beginning of your presentation—but not if your hand- 
out is a word-for-word copy of your presentation or if 
it outlines your ideas in minute detail. Both of us have 
left conference programs seconds before they began 
because presenters distributed and intended to read 
their papers to the audience. What keeps us in a room 
are handouts that help us follow the presentation 
and/or provide additional information about the 
topic. Handouts that contain a skeleton outline of the 
presentation on which listeners can take notes can 
also be helpful. If you want audience members to have 
copies of your handout before you begin speaking, 
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place them on each seat in the room, distribute them 
at the door as audience members enter, or place a 
stack on a table at the entrance to the room and tell 
them to pick one up before your presentation begins. 

Distributing handouts at the end of a presentation 
can be awkward. Robert Pike, a nationally known 
communication consultant, describes a common and 
unfortunate scenario: “I’ve heard presenters say, 
‘Don’t worry about taking notes. It’s all in the handout 
you'll get at the end.’ As the presentation continues 
and | see various visuals, | find myself wondering 
(meanwhile, not listening to the presentation), ‘Will 
this be in the handout?’ Not wanting to take a chance, 
| become more preoccupied with trying to copy all 
the visuals than | am in relating the visuals to the con- 
tent being presented.”? 

There are only a few circumstances in which we’d 
recommend distributing a handout at the end of a 
presentation. As noted earlier, if your handout repeats 
your presentation, save it for the end. When the infor- 
mation or the handout is not an integral part of the 
presentation—such as publications or names and ad- 
dresses to file for future reference—it can be passed 
out once you've finished speaking. Another appropri- 
ate circumstance is when the directions for an exer- 
cise, recipe, or procedure are written out in detail for 
future use. Notice that these are examples of informa- 
tion that will be useful in the future, not information 
that was needed to understand and appreciate a pres- 
entation. Handouts can make a difference if they are 
used wisely and well. 


1. Robert W. Pike, High-lmpact Presentations (Des Moines, IA: 
American Media, 1995), pp. 74-77. 

2. Marjorie Brody, Speaking Your Way to the Top: Making Powerful 
Business Presentations (Boston: Allyn & Bacon, 1998), p. 104. 

3. Pike, p. 78. 
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In addition to instructing, explaining, and demonstrating, informative presenta- 
tions can also help overcome confusion or misunderstanding. Why do people be- 
lieve that going out into the cold without a hat will make them sick or that all 
dietary fat is harmful? People often cling to strong beliefs, even ones that are 
wrong. Informative speakers face the challenge of replacing old, erroneous beliefs 
with new, more accurate ones. The Strategy is to first state the misconception; 
then acknowledge why it is believed; next, reject the misconception supported by 
evidence; and last, describe and explain the more acceptable belief. Let’s keep it 
simple with an example about the fat content of our diets. 
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Topic: Fat in foods 
Purpose: To explain that fat is an important element of everyone’s diet 


Central Idea: Our health-conscious society has all but declared an unwinnable 
and unwise war on food with high fat content. 


Value Step: _ Eliminating fat from your diet can hurt you rather than help you 
lose weight. 


Organization: Problem (misinformation)/Solution (accurate information) 


Key Points: | A. Many people believe that eliminating all fat from their diets 
will make then thinner and healthier. 


B. This belief is understandable, since fat is the very thing we’re 
trying to reduce on our bodies. 


C. Fat is an essential nutrient. 


D. Fats are naturally occurring components in all foods that, in 
appropriate quantities, make food tastier and bodies stronger. 


If you’re thinking that an explanatory presentation designed to overcome 
confusion and misunderstanding is more persuasive than informative, you may 
be right. At the same time, it clearly fits within our definition of an informative 
presentation: one that seeks to instruct, explain, enlighten, demonstrate, clarify, 
correct, remind, or describe. If it’s successful, a presentation about fat in the diet 
will encourage an audience to rethink what they believe. The presentation does 
not advocate a change in diet, nor does it provide a chart spelling out recom- 
mended fat intake. Its primary purpose is to provide accurate information in the 
hope that an erroneous belief will be corrected. However, the borderline between 
informative and persuasive speaking can be elusive. As noted on page 283 what 
matters is your purpose. In this case, you're telling audience members about the 
beneficial role of dietary fat, not asking them to change their diets. 


. State the misconception 
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. Reject the misconception by 
providing evidence 

. State and explain the more 
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Effective informative speakers do not assume that their favorite organizational 
pattern will work with all presentations or that telling good stories and sharing 
dramatic statistics will make an audience understand new information, difficult 
concepts, or complex processes. Instead, an effective speaker considers the nature 
of the information, audience values, organizational options, and the different 
kinds of supporting material that can be used to achieve his or her purpose. Fig- 
ure 17.1 on page 296 links each type of informative presentation to some of the 
organizational formats and types of supporting material that best suit the presen- 
tation’s general purpose. 
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Figure 17.1 Organizing and Supporting Informative Presentations 
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E © Insider Secrets of Informative Presentations 


By following the principles explained in this chapter, you can develop a success- 
ful informative presentation. However, you can apply some special techniques to 
take it to the next level. As teachers and presenters, we have listened to and eval- 
uated thousands of informative presentations by students, colleagues, and corpo- 
rate clients. We have vivid and long-lasting memories of some of them and 
absolutely no recollection of others. What made the memorable presentations ex- 
ceptional? We’re going to share some insider secrets of exceptional informative 
speaking. 


“KISS” 
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Keep it simple, speaker! Most audiences cannot absorb and retain complex infor- 
mation, no matter how important it may be. Can you identify the problem in the 
following exchange between a speaker and a listener? 


Listener: I heard your presentation on the new employee evaluation plan. 
Speaker: What do you remember about what I said? 


Listener: Well, you went through the plan page by page, explaining how 
the new provisions would apply. 


Speaker: What was one of the new provisions? 
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Listener: Ah... well,.. j there was something about new forms, I think. I 
don’t know—I’ll look it up when I have to use it. 


Exactly. The listener will look it up. The speaker’s purpose—explaining the 
whole plan—was much too ambitious for a single, short presentation. Keep it 
simple, speaker! Audiences are intelligent, but they won’t remember everything 
you say. In addition, most audience members are not highly skilled listeners. 
They can absorb only a few key ideas and facts during one sitting. Psychologists 
who study the capacity of short-term memory have concluded that most people 
can hold between five and nine chunks of informa- 
tion in their short-term memory.’ Thus, an audience 
is unlikely to remember twelve recommendations or 
even ten good stories. Keep it simple if you want the 
audience to remember you and your message. 

How could this speaker have presented the new 
evaluation plan more simply? First, she should have 
made sure that all employees already had a copy of 
the plan in their offices. Since many people don’t 
read what they’re given, the speaker would then have 
had to choose the essential elements to focus on dur- 
ing the presentation. She might have opted to ex- 
plain the differences between the new and old plans 
or displayed the new forms that must be submitted at 
every deadline. Either option would have focused on 
one part of the plan only, but that would have been 
enough for a presentation. Keep it simple. Let the au- 
dience read the details. 





What do you think of when you read the words Ice 
Hockey in the FAQ to the right? Fights, penalty boxes, 
screaming fans, chaos on ice, and body checks? 
Could one presentation incorporate all of these im- 
ages? What do you start to imagine when you read 
The Goalkeeper’s Protective Equipment? Perhaps you 
see a person bundled to near immobility or a 
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menacing-looking face mask. A topic like “Herbal Medicines” 
can conjure up a witch’s brew of images. “Chamomile” is easier 
to imagine—a strongly scented herb with tiny yellow blossoms. 

You can make your informative presentation more interest- 
ing and memorable by focusing on one sensory image. Choose 
a topic that taps one of five senses. When one of our students 
chose garlic as the subject of her informative presentation, she 
worried that there wouldn’t be enough to say about her topic. 
After completing some initial research, she was overwhelmed 
with information, so she narrowed her topic to garlic’s power- 
ful odor. Although this topic can stimulate a visual image, the 
characteristic we all know and remember is garlic’s strong and 
easily recognized odor. Her presentation focused on garlic’s 
powerful smell and ways to get rid of that smell after eating a 
large dose. Even a talk on something as uninspiring as a new 
evaluation plan can benefit from the one-sensory-image tip. Vi- 
sualizing a sample evaluation form with a deadline stamped 
across it is enough to provide the speaker with a clear central 
idea—and a memorable presentation aid. Choose one sensory 
impression—sight, sound, taste, smell, or touch—as the focus of 
your informative presentation. 

Looking for one sensory image takes some creative thinking. If you wanted 
to give a presentation on baking chocolate chip cookies, you could begin by 
thinking of one sensory image for each of the five senses, then develop a central 
idea based on each. 


Sight: A thick brown cookie with visible chips 

Sound: A cookie that doesn’t snap when it’s broken 

Taste: A sweet cookie dough mixed with strong chocolate 
Smell: A cookie that smells good while and even after baking 


Touch: A soft and chewy cookie 


An informative presentation could focus on how to make sure cookies are 
moist and chewy. Or you could emphasize the different tastes of different choco- 
lates. Or you could identify the ingredients that make a cookie smell so good. 
How many of the five senses can you apply to the following topics: buying a new 
car, fire ants, explaining a company’s mission statement, a school’s discipline pol- 
icy, the battle of Gettysburg, fighting oil well fires? 


We're all surrounded by too much information. We can subscribe to dozens of 
magazines, watch hundreds of shows on television, read thousands of books, 
spend hours surfing the Net, and retrieve millions of pieces of information from 
a single compact disc. Every job and profession is becoming more specialized. In- 
stead of general practitioners, we have doctors who specialize in everything from 
hair implants to ingrown toenails. Lawyers, scientific researchers, builders, pro- 
fessors, and engineers must specialize. With so much information and specializa- 
tion around us, it’s easy to get overloaded. However, effective informative pres- 
entations ease this problem rather than add to it. 

Whether you're explaining a new office procedure or a new dance step, your 
audience is unlikely to remember all the details of a complex set of instructions 
the first time that they hear them. Does this mean you should never try to explain 


299 


Summary 





anything complicated? No, but it does mean that you have to be especially careful 
as you prepare and plan your presentation. Have you adapted your message to 
your audience? Have you chosen clear and interesting examples to support your 
ideas? Have you selected language that will reinforce your message and make it 
more memorable? Have you practiced your delivery in front of others and asked 
for feedback? The best chef on earth can ruin a magnificent meal by serving too 
much food. Music fans can damage their hearing by listening to hours of very 
loud music. And speakers can overload their audience with too much information. 

The final insider secret is that there isn’t just one secret, any more than 
there’s only one secret to the art of good painting, effective management, or 
skilled dancing. Insider secrets are nothing more than a series of good decisions 
that you make at key points in any process. First, you start with the basics. In 
dance, the basics involve a well-coordinated body, a sense of rhythm, and mas- 
tery of basic steps. In informative presentations, the basics involve all that we 
have discussed in the preceding chapters—clear purpose, audience analysis and 
adaptation, good research, effective organization, and skilled delivery. With these 
fundamentals well in hand, and with an understanding of informative speaking 
strategies and insider secrets, you can master the art of making interesting and ef- 
fective informative presentations. 


ssa UT TY I TS TT RE) 


. Summary ®@> How do informative and persuasive presentations differ? 


Although there can be a thin dividing line between informing and persuad- 
ing, the speaker’s purpose determines the difference. The primary purpose of 
an informative presentation is to instruct, explain, describe, enlighten, 
demonstrate, clarify, correct, or remind by sharing information with an au- 
dience. As soon as you ask listeners to change their opinions or behavior, 
your purpose becomes persuasive. 
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@> How can | respond to the unique challenges of informative speaking? 
You should think critically about your purpose, your audience, and your 
credibility before making decisions about how to organize or strategically 
give an informative presentation. 


@> What strategies can make my informative presentation more effective? 


Decide whether the information you want to share requires informatory or 
explanatory communication. Then use appropriate supporting material and 
organizational tools, depending on whether you want to share new infor- 
mation, explain a difficult concept or complex process, or correct misinfor- 
mation. 





@> How can | make my informative presentation stand out? 
After incorporating as many interest factors as you can, fine-tune your in- 
formative presentation by incorporating several insider secrets: CyeKISS 
(“Keep it simple, speaker!”), (2) highlight one sensory image, and (3) avoid 
information overload. 





2. fi 


300 


ESE RR EE ED AE TI OIE TNT EG I DEEL TE EDEL EELS AEE EE 





Key Terms briefing 291 informatory communication 286 
explanatory communication 286 value step 285 
informative presentation 283 
Notes 1. We are indebted to Katherine E. Rowan, who has proposed a new pedagogy for informative 
speaking, one which focuses on understanding reasons for misunderstandings or confusion 
on the part of audience members. With such an understanding, a speaker can develop a 
more responsive and successful informative speaking strategy. See Katherine E. Rowan, “A 
New Pedagogy for Explanatory Public Speaking: Why Arrangement Should Not Substitute for 
Invention,” Communication Education 44 (1995): 236-250. 
2. Rowan, pp. 241-247. 
3. Rowan, p. 242. 
4. See Daphne Duval Harrison, Black Pearls: Blues Queens of the 1920s (New Brunswick, NJ: Rut- 
gers University Press, 1993). 
5. Rowan, p. 241. 
6. Based on the work of Stephen Jay Gould, Wonderful Life: The Burgess Shale and the Nature of 
History (New York: W. W. Norton, 1989), p. 49. 
7. Douglas A. Bernstein et al., Psychology, Sth ed. (Boston: Houghton Mifflin, 2000), p. 223. 
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®> What is persuasion? 

®> Will all audiences react to persuasive 
presentations in the same way? 

®> What's the best route to persuasion? 

®> How much persuasion can | achieve in a single 
presentation? 

How can marketing strategies be used to 

enhance persuasion? 
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Persuasive messages bombard us all from 
§ the time we wake up until the moment 
Ewe end each day. Sometimes the per- 
suasion is obvious—a commercial, a sales 
call, a political campaign speech. At other 
times it’s less obvious—an inspirational ser- 
mon, an investment newsletter, a product 
sample in the mail. Businesses use persua- 
sion to sell products. The armed forces use 
persuasion to justify their military budgets. 
Colleges use persuasion to recruit students 
and faculty. Even children use persuasive 
speaking to convince their parents to let 
them stay up late or to buy them the new- 
est toy or breakfast cereal. In this chapter 
we explore how and why persuasion works. 
In the next chapter, “Developing Persuasive 
Presentations,” we help you use this infor- 
mation to develop your own persuasive 
presentations. 





ao amen ( What ic Parstincion? 

Understanding 

Persuasion Persuasion encourages audience members to change their opinions (what they 
think) or behavior (what they do). Figure 18.1 shows some opinions people may 
hold and the behaviors related to them. In informative presentations, a speaker 
tries to tell something to an audience by giving directions, advice, explanations, 
or insights. In persuasive presentations, a speaker tries to ask for something from 
the audience—their agreement or a change in their opinions or behavior. Just as 
information can be persuasive, a persuasive presentation can also inform. As 
we noted in Chapter 17, “Developing Informative Presentations,” the speaker’s 
purpose will determine which type of presentation he or she makes. 


Figure 18.1 Opinions and Behavior 








Buy Nike shoes. 








Vegetarian diets are good for your body— 
and good for the planet. / 






Eat dinner with your family at least five 
times a week. 





Stricter drunk driving laws and 
punishments are needed. 


fC The Dynamics of Persuasion 


Figuring out how to persuade audience members to change their opinions or be- 
havior requires understanding why they may resist your efforts. Why don’t you 
vote for the first candidate who asks for your support? Why don’t you buy the ce- 
real that a sports hero recommends? Why don’t you change your job to one that 
offers more money? There are good answers to all of these questions, and that’s 
the problem. All of the members of your audience can give you reasons why they 
won't vote, buy, quit, or do any of the things you ask them to do. It’s up to you to 
address these reasons. 





Audience members vary greatly in their characteristics, learning styles, opinions, 
and behavior, as Chapter 5, “Audience Analysis and Adaptation,” discusses. 
Therefore, no matter what your persuasive purpose is, you must understand and 
adapt to the people in your audience. For persuasive presentations, your audience 
analysis should pay special attention to people’s attitudes. Whether their atti- 
tudes are positive, negative, or mixed, audience members will hold opinions 
about current issues such as abortion rights, affirmative action, and gun control 
as well as opinions about personal issues such as child rearing, religion, and patri- 
otism. One way to clarify audience attitudes is to place the members of your au- 
dience along a spectrum of attitudes such as this one: 


Strongly Agree Neutral Disagree Strongly 
agree disagree 
with me with me 
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Once you understand where audience members stand, you can develop persua- “The Dynamics of 
sive strategies adapted to the people you’re trying to persuade. Persuation 








ees ar] 





ACS CeCe 









You may wonder if you even need to persuade an audience that already agrees 
with you. Although you don’t have to sway them to your way of thinking, you 
can strengthen their existing agreement or use it to encourage behavioral change. 
Many audience members will agree that pollution is a problem, but most of them 
probably don’t spend an hour a week cleaning up their neighborhoods or volun- 
teering at a local recycling center. Persuasion can transform opinions into behav- 
ior. Several strategies can help you achieve your purpose with an audience that 
already agrees with you. 
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At the Barton W. Stone 
Christian Home in Jack- 
sonville, Florida, Representa- 
tive Ray LaHood addresses 
senior citizen concerns. In 
order to achieve his persua- 
sive purpose, Representative 
LaHood must adapt his mes- 
sage and delivery style to 
the attitudes, needs, and 
listening ability of his audi- 
ence. 





People often use 

the expression “preach to the 

choir” to imply that speakers should avoid 
talking to friendly, supportive audiences. If 
they already agree, why preach to the 
choir? Yet members of the clergy preach to 
the choir all the time. In fact, choir mem- 
bers are often a congregation's truest be- 
lievers. Every time a minister, priest, or 
rabbi delivers a sermon, he or she speaks to 
an audience that shares many of the same 
beliefs and agrees with most of what the 
sermon says. So why preach? It’s because 
the strength and survival of a religious insti- 
tution and its values lie with the faithful 
members—those who already believe. A 
preacher strengthens that bond by reassur- 
ing loyal members that their faith is well 
founded, encouraging them to stand by 
their religious beliefs and/or advocating 
good works. In much the same way, a per- 
Suasive presentation to an audience of 


se 
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<4 CHOIR 


“true believers” can build even stronger — 


agreement with the speaker. 


An audience that already agrees with you will welcome new 
information that reminds them why they do and thus rein- 
forces their agreement. In essence, the information persuades 
these audience members that they’re “right” to feel the way 
they—and you—do. 

Give them answers to the questions asked by those who dis- 
agree or those who can’t decide. Show them the strengths of 
their position and the weaknesses of the positions of those who 
disagree. If, for example, your audience agrees that more regula- 
tions are needed to control air pollution, you can show them 
how to answer and even how to criticize industry denials. 

Excite audience members by being a cheerleader, a 
preacher, or a coach. Use examples and stories that demonstrate 
why they should feel pride, anger, happiness, or excitement 
about their shared opinions or behavior. 

Also, be a model of the behavior you’re advocating. Tell 
your audience what you’ve seen or done. Explain why and how 
they should pursue a similar course of action. Your example can 
persuade them to act—to sign a petition, write to a government 
official, report an incident to authorities, change their buying 
habits, or vote for a specific candidate. 


When Audience Members Disagree with You 


Audiences who completely agree with you are at one end of the 
spectrum; at the other end are audiences that don’t agree with 
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you at all. However, this disagreement doesn’t mean that they will be hostile or 
rude. It does mean, though, that effecting a change in opinions or behavior be- 
comes more challenging. In the face of disagreement, attempt to change only 
what can be changed. 


WHEN AUDIENCE AND SPEAKER 
DISAGREE, PERSUASION 


e Sets reasonable goals 
e Finds common ground 


¢ Accepts differences of opinion 
e Uses fair and respected evidence 
eC eee yi Tia 





As much as you may want an audience that doesn’t agree with you to come 
over to your way of thinking, a modest goal is more reasonable and realistic. You 
are unlikely to convince an audience full of avid meat-eaters to give up their 
steaks and become strict vegetarians. At best, you may be able to convince them 
that eating smaller meat portions is healthier. That alone would be a great accom- 
plishment. Every small step taken in your direction can, in the long run, add up 
to a big change. 

You also need to work on getting an audience that disagrees with you to lis- 
ten. After all, you can’t persuade an audience to change if they won’t hear your 
recommendations. A good strategy here is to seek common ground with your au- 


dience. Common ground is a place where you and your audi- 
ence can stand without disagreeing—it’s a belief, value, atti- 
tude, or behavior that you and your audience share. Even 
pro-life and pro-choice opponents often agree that abortions 
should be considered if they’re necessary to save the life of the 
mother. Smokers and nonsmokers may agree that smoking 
should be prohibited in and around schools. Literary and 
rhetorical scholar Kenneth Burke describes successful persua- 
sion as the process of identification, in which the speaker 
and audience come to see that they share attitudes, ideas, feel- 
ings, values, and experiences.! Try to determine what you and 
your audience have in common. Identify with your audience by 
beginning on common ground before moving into potentially 
unfriendly territory. 

You may not always find common ground. When you 
can’t, persuasion may rest on accepting and adapting to differ- 
ences of opinion. If your audience opposes censorship of any 
kind (and you're advocating curbs on hate speech), give them 
credit for defending the principle of freedom of speech. If your 
audience opposes a tax increase (and you’re advocating one to 
build more elementary schools), acknowledge how difficult it 
can be to give up hard-earned money to the government. 

An audience that disagrees with you will be highly critical, 
so it’s vital that your supporting material be flawless. Choose 
your evidence from the most respected sources available and let 
your audience know where you found your information (see 
Chapter 7, “Supporting Material”). Also, make sure your sources 
aren’t biased. 

If you seek a reasonable goal, establish common ground, 
give the audience credit for their beliefs, and use fair and re- 
spected sources of information, your audience may come to like 
and respect you. Positive feelings about you may rub off on 
your arguments and help you to achieve your persuasive pur- 
pose. Your credibility can be a powerful tool to persuade an au- 
dience that disagrees with you. 


When Audience Members Are Neutral 


Some people may not have an opinion about a topic, or they 
may not be able to decide whether they agree or disagree. Audi- 
ences may be neutral or uncommitted for many reasons. Some- 
times they’re uninformed; at other times, they’re unconcerned. 
Sometimes they’re even adamantly undecided. Persuasion takes 
different courses, depending on the source of the neutrality. 


COMMON GROUND? 


How De i FinbD 


EAR 


Brainstorming can help you 


_ identify a belief or behavior that you share 


with your audience—a place where you both 


can stand without disagreement. Listed next 


are several controversial topics. Complete 
each sentence by stating an issue on which a 
speaker and audience would find common 
ground. For example, “Free speech advo- 


- cates and antipornography groups would 


probably agree that . . . pornography should 


not be available to children.” 


16 Pro-capital-punishment and anti-capital- 
‘punishment groups would probably 
agree that 





2. Opera lovers and rap music fans would 
probably agree that 





3. Antitaxation groups and pro-education y 
groups would probably agree that 








4. National health insurance supporters and - 


the American Medical Association would | 
probably agree that 





5. The National Rifle Association and gun 


control groups would probably agree that 





The next time that you anticipate audi- 


“ence disagreement, write a similar fill-in-the- 


blank statement representing your position 


and your audience’s viewpoint. Then gener- 


ate as many endings for the sentence as you 


can. Did you find common ground? 


Uninformed Audiences. An audience that doesn’t know anything about a 
topic and hasn’t formed an opinion about it is one of the easiest to persuade. All 
they need is information-presented clearly and convincingly. Letting an unin- 
formed audience know that Lyme disease and Rocky Mountain spotted fever are 
carried by ticks can persuade them to be more careful while walking in woods and 
fields. Telling uninformed employees that their credit union offers lower interest 
rates on loans than banks do can increase credit union membership. Sometimes 


information alone can persuade an uninformed audience. 
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Persuade the uninformed by OCT MO COB 


Persuade the unconcerned by OPT meee Ce TT! 
interest. 


giving them a reason to care. 


presenting relevant information. 


Persuade the undecided by acknowledging both sides of the 
argument. 


providing new information. 
reinforcing old arguments. 





Unconcerned Audiences. When audience members see no reason to care or to 
have an opinion, the first step is getting their attention. Why should they listen 
to you if your topic doesn’t affect them? If you can show them how the topic af- 
fects them personally, you are more likely to persuade them. Observe how this 
student speaker prepared her audience for a speech on the importance of voting 
and taking political action: 


How many of you applied for some form of financial aid for college? (More 
than half of the class raised their hands.) How many of you got the full 
amount you applied for or needed? (Fewer than one-fourth of the class mem- 
bers raised their hands.) I have some bad news for you. Financial aid may be 
even more difficult to get in the future. But the good news is that there’s 
something you can do about it. 


This opening captured the audience’s attention by asking them two questions 
about a situation that had affected many of them. Next, the speaker presented 
her arguments urging students to be more active in the political system. Once 
you have their attention and can arouse their motivation, you can use informa- 
tion to persuade an unconcerned audience. 


Undecided Audiences. Neutral but undecided audiences can be difficult to per- 
suade. Why? Because they’ve given the topic lots of thought. They understand 
both sides of the issue and either can’t make up their minds or want to stay right 
where they are—in the middle. Some people can’t or won’t take a position for or 
against affirmative action, nuclear energy, capital punishment, or abortion. Be- 
cause these are “hot” topics, this kind of audience knows the arguments on both 
sides. For example, audience members may be worried about the negative effects 
of television violence on children. At the same time, they oppose the censorship 
of program content by government agencies. They are caught between the pros 
and cons and, as a result, they cannot decide what should be done. 

The first step with such an audience is to acknowledge how difficult it is to 
make a decision. Because this audience is already familiar with the issue, you 
should find new information that supports your position. Your task is to tip the 
balance. Maybe they don’t know that the fears induced by scary television shows 
can spill over into a child’s everyday life and interfere with otherwise normal ac- 
tivities.2 No matter what side you’re on, the key to persuading an undecided au- 
dience is to find something new. Then you can give new strength and force to 


your position by reminding them of all the other supporting ar- 
guments. Giving an undecided audience new information and 
then reinforcing old arguments leads to persuasion. 


( why Does Persuasion Work? 


More than in any other area of presentation speaking, re- 
searchers have devoted significant attention to developing the- 
ories that explain why persuasion works. One of the motives for 
this focus is using the information in the world of marketing 
and advertising. Theories of persuasion help advertisers develop 
effective marketing and sales campaigns. They also help speak- 
ers understand why enhancing their credibility can persuade 
some audiences while reinforcing logical arguments can per- 
suade others. We know a lot about what does and doesn’t work 
when messages are designed to persuade. 

Next, we offer three schools of thought about the nature of 
persuasion. Each one tries to explain why and how a particular 
persuasive strategy affects an audience. 





Skilled workers master the tools of their trades. A carpenter 
knows that nails and screws serve different functions. A good 
cook knows when to boil a sauce and when to turn off the heat. 
Just as there are tools of the trade for most tasks, the persuasive 
speaker has several basic tools that can be used to persuade an 
audience. Among the most critical is knowing why, when, and 
how to use persuasive proof to make an argument. 

Like a lawyer arguing before a jury, the persuasive speaker must prove his or 
her case. The lawyer decides how to argue a case, but it’s up to the jury to deter- 
mine the argument’s success. In the same way, when you try to persuade an audi- 
ence, your success depends on whether or not the audience believes what you say. 
Proof, then, consists of the arguments you select and use to persuade an audi- 
ence. Since audiences and persuasive situations differ, so should your proof.? Thus, 
selecting the most appropriate forms of proof is just as important as developing 
valid arguments. 

In the early fourth century B.c., Aristotle’s Rhetoric proposed a theory that is 
still used as the basis for persuasion. By observing many persuaders at work in an- 
cient Athens—in the law courts, the government, and the marketplace—Aristotle 
focused on what he called artistic proofs that a speaker could use to persuade.* 
Aristotle identified three major types of proof, which he labeled ethos, pathos, and 
logos. To that list we have added a fourth type of proof—mythos. 





My Cee me 


Pathos: Emotional Proof 
SSH IE 
Mythos: Narrative Proof 
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You can find well-argued position 
Papers on a variety of issues at the 


Logos: Logical Proof. Logos or logical proof asks if your arguments are rea- 
sonable and if your presentation makes sense. Logical arguments appeal to listen- 
ers’ intellect, that is, their ability to think rationally and critically in order to 
arrive at a justified conclusion or decision. Note how the following speaker uses 
facts and statistics to prove logically that health care is too expensive for many 
Americans. 


Many hard-working Americans cannot afford the most basic forms of health 
care and health insurance. Some 41 million Americans, 15.5 percent of the 
population, most of them lower-income workers or their families, live with- 
out health insurance—a necessity of modern American life. In New Mexico 
and Texas, 25 percent of the population is not covered by any form of health 
insurance. And contrary to popular belief, most of the uninsured are jobhold- 
ers or their family members—the working poor.° 


The facts and statistics drive home the speaker’s conclusion that the high cost 
of health insurance is seriously affecting the health and prosperity of many work- 
ing Americans. 

Logical proof, however, does not have to depend on supporting material. Of- 
ten, appealing to your audience’s common sense may be the best way to prove 
your point. Most audiences would accept the argument that everyone, whether 
rich or poor, needs good health care. As we noted in our discussion of Stephen 
Toulmin’s model of an argument in Chapter 2, “Critical Thinking and Listening,” 
using audience beliefs as evidence can help you support a claim. Reasonable peo- 
ple will agree with reasonable arguments. 

Logical proof can be divided into two major categories—deductive logic and 
inductive logic. Understanding each form can help you develop stronger argu- 
ments for your persuasive presentations. 


} Deductive logic. When using deductive logic, you make your case by mov- 
ing from accepted general premises to a specific conclusion. Consider this de- 
ductive argument for improving a company’s customer service program: 


Premise: Successful companies emphasize customer service. 
Premise: We want to be a successful company. 
Conclusion: We should improve our customer service program. 
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Let's Putan End to Snail Mail 
Siseban Moore takes the Postal Service to task for its slow delivery and Increasing 





If the audience agrees with the general premises, it is likely they will also agree 
with the conclusion. Many smart persuaders use deductive logic by convinc- 
ing an audience that there are certain criteria that ought to be applied to any 
proposed solution. For example, they may say, “Don’t we all agree that any 
proposal ought to be cost-effective? Don’t we also all agree that any proposal 
should build from our current strengths? And don’t we all agree that any pro- 
posal should be easily implemented?” Because our savvy presenter just hap- 
pens to have a proposal that meets all of these criteria, the audience is likely 
to be persuaded. 


>» Inductive logic. Whereas deductive proof moves from the general to the 
specific, inductive logic does just the opposite, moving from specific instances 
to a general conclusion. 


Instance: Our error rate is increasing monthly. 

Instance: Our competitors have new quality-control programs. 

Instance: Our customers are complaining that some of our products are 
shoddy. 


Conclusion: We need to develop a quality-control program. 


Here you are building your argument piece by piece. If your audience agrees 
with each of your instances, they are likely to agree with your final conclusion. 


Pathos: Emotional Proof. Pathos or emotional proof asks audience mem- 
bers to get in touch with their feelings. Audiences can experience various 
emotions—desire, anger, fear, pride, envy, joy, love, hate, regret, jealousy, or pity. 
Persuasion can be aimed at deep-seated feelings about qualities such as justice, 
generosity, courage, forgiveness, and wisdom.° 

The following speaker uses a true story to touch the audience’s emotions: 


Kevin was twenty-seven years old and only two months into a new sales job 
when he began to lose weight and feel ill. After five weeks of testing and fi- 
nally surgery, he was diagnosed with colon cancer. The bills were more than 
$100,000. But after his release from the hospital, he found out that his insur- 
ance benefits had run out. 

As Kevin recalls, “Five weeks into the chemotherapy, I walked into my 
doctor’s office, and he sat me down, put his hand on my knee, and told me 
there had been no payment... . Then he said that he could no longer 
bankroll my treatment. At one point in the middle of the whole thing, I hit 
bottom; between having cancer and being told that I had no insurance, I 
tried to commit suicide.” 


Instead of using logos to prove that many Americans suffer because they 
don’t have dependable health insurance, the speaker tells a story of one person’s 
suffering. Stories like this can persuade an audience that lack of health insurance 
can seriously affect the health and prosperity of many Americans in situations 
like Kevin’s. Because audience members also know that the same thing could 
happen to them or someone they love, they are more likely to agree with the 
argument. Vice President Gore used pathos to great effect when, at the 1996 
Democratic Convention, he described his sister’s final moments of life before dy- 
ing of lung cancer (see Appendix A). Also in Appendix A is Rosharna Hazel’s pres- 
entation, “Victims of the Cure,” in which she tells a series of tragic stories about 
medical errors. 

Many television commercials appeal to audience emotions. Telephone com- 
panies and fast-food restaurants use human interest stories and gentle humor. 
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Insurance companies may dramatize human tragedies to per- 
suade you to buy more insurance protection. Perfect-looking 
people in beautifully filmed commercials may convince you to 
try a beauty product or a prepackaged diet. Whether we like it 
or not, commercials work because their creators understand the 
power of emotional proof. 

Don’t avoid emotional appeals because they seem to be il- 
logical or irrational. Most of us have emotional responses to 
events and people, even though we cannot always provide a ra- 
tional explanation for our reactions. The reasons why we are 
angry or sad or sympathetic or delighted can be quite under- 
standable and justified. 


Ethos: Personal Proof. As Chapter 11, “Speaker Credibility 
and Ethics,” has noted, audiences form an impression of each 
speaker they see and hear. This impression is based on many 
factors—the content of the speaker’s message, the speaker’s abil- 
ity to effectively deliver that message, and the speaker’s reputa- 
tion and expertise on the topic. Remember, ethos has three 
major dimensions: competence, character, and charisma. Each 
of these dimensions can be enhanced as a form of personal 
proof in a persuasive presentation. 

Audiences tend to be more easily persuaded by speakers 
with whom they can identify—people who are similar to them 
in attitude or background. You can build this perceived similar- 
ity in a number of ways. Try to dress in a way similar to your au- 
dience’s style. If you are addressing a group of bankers, don’t 
show up in jeans. Use examples and stories to demonstrate the 
similarity between your values and background and those of 
your audience. Highlight similarities, not differences. 

In order to use personal proof, you can’t just tell an audi- 
ence to trust or to like you. Remember our pronouncement in Chapter 11: Speaker 
credibility comes from your audience. Only the audience can decide whether you are 
believable. Thus, you need to demonstrate that you are competent and of good 
character. Deliver your presentation with conviction. Audiences are more likely 
to be persuaded when the speaker seems committed to the cause. 


Mythos: Narrative Proof. During the second half of the twentieth century, 
mythos or narrative proof has emerged as a fourth and significant form of 
persuasive proof. According to the communication scholars Michael and Suzanne 
Osborn, mythos addresses the values, faith, and feelings that make up our social 
character and is most often expressed through traditional stories, sayings, and 
symbols.’ The Osborns maintain that the “unique function of mythos is to help 
listeners understand how the speaker’s recommendations fit into the total belief 
and value patterns of their group.”8 In other words, narrative proof appeals to the 
ingrained beliefs and myths that audience members hold about themselves. 

In America we are raised on mythic stories that teach us about patriotism, 
freedom, honesty, and national pride. President George Washington’s admis- 
sion—“I cannot tell a lie”—after cutting down the family’s cherry tree may be a 
myth, but it has helped teach millions of young Americans about the value of 
honesty. The request “Give me your tired, your poor” from the Emma Lazarus 
poem inscribed on the base of the Statue of Liberty, the “Women and children 
first” directive for passengers on sinking ships, and the civil rights speech and 
song refrain “We shall overcome” are phrases that have become part of American 


beliefs and values. Speakers who tap into the mythos of an audience form a pow- 
erful identification with their listeners. 
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ee heard an executive at a large manufac- 
turing firm use a story to create a new com- 
pany value. He told how he had recently been to 
Greece, where he visited an old monastery that 
stood at the top of a mountain. The mountain 
had sheer cliffs on every side. The monastery 
had been built there many centuries ago be- 
cause it offered perfect protection for the 
monks. The executive discovered, however, that 
the only way to visit the monastery was to get 
into a large basket and have a monk slowly use 
pulleys to draw up the basket. He got in, he 
said, and as the monk pulled him up, he noticed 
that the rope was quite frayed. A little worried, 
he turned to the monk and asked, “When do 


After the laughter died down, the executive 
became more serious and said, “In this com- 
pany, we don’t wait until the rope breaks. We 
don’t even let it fray. We fix things before they 
become hazards.” The story was used to create 
a new belief and value: Fix it before it frays. The 
hope was that every time an employee came 
across a potential hazard, she or he would re- 
call the story of the monk and report or fix the 
problem. The story and the statement “Fix it 
before it frays” became a form of mythos at 
the company. And it made the executive's pres- 
entation more persuasive and memorable than 
any simple declarative sentence about safety 
could ever do. 





















you decide to change the rope?” The monk re- 


sponded, “Whenever it breaks.” John Daly 





One of the best ways to enlist mythos when trying to persuade is to tell sto- 
ties. Religions teach many values through parables. Families bond through stories 
shared across generations. Effective leaders who inspire others are almost always 
excellent storytellers. Remember the two characteristics of a successful story that 
we described in Chapter 12, “Generating Interest”? A story that has both coher- 
ence (the story hangs together and has meaning) and fidelity (it’s truthful or be- 
lievable) can be applied to logical and emotional causes and will appeal to our 
imagination and feelings. And when told well, a story can be one of the most 
powerful persuasive tools we have. 


The Elaboration Likelihood Model of Persuasion 


Which forms of proof are the most effective—those based on emotion, those based 
on substantive evidence and logic, those centered on speaker credibility, or those 
built on stories? The answer is . . . it depends. Two other factors, listeners’ think- 
ing abilities and motivations, became the focus of research by two social psychol- 
ogists, Richard Petty and John Cacioppo. They developed the Elaboration 
Likelihood Model of Persuasion, which says that there are two “routes” 
to persuasion, depending on how able and willing an audience is to process a 
message.” 

The term elaboration refers to whether an audience can engage in “elabora- 
tive” or critical thinking (see Chapter 2). Will they listen comprehensively and 
analytically to a message? Are they capable of analyzing the arguments in a mes- 
sage? Are they motivated to listen to a presentation about the issue? Do they see 
the issue as relevant to their lives? A presenter’s answers to these questions can 
help him or her determine which route or persuasive strategy to follow. 
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Routes to Persuasion. Persuasion can take a central route or a peripheral route. 
When people are highly involved in an issue and when they are capable of think- 
ing critically, the central route to persuasion is best. Highly involved critical 
thinkers do a lot of counterarguing when listening to a persuader. They may 
think, “I just read an article that proves the opposite” or “That may be fine in 
Arkansas, but it won’t work in South Dakota.” Thus, the best form of proof with 
these involved listeners is a logical one in which a speaker’s claims are backed by 
strong and believable evidence. When audiences are highly involved, persua- 
sion using the central route tends to be enduring, resistant to counterpersuasion, 
and predictive of future behavior. 

When audiences are less involved or aren’t interested in an issue, you’re bet- 
ter off taking the peripheral route. Interestingly, these types of listeners are highly 
influenced by whether they like the speaker and whether they think the speaker 
is credible.!° The peripheral route involves focusing on cues that aren’t directly 
related to the substance of a message—catchy phrases, dramatic stories or statis- 
tics, the quantity (rather than quality) of arguments and evidence, and the credi- 
bility and attractiveness of the speaker. Figure 18.2 shows key aspects of both 
routes. 

To better understand the two routes to persuasion, consider the Elaboration 
Likelihood Model from the listener’s perspective. Let’s suppose that you’re very 


Figure 18.2 The Elaboration Likelihood Model of Persuasion 








When your audience is motivated and able to think critically, the central route to persuasion 
works well. The peripheral route is better suited to less motivated, less critical audiences. 
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Is the audience capable 
of thinking critically? 


Is the audience interested 
and motivated to listen? 


concerned about the traffic patterns in your neighborhood. 
You're tired of long waits at lights and slow-moving traffic. You 
attend a meeting where a county official is trying to convince 
the audience that traffic will not get worse in the future and 
that available funds would be better spent on parks and recre- 
ation. Since you're a good critical thinker and care about this is- 
sue, you're listening carefully and are probably generating a lot 
of counterarguments—traffic is awful, it’s going to get worse, we 
need to spend money to alleviate traffic problems right now. 

If the presenter wants to persuade you to adopt her point of 
view, she is going to have to come up with some good, logical 
arguments that take the central route to persuasion. Why? Be- 
cause you're questioning almost everything she says. The only 


meculate YOUR — 
AUDICNCE when you get 


ne 
a flu shot or smallpox vaccina- I, 
tion, you are being inoculated against a 
harmful illness. According to social psycholo- 
gist William McGuire, protecting audience 
attitudes from counterpersuasion by the 
“other side” is like inoculating the body 
against disease.' By exposing the flaws in the 
arguments opposing your persuasive mes- 
sage, you can increase audience resistance to 
those arguments. By presenting the argu- 
ments of the opposition and then showing 


your audience how to refute them, you build 
up their resistance to counterpersuasion and 
create a more enduring change of attitude 
or behavior. Inoculation is most effective 
when audience members are highly involved 
_ critical thinkers because it first makes them 
aware that their attitudes are vulnerable to 
attack, then provides ammunition against or 
resistance to the attack.” : 


way that she can create a lasting change in your opinion is to 
present logically persuasive arguments that address your inter- 
nal counterarguments directly. 

Now, let’s suppose that the person who’s sitting next to you 
doesn’t care that much about the traffic. He works at home and 
rarely drives during the busiest Commuting hours. He’s not very 
involved and is unlikely to do much critical thinking about this 
issue. How would the county official persuade him? The Elabo- 
ration Likelihood Model suggests that a peripheral route would 
be more effective. While logic and good evidence may be use- 
ful, the uninvolved listener might be more attuned to the 
speaker’s emotional appeals as well as to her credibility and at- 
tractiveness (“she seems like a nice person,” “she sounds as if 
she knows what she’s talking about”). Interestingly, you often 
get only short-term attitude changes when using the peripheral 
route. 


1. William J. McGuire, “Inducing Resistance to Persua- 
sion: Some Contemporary Approaches,” in Advances in 
Experimental Psychology, ed. L. Berkowitz (New York: 
Academic Press, 1964), pp. 192-229. 
2. Robert H. Gass and John S. Seiter, Persuasion, Social — 
Influence, and Compliance Gaining (Boston: Allyn & 
Bacon, 1999), pp. 195-196. 


Applying the Elaboration Likelihood Model of Persuasion. Using the Elab- 
oration Likelihood Model of Persuasion requires a deep understanding of your 
audience. As we’ve indicated, you begin by assessing their levels of personal in- 
volvement and their ability to think critically. If you think the majority of peo- 
ple in your audience are highly involved and will respond to the central route, 
develop a well-organized presentation with strong arguments buttressed by good 
evidence and sound reasoning. Imagine all the different objections and reserva- 
tions that audience members may raise as they think critically about your 
message. Consequently, when you do address these reservations in your presen- 
tation, you are more likely to be persuasive than if you ignore them. 

Alternatively, if you think your audience members are far less involved and 
thus more responsive to the peripheral route to persuasion, concentrate your at- 
tention on your own credibility and attractiveness, emotional appeals, and the 
power of stories and traditions. Try to demonstrate how and why the issue affects 
each and every audience member. Something as simple as asking a rhetorical 
question—a technique that roughly one-third of all radio commercials use!1—can 
motivate people to give more attention and thought to a message. 

Many audiences, however, are composed of different people with different 
levels of interest in a topic or issue—and with different critical thinking and lis- 
tening abilities. It may be necessary to use both routes to persuasion in a single 
presentation, even though the highly involved critical thinkers may become im- 
patient with your peripheral strategies, while less involved audience members 
may become lost or bored when you present detailed argumentation. If you must 


take both routes, be sure to balance the strategies. 
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Choosing the best proof or route to persuasion rests on understanding your audi- 
ence, as we’ve seen. Yet a team of psychologists claims that you cannot really un- 
derstand how people feel about an issue just by asking them about their attitudes. 
Even if two people say that they agree, you still can’t conclude that they share 
identical attitudes. Why not? Because one person may hold that position more 
intensely than the other person. The first person strongly agrees and doesn’t ac- 
cept any alternative. The second person agrees but is not highly committed to the 
position. Although both hold the same position, one holds it more intensely. 

According to the Social Judgment Theory proposed by psychologists 
Muzafer Sherif, Carolyn Sherif, and Robert Nebergall, people’s reactions to per- 
suasive statements are best reflected by ranges—what they call latitudes of accept- 
ance (statements they agree with), rejection (statements they can’t agree with), and 
noncommitment (statements that are neither acceptable nor nonacceptable).!* Ear- 
lier in this chapter, we recommended ways to persuade audience members who 
agree, disagree, or are neutral. Social Judgment Theory highlights one very impor- 
tant and additional aspect of the persuasive process: the possibility that audience 
members who hold the same position on an issue might have very different views 
and tendencies for changing their opinions. 

Consider two audience members, Charlene and Alonia. A local pollster asks 
their opinion about county funding and support for the public library system. 
Their response choices range from 1 (cut funding by 5 percent and close two li- 
brary branches) to 7 (increase funding by 10 percent and build a new branch li- 
brary). Both choose 4 (increase funding by 2 percent). They agree, right? Not 
necessarily. Figure 18.3 looks at their latitudes of acceptance, noncommitment, 
and rejection.'% 


Figure 18.3 Social Judgment Theory 











Since listeners are easier to persuade within their latitudes of acceptance, almost impossible to 
persuade in their latitudes of rejection, and open to persuasion in their latitudes of noncommit- 
ment, what should a speaker do when trying to gain more support for the public library system? 


Charlene 


1. Cut funding by 5% and 
close two branch libraries 


2. Cut funding by 5% 


3. Keep funding the way it is 


4. Increase funding by 2% 


5. Increase funding by 5% 


6. Increase funding by 7.5% 


7. Increase funding by 10% and 
build a new branch library 





Work? 


Members of a citizens group 
take turns speaking against 
radar microwaves at Camp Ed- 
wards on Cape Cod, Massachu- 
setts. Given that the military's 
latitude of acceptance is small 
on this issue, the citizens group 
needs to mount a continuous 
persuasive campaign that fo- 
cuses on a series of small gains 
in acceptance. 





Latitude of Acceptance. Charlene has a very narrow latitude of acceptance— 
she cannot agree with any response other than 4. Why? Although she frequently 
uses the library to borrow books and attend meet-the-author programs, she also 
feels overburdened by the county’s property tax rate and doesn’t want to see her 
taxes go up. Thus, even though she wants to support the library system, she can- 
not endorse anything more than a 2 percent increase in funding. 

Alonia, on the other hand, has a large latitude of acceptance. If given good rea- 
sons, she could change her response to a 2 or 3—or even to a 5 or 6. She doesn’t use 
the library very much, and because she rents her apartment, she doesn’t feel the di- 
rect sting of property taxes. Because she wants to support what seems like a good 
cause, she joins Charlene at the 2 percent funding level. 


Latitude of Noncommitment. Charlene, the tax-weary library patron, has a 
narrow latitude of noncommitment. A highly skilled persuader might get her to 
accept a 3 or 5, but doing so would be hard work. Alonia is different. Her latitude 
of noncommitment is large. She’s okay with a 2 or even a 6. Give her a good rea- 
son to change her mind, and she will. 


Latitude of Rejection. Their latitudes of rejection include all statements Char- 
lene and Alonia cannot agree with. Charlene has a large one. She rejects almost 
everything but the choice she has made. She doesn’t want to support a significant 
increase in funding but also doesn’t want the library system to suffer or to cut 
services. On the other hand, Alonia’s latitude of rejection is comparatively small. 
The only positions she can’t imagine supporting would be 1 and 7. Charlene is 
far more emphatic about her position than Alonia. 


Applying Social Judgment Theory. What does all this mean for you, the per- 
suader? It means that in addition to having to address a range of opinions, you 
also may need to make sure that you don’t give listeners grounds for rejecting 
your message. If you find yourself advocating a position that’s in your listeners’ 
latitude of rejection, try to establish some common ground, respect differences of 
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opinion, and build your credibility by using fair and respected evidence. Both 
Charlene and Alonia would probably reject attending a public rally supporting 
the construction of a new library building, but they might be willing to join you 
in signing a petition urging elected officials to study the feasibility of expanding 
the library system. In general, try to advocate a position closer to your listeners’ 
latitude of acceptance. Don’t push too hard for a position that’s too far from your 
listeners’ current attitudes and feelings. 

Social Judgment Theory also tells us that effective persuaders try to gradually 
broaden their listeners’ latitudes of acceptance. Although this takes time and ef- 
fort, it is a very realistic approach. Think about how your attitudes have changed 
over time. You probably find some things far more acceptable today than you did 
ten years ago. Did your attitudes change overnight? No. Rather, you were proba- 
bly exposed to a variety of persuasive messages over the years. Your latitude of 
acceptance slowly widened, and the range of what you found objectionable 
narrowed. Social Judgment Theory thus gives one reason why persuasive cam- 
paigns—series of persuasive presentations—tend to be more effective than one- 
time messages. !4 





ic Applying Marketing Concepts to Persuasion 


The idea of a persuasive campaign comes to us from the world of marketing. In 
fact, a great deal of our practical knowledge about persuasion comes from market 
researchers who study how to influence buyers in the marketplace. It’s amazing 
how successful some marketing campaigns are in today’s competitive business 
world. They succeed because their creators understand how persuasion works. Of 
the many strategies used by advertisers, five apply especially well to persuasive 
speaking. 


Create memorable slogans 
Generate strong images 


HTL hes 
Address audience needs 
RM ats 





We associate many products with their slogans: “Quality is job 1” (Ford), “A mind 
is a terrible thing to waste” (the United Negro College Fund), “breakfast of cham- 
pions” (Wheaties), and “Be all you can be” (U.S. Army). The word slogan comes 
from the Gaelic phrase slugh gairm, which means “battle cry.” The best slogans are 
a product’s battle cry in the marketplace. They are strong, are easily remembered, 
and conquer the competition. Slogans briefly summarize the message about a 
product’s benefits in a short, easy-to-remember phrase.!° 

There is almost a magical quality to some advertising slogans. When we think 
of a product name or a slogan, all sorts of images and feelings come to mind. Mar- 
keters spend millions of dollars trying to create and get consumers to identify 
with the labels and slogans for their products. Good slogans “imbue the products 
with the positive qualities which, over time, become embedded in receivers’ 





friend of mine was quite successful using 
images in a speech he gave to endorse a 
political candidate. He started by creating an 
image of an idyllic place for families to live. 
“Imagine,” he said, “a county where children 
play freely and safely in every neighborhood. 


_ REAL WORLD, REAL SPEAKERS 


home. Imagine a place where people are real 
neighbors—borrowing cups of sugar, celebrat- 
ing the holidays together, and helping each 
other in tough times. Nice dreams, right? Well 
these dreams can come true if we all get out 
and support....” 














Imagine towns with clean streets, modern 


schools, and communities where you feel at John Daly 





minds.”!° A slogan can even affect people’s perceptions of a concept. For exam- 
ple, groups on both sides of the abortion debate call themselves “Pro-.” After all, 
few people would want to be identified with an anti-choice or anti-life group. 

Great persuaders understand the potential and power of words. They create 
and use memorable slogans with the hope that listeners will be persuaded when 
they are moved or inspired by a turn of phrase. When Dr. Martin Luther King Jr. 
proclaimed, “I have a dream,” and when his supporters sang, “We shall over- 
come,” both statements became battle cries for the civil rights movement. 

A memorable phrase or statement can become a form of mythos—a way of 
proving an argument. Whether it’s President Abraham Lincoln’s “government of 
the people, by the people, for the people” or President John F. Kennedy’s state- 
ment “Ask not what your country can do for you—ask what you can do for your 
country,” the effect of the words can be powerful and persuasive. 


Generate Strong Images 


Ever notice how sleek the cars look in television ads? A car ad may show a new ve- 
hicle driving over dusty hills, through blizzards, and across streams. But at the end 
of the ad, the car is always perfectly clean. Does this look like your car? Probably 
not. Ads are designed to create an image. People buy images. So do audiences. 

According to Karen Lawson, a communication consultant and instructor, 
“imagery is the use of words to create pictures in the minds of the audience. Good 
speakers draw the picture very carefully so that audience members can share the 
speaker’s experience and remember the speaker's message.”’” Images do not have 
to be beautiful to be memorable and effective. When organizations are raising 
funds or recruiting volunteers for charitable causes, we often see or hear detailed 
descriptions of needy families, ill children, diseased or starving animals, drought- 
stricken states, hurricane-damaged communities, and war-torn countries. The 
more vivid the images you create—whether positive or negative—the more per- 
suasive you can be. 


Focus on Benefits 


Think about the image of a car you’d like to own. Like any other car, it has four 
wheels, doors, a hood, and bumpers, among other parts. But is that why you want 
to buy this car? Few people buy a car because of its basic features. What, then, 
prompts them to want one car more than another? For one buyer, safety, afford- 
ability, and a minimal need for repairs might matter most. For another, gaining 
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Chapter 18 status among colleagues and friends could be more important than anything else. 


Understanding Having “made it” both socially and professionally, both buyers are now focusing 
Persuasion on the benefits they associate with purchasing a particular car. 
In marketing there are distinctions drawn between features, functions, and 
benefits. Features allow you to perform a function that generates certain benefits. 
When you are marketing an item, “you’re not selling the product; you're selling 
the benefits of the product.”!® Effective persuasive speakers do the same. Audi- 
ences respond positively to presentations when they want the benefits you are 
describing. Skilled persuaders answer their listeners’ most basic question: “What’s 
in it for me?” 









Most of the purchases we make satisfy some need. We buy food for sustenance, 
homes for shelter, jewelry to give pleasure to ourselves or to the one we love, a car 
for transportation (and perhaps also for status), and designer clothing to make an 
impression. Effective persuaders understand that if their proposals satisfy audi- 
ence needs, they are more likely to succeed. Although there may be an infinite 
number of individual needs, we can classify most people’s needs in terms of a few 
major types. 

Psychologist Abraham Maslow has suggested one 
way of thinking about these needs: as a hierarchy (see 
Figure 18.4).!° 

At the lowest, most basic level of Maslow’s Hier- 


Figure 18.4 | Maslow’s Hierarchy of Needs 











Persuasive speakers should appeal to deficiency needs 


when listeners are faced with threats to their physical archy of Needs, people have physiological needs. 
survival, personal safety, and social development. They need food and shelter. Beyond physiological 
When these needs have been met in an audience, needs are safety needs—a desire for protection and se- 
speakers can then appeal to their listeners’ fulfillment curity. At the next level, there are social needs—a de- 


needs— their desires for esteem and self-actualization. sire for affection and acceptance. These three levels are 


often called deficiency needs because if they are not met, 
we have difficulty surviving. 
Status, Prestige, Beyond the three deficiency needs are two fulfill- 
Self-Worth ment needs—esteem needs (self-worth, prestige, status) 
and a need for self-actualization (for becoming self- 
fulfilled). When trying to persuade, you may think 
about these needs and use them as justification for the 
case you are making. For instance, a speaker making a 
presentation about exercise might note the value of 
” exercise for health (physiological need), for the pleas- 
ant company of others (social needs), and for building 
confidence (esteem needs). 

Another psychologist, William Schutz, has offered 
a second theory that focuses on psychological needs.2° 
He proposes three basic needs in his Fundamental 
Interpersonal Relationship Orientation (FIRO) 
Theory. 


Self-Actualization 
Needs 


Self-Fulfillment 






» Need for Inclusion: To some extent, all of us have a need to be included. For in- 
stance, if we feel we’ve been excluded from a meeting, we may interpret any 
statement about the results of that meeting negatively. Effective persuaders 
make audience members feel included. They use plural pronouns such as we, 
our, and us rather than J and my. They ask audience members to share, join, 
and participate. 


» Need for Control: Most of us think of ourselves as independent people. No one 
controls us; if anyone tries, we may rebel. The expression “I’ve gotta be me” is 


really everyone’s theme song. Persuaders know this. If they push too hard, 
they will create resistance in their audiences. In fact, telling an audience that 
you're going to change their minds about something can make them more re- 
sistant to persuasion. You are threatening their sense of control. Using state- 
ments such as “It’s your decision,” “You can make a difference,” and “It’s up 
to you” can speak to listeners’ control needs. 


Need for Openness:2! Most of us want to be liked and appreciated. Usually, 
when someone doesn’t like you, it bothers you. And you’re not likely to listen 
or be persuaded by this person. Effective persuaders try to make sure that au- 
dience members feel well liked and respected. Speakers who communicate 
openly with genuine affection for their audiences are more likely to be suc- 


Concepts to Persuasion 


cessful persuaders. 


Enlist Celebrities 


Celebrity endorsements work in advertising. In one study, ads with testimonials 
from celebrities scored 11 percent higher than the average in terms of whether 
potential buyers noticed the ad and its product.”* On the other hand, testimoni- 
als from noncelebrities actually earned below-average scores in terms of whether 
they were noticed. Thus, Jane and John Doe’s endorsement of milk will not have 
the same impact as the entire cast of “Frasier” posing with milk “mustaches” on 


their upper lips. 

What do such research findings mean for 
you as a speaker? First, they should encourage 
you to use testimony from famous people who, 
at the very least, can attract listener attention. 
As we noted when explaining the Elaboration 
Likelihood Model of Persuasion, endorsements 
by celebrities work best when you’re using the 
peripheral route to persuasion, but the results 
may not be long-lasting. Finding a respected 
celebrity who agrees with your position will en- 
hance your persuasiveness. Thus, when Presi- 
dent Clinton was trying to move the proposal to 
join NAFTA (the North Atlantic Free Trade Al- 
liance) through Congress, he called on every 
living president—both Republicans and Democ- 
rats—to publicly support the proposed trade 
agreement. Bipartisan “endorsements” from 
such esteemed figures left Congress little choice 
but to give in and join the alliance. 

Aristotle’s forms of proof, the Elaboration 
Likelihood Model of Persuasion, Social Judg- 
ment Theory, hierarchical and psychological 
needs theories, and marketing research all try to 
explain why and how persuasion works. Al- 
though such theories and research do not tell 
you what to say in a specific persuasive presen- 
tation, they can help you identify the most ef- 
fective persuasive strategies. In Chapter 19, 
“Developing Persuasive Presentations,” these 
models and theories will serve as the foundation 
for choosing specific strategies and speaking 
techniques that will help you become a more 
effective persuasive speaker. 





Me WHOLE CRAIN 


Muhammad Ali with a display of the special edition 
Muhammad Ali Wheaties box that marks the cereal’s 75th 
anniversary. The slogan “The Breakfast of Champions” and 
celebrity endorsements have sold millions of boxes of cereal 
for General Mills. 





Summary ®> What is persuasion? 


Persuasion attempts to change opinions (what people think) and/or behav- 
ior (what people do) by using effective logical, emotional, personal, and/or 
narrative appeals. 


®> Will all audiences react to persuasive presentations in the same way? 


Audience reactions to persuasive presentations can vary significantly, de- 
pending on the differences and strengths of their attitudes, their abilities and 
willingness to listen critically, their basic and psychological needs, and 
whether their opinions are narrowly focused or open to change. Effective 
persuaders use their understanding of audience attitudes to select the most 
appropriate persuasive strategies. 


@®> What's the best route to persuasion? 


According to the Elaboration Likelihood Model of Persuasion, there are two 
routes to persuasion. For audience members who are able and motivated to 
listen critically, a carefully constructed, logical presentation will produce 
long-lasting results. For audiences unable or unmotivated to listen critically, 
a presentation that relies on speaker credibility and attractiveness, celebrity 
endorsements, and numerous arguments will persuade an audience in the 
short run but may not sustain long-lasting results. 


®> How much persuasion can | achieve in a single presentation? 


According to Social Judgment Theory, listeners’ reactions to persuasive mes- 
sages are reflected in varying degrees of acceptance, rejection, and noncom- 
mitment. A series of persuasive presentations designed to broaden listeners’ 
latitudes of acceptance may be more effective than a single presentation. 


®> How can marketing strategies be used to enhance persuasion? 


Marketing strategies such as creating slogans, presenting positive images, fo- 
cusing on benefits rather than on features, addressing audience needs, and 
enlisting celebrity testimony can enhance persuasion. 
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D eve op in J ®> What constitutes a good persuasive 


6 presentation? 
Pers Uas ive @> What's the best type of evidence to use in a 
persuasive presentation? 


@> What's the best way to organize a persuasive 


Presentations eo 


®> What are the common fallacies of argument? 


Ms we saw in Chapter 18, “Understand- 
LB ing Persuasion,” persuading people to 
ai change their attitudes or behavior is 
among the more complex challenges of 
presentation speaking—and is certainly 
among the most widely studied. Commu- 
nication scholars, psychologists, and mas- 
ter marketers all offer theories and research 
to explain why people react to persuasive 
messages in so many ways. In this chapter, 
we help you put these theories into prac- 
tice in your own persuasive presentations. 
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i | 
Cc Purposeful Persuasion 


In order to prepare and deliver an effective persuasive presentation, you must 
know why you are speaking. Taking three initial steps can help ensure that your 
persuasive presentation achieves a specific purpose. You need to determine what 
you want your audience to believe-after hearing your presentation, why your au- 
dience should believe it, and what evidence supports the belief you’re advocating. 


Matches your purpose to your 
passion 


Clarifies your arguments 


BU ECC em UL a 
ACTEM MCC LHe 









What are you trying to achieve when you make a persuasive presentation? This 
question involves more than asking which attitudes or behaviors you are trying 
to change. It asks why you are trying to change them. 

Are you making a persuasive presentation because you believe the audience 
needs changing or because you have been asked to give a persuasive speech? If 
you believe that people who take a CPR course will be able to save more lives, 
you can justify the time needed to prepare a talk on this topic. If you decide to 
make a presentation on the need for CPR training because you think it will be an 
easy topic to research, your presentation may not be very convincing to your au- 
dience. A health insurance manager told us she speaks two or three times a 
month to a variety of audiences. Here’s how she describes the link between pur- 
pose and passion: “I believe the success of any speaking 
engagement is to love and believe what you are talking 
about. In my case, it’s my company’s Healthy Lifestyles 
Program.” 

Choose a topic you care about. It will be hard to con- 
vince your audience that they should change their opin- 
ions or behavior if you don’t believe in the change 
yourself. Even though there may be plenty of informa- 
tion available on topics such as capital punishment, abor- 
tion, gun control, cigarette smoking, and the need for 
regular exercise, don’t select one of them unless you have 
strong feelings about it and are willing to do a lot of thor- 
ough research. The most effective presentations are often 
the most personal: “Contribute to the local charity that 
helped my family after Hurricane Floyd.” “Stay out of the 
harmful sun so you don’t get melanoma like I did.” “Help 
clean up the neighborhood we all call home.” A passion 
for your topic will give you a real-world reason for ad- _ A student with a megaphone voices her objections to 
dressing an audience. Most audiences can tell if you hon- _ the 1997 visit of China's President Jiang Zemin to Har- 


wee : vard University. Public rallies give protesters a way to 
Se ee oan ec erat ae make their feelings known, though they aren’t the 


convince them. At the same time, Social Judgment Theory best forums for presenting detailed arguments. Given 
cautions that no matter how passionately you feel about a that such protests take a peripheral rather than a cen- 
topic, you may not be able to persuade your audience if tral route to persuasion, with whom are they more 
your purpose lies deep in their latitudes of rejection. likely to be effective? 
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Chapter 19 
Developing Persuasive 
Presentations 


Note how the following student speaker directly addresses the question about 
the purpose of his presentation. 


I am tired of being called a monster and murderer because I’m a deer hunter. 
Most people think I’m out there killing cute little Bambi when, in fact, I’m 
helping to protect the deer herds from disease and starvation. Sure, I enjoy 
hunting, but I do it safely and legally. If people knew more about deer hunt- 
ing, they might not be so critical of it. 


A speaker who cares about a topic will work harder to prepare an effective 
presentation. A speaker with strong feelings about a topic will spend hours prac- 
ticing because the outcome matters to her or him. 


Having decided how to approach the purpose and topic of your persuasive pres- 
entation, you can now develop and clarify your arguments in light of their per- 
suasive potential. Remember that an argument consists of a claim supported by 
evidence and reasons for accepting it (see Chapter 2, “Critical Thinking and Lis- 
tening”). Good arguments explain and justify why audience members should 
change their attitudes or behavior. Good speakers develop and select the argu- 
ments most likely to achieve their purposes. 

As you begin planning a persuasive presentation, list all the possible argu- 
ments you could use—all the reasons why the audience should agree with you. 
The speaker who was planning a presentation on hunting as a means of control- 
ling the growing deer population listed several reasons: 


The enormous deer population 
is starving and dying of disease. 
is eating up crops, gardens, and forest seedlings. 
is carrying deer ticks that cause Lyme disease in people. 
is causing an increase in the number of highway accidents. 


Although there may be several arguments for advocating hunting to reduce 
the deer population, the speaker should use only the arguments that, based on an 
analysis of his audience, would most likely persuade that audience. Whatever ar- 
guments you choose, ask yourself whether they answer questions of fact, value, 
conjecture, or policy. The answers will help you determine how best to make your 
case. 


Do they address questions of fact? 
Do they address questions of value? 


Do they address questions of 
conjecture? 


Do they address questions of policy? 





Questions of Fact. An argument based on a question of fact addresses beliefs 
about whether something is true or false, whether an event did or didn’t happen, 
or whether a circumstance was caused by one thing or another. Even though 


questions of fact are not concerned with whether something is 
good or bad, or likely or unlikely, they are not easy to answer, 
particularly when audience members are neutral or disagree 
with your position. Most friendly audiences will accept what 
you Say as fact. On the other hand, skeptical audience members 
will want you to demonstrate that your facts are accurate and 
true. 

The factual question “How has enrollment changed at your 
college during the past ten years?” can require answers to a se- 
ries of subquestions about the enrollment of women and ethnic 
groups or the status of part-time and full-time students. When 
you are trying to develop an argument that answers questions 
of fact, you must look for the best evidence you can find and 
then closely scrutinize that information. If you are trying to 
persuade an audience that something is true or that evidence 
points to a particular conclusion, be sure that your facts are ac- 
curate, credible, and relevant. Use the tests of evidence that we 
offered in Chapter 7, “Supporting Material.” 


Questions of Value. An argument based on a question of 
value makes judgments about whether something is worth- 
while—is it good or bad; right or wrong; moral or immoral; best, 
average, or worst? It’s hard to address questions of value because 
your success hinges on your ability to modify well-established at- 
titudes and beliefs of audience members. In many cases, the an- 
swer to a question of value may be “It depends.” Is a public col- 
lege a better place to begin higher education than a prestigious 
private university? It depends on a student's financial situation, 
professional goals, academic achievement record, work and fam- 
ily situation, and beliefs about the quality of education offered 
at each type of institution. Convincing an audience of parents 
who hold advanced degrees from Ivy League schools that their 
children would be better off beginning their higher education at 


USE ALl FOUR TYPES 
OF QUESTIONS Basing 


TP 
arguments on all four types of — 
questions within a single presentation can be 
especially effective! For example, whether 
you are supporting or condemning capital 
punishment, you might start with questions 
of fact: How many people are executed in 
the United States each year? What crimes are 
punishable by death? Which state leads the 
nation in executions? Then you could move 
to questions of value: Is it right for a state to 
take the life of a prisoner regardless of how 
serious the crime? Is capital punishment 
cruel? Is “a life for a life” a moral position? 
Questions of conjecture, the third type, re- 
quire predictions about the future: Will the 
number of executions increase in the future? 
Will criminals be deterred from committing 
crimes if all states have mandatory capital 
punishment laws for similar crimes? Finally, 
you could ask a question of policy: Should 
capital punishment be expanded (or cur- 
tailed or abolished)? . 

Most persuasive presentations deal with 
more than one type of question. If you don’t 
adequately address the questions about the 
facts of a situation, the values held by your 
audience, future implications, and possible 
audience reactions to a proposed course of 
action, you may get a disappointing reaction 
to your persuasive presentation. 


the local community college requires more than presenting facts about the quality 
of schooling available at a particular two-year college. It requires changing their at- 
titudes about the value and benefits of attending a less prestigious school. Chang- 
ing listeners’ perceptions about strongly held values requires an understanding of 
and respect for your audience and—depending on the critical thinking ability and 
motivation of your audience—requires either a central or a peripheral route to 
persuasion. 


Questions of Conjecture. An argument based on a question of conjecture 
asks whether something will or will not happen. Unlike a question of fact or value, 
only the future holds the answer to this type of question. Instead of focusing on 
what is, you are asking the audience to consider possibilities: what could be or what 
will be. Will John Doe be the next president? Will the stock market go up? Will our 
hometown get an expansion football team? Even though it’s impossible to know 
what the future will bring, you can address questions of conjecture by basing your 
predictions as much as possible on statistical trends, past history, and expert opin- 
ion.’ Answers to questions of conjecture should also consider the values held by 
audience members. A stockbroker trying to convince an audience to invest in mu- 
tual funds or in a particular company is dealing with facts about the past and pres- 
ent as well as audience hopes and fears about the future. The key to convincing an 
audience about arguments based on questions of conjecture is to discover how to 
use facts and scenarios that touch their interests, needs, and values. 
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Questions of Policy. An argument based on a question of policy asks 
whether or not to take a particular course of action. A persuasive presentation 
that looks at a policy question focuses on the issues that arise when people are 
asked to change how things are or should be done. We often ask ourselves ques- 
tions of policy when trying to make difficult decisions. We weigh the pros and 
cons of choosing a particular college, accepting a new job, or making a major pur- 
chase.” When used for a persuasive presentation, arguments based on policy ques- 
tions ask an audience to do something or to support a course of action. Should 
you vote for Jane Doe? Should you speak out against the college’s proposed 
tuition increase? Should you spend more time with your family and less overtime 
on the job? Should you support more funding for the public library system? 

When asking an audience to take action, try to determine whether your lis- 
teners are able and willing to think critically about your arguments. If they are, 
using a central route to persuasion is more likely to produce long-lasting behav- 
ioral change. For less critical and less motivated audience members, taking a pe- 
ripheral route to persuasion may be the only way to induce even a temporary 
change in their behavior. 





In Chapter 2 we defined evidence as the information, data, or audience beliefs 
used to support and prove the claim of an argument. In Chapter 7 we illustrated 
how to use valid supporting material to help explain and/or advance a central 
idea and main points. When supporting material is used to strengthen the per- 
suasive claim of an argument, it becomes evidence. 

In persuasive speaking, evidence verifies and strengthens the proof you use 
to secure belief in an argument. It is the backup material that justifies why an au- 
dience should accept or reject an idea. If you claim that millions of Americans 
cannot afford health insurance, a statistic from a reputable source can help to jus- 
tify your claim. If you argue that responsible environmentalists support deer 
hunting, you’d better have a reputable quotation or survey to prove your point. 
If you are trying to demonstrate the benefits of early diagnosis of diabetes, you 
may want to tell two contrasting stories—one about a person who was diagnosed 
early and one who wasn’t diagnosed until the disease had ravaged her body. Be 
strategic. Select your evidence according to the type of argument you are trying 
to prove, the attitudes and needs of your audience, and whether you’re seeking a 
central or a peripheral route to persuasion. 


Novel 


TATE ts 
eee 





Novel Evidence. Very often the best persuasive evidence is information that is 
new to your audience. If they have heard a piece of evidence before, they’ve al- 
ready considered its implications when forming an attitude. The best persuaders 
constantly look for new evidence to support their arguments. How many times 
have you seen someone at a swimming pool stand next to a sign that reads, “No 
diving” and then dive right into the pool? Overly familiar evidence just doesn’t 
work that well. By the way, this is one of the reasons why advertisements on tele- 
vision keep changing: Once an ad is familiar, viewers don’t pay as much attention 
to it. 


The theories of persuasion that we discussed in Chapter 18 
reinforce the value of novel evidence. When you're speaking to 
a primarily friendly audience, new evidence can strengthen 
their resolve and provide answers to any questions asked by au- 
dience members who disagree. When audience members are 
uninformed or undecided, new evidence can tip the balance in 
favor of your position. And if you are seeking a central route to 
persuasion, audiences will expect to hear new, well-researched 
evidence to support your arguments. 


Believable Evidence. Even if the evidence is completely accu- 
rate, well understood, and novel, it still will not be persuasive if 
people don’t believe it. If your audience doubts the believability 
of your evidence, take the time to explain why it’s true or pro- 
vide other sources of evidence that support the same conclu- 
sion. If you think the source of your evidence has high credibil- 
ity, you should mention that source before presenting your 
evidence. On the other hand, if you think that naming the 
source will not add to the evidence’s believability, mention it 
after you've presented the evidence. 

As we noted in Chapter 18, if an audience disagrees with 
your position, it is vital that your evidence be fair and re- 


EvVibence Can 
cHance AtTtiTUDeSs 


TIP 
According to Martin Fishbein, an DP, 
expert in how people form attitudes, evi- 
dence can affect attitude change in three 
ways.! First, information can alter the believ- 
ability, or weight, of a particular belief: 
“Given this evidence, | will now believe it or 
reject it more strongly than ever.” Second, 
information can change the direction of a 
belief: “The evidence supports just the oppo- 
site belief. I’ve been wrong about this.” 
Third, information can add new beliefs: “I 
had no idea that was the case! But | believe 
it now.”2 


1. Martin Fishbein, Readings in Attitude Theory and Mea- 
surement (New York: Wiley, 1967). Also see Martin Fish- 
bein and Icek Ajzen, Belief, Attitude, Intention, and Behav- 
ior (Reading, MA: Addison-Wesley, 1975). 

2. Steven W. Littlejohn, Theories of Human Communica- 

tion, 5th ed. (Belmont, CA: Wadsworth, 1996), p. 140. 


spected. Establish the credibility of your evidence in order to strengthen your 
own credibility. If you demonstrate that the sources of your evidence are highly 
respected, you will have found a way to take both the central and the peripheral 


routes to persuasion. 


Dramatic Evidence. When using evidence, especially statistics, for a persuasive 
presentation, find ways to make it memorable. Instead of saying that your pro- 
posal will save the organization $250,000 dollars during the next year, you could 
say that it will save a quarter of a million dollars next year, the equivalent of the 
entire travel budgets of the three largest divisions of the company. 





Senator Tom Harkin of lowa (on 
the left) went ballistic in 1995 
when he learned from the Gov- 
ernment Accounting Office that 
Medicare paid $2.32 for surgical 
gauze that could be bought 
wholesale for 19 cents. To dram- 
atize his criticism of Medicare 
payment practices, the senator 
had an aide dress himself in 
surgical gauze. 
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Statistics are often more dramatic when they are used in attention-getting 
comparisons. For instance, a study by an advocacy group for better road mainte- 
nance reported that motorists spend twice as much to repair cars damaged by 
potholes and pavement cracks as governments spend to fix the same holes and 
cracks. Why not save motorists a lot of money, they proposed, by investing in 
better road repair?? Or consider this comparison made by Robert Reich, former 
secretary of labor in the Clinton administration. Writing about the increasing in- 
come disparity between the rich and the poor in the United States, Reich noted 
that Bill Gates’s net worth roughly equaled the combined net worth of the least 
wealthy 40 percent of American households.* That comparison brings home the 
point far better than relying solely on statistical evidence would. Presenting such 
statistical comparisons visually can heighten their impact. Imagine the chart or 
graph Reich could have used to dramatize his evidence! 





_ Organizing Your Persuasive Presentation 


You have a topic you care about; a list of potential arguments; an understanding 
of how your arguments answer questions of fact, value, conjecture, and policy; 
and evidence to support your arguments. You’ve reached a key decision-making 
point. It’s time to put these elements together to form an effective persuasive 
message. 

In addition to the organizational patterns discussed in Chapter 8, “Organ- 
ization,” there are some additional formats particularly suited to persuasive 
presentations. 


| 
WF 


Problem/Cause/Solution } 
Better Plan 


Overcoming Objections 
Monroe’s Motivated Sequence 
Persuasive Stories 








A Problem/Cause/Solution organizational pattern is exactly what its 
name implies. First, you describe a serious problem, explain why the problem 
continues (the cause), and offer a solution. The basic outline for a Prob- 
lem/Cause/Solution presentation looks like this: 
I. There is a problem. 
A. The problem is serious and/or 
B. The problem is widespread. 


Il. The problem is caused by... 


III. There is a solution to the problem. 
A. This solution can and will work. 
B. This solution will not create new problems. 


In the following outline, the speaker uses a Problem/Cause/Solution organi- 
zational pattern to propose a national health care system for all U.S. citizens. 


I. Americans are not getting needed medical care. 


A. Serious diseases (cancer, heart disease, diabetes, sexually transmitted dis- 
eases) are going undetected and untreated. 


B. Millions of Americans do not see a doctor for regular checkups. 
II. The high costs of health care and health insurance prevent a solution. 


III. A national health care system can guarantee medical care for all citizens by 
providing free health care for those in need without eliminating private 
care for those who can and want to pay extra. 


A. This plan works well in other modern countries. 


B. This plan will not cause problems such as low-quality care or long wait- 
ing lines. 


The Problem/Cause/Solution pattern of organization works best when you 
are proposing a specific course of action to solve a serious problem. The previous 
outline’s primary arguments addressed a question of policy: What should be done 
to guarantee medical care for all citizens? Depending on the results of audience 
analysis, the speaker would use logical arguments and substantive evidence if the 
audience was able and motivated to think and to listen critically. However, with 
an unmotivated audience that would be unwilling to listen, personal stories and 
the opinions of well-known, respected experts would be more likely to persuade. 
Regardless of the type of evidence, however, the basic outline for the 
Problem/Cause/Solution pattern works well for many kinds of audiences. 






If a problem is complex and difficult to solve, a Better Plan organizational 
pattern may be a better way to structure your persuasive presentation. In this 
pattern, you present a plan that will improve a situation or help to solve a prob- 
lem while acknowledging that a total solution may not be possible. The basic out- 
line for a Better Plan follows. 


I. There is a plan. 
A. What is it? 
B. How will it work? 


Il. This plan will be better than current plans. 
A. It will be better because... 
B. It will be better because... 
C. It will be better because... 


In the following outline, the speaker contends that more hunting is a Better 
Plan for alleviating the serious problems caused by the growing deer population. 
The speaker is arguing that hunting is a better way to control deer populations 
than letting them die of starvation and disease. Although animal rights and anti- 
hunting advocates may disagree, the speaker is trying to show that increasing 
deer hunting is a better plan than doing nothing. 
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Chapter 19 I. There is a plan that will help to reduce the deer population. 


Developing Persuasive A. The deer hunting season should be extended. 
Presentations ; 
B. States should allow hunters to kill more female than male deer. 





II. This plan will reduce the problems associated with a large deer population. 
A. It will reduce the number of deer deaths from starvation and disease. 


B. It will save millions of dollars now being spent to repair crop, garden, 
and forest seedling damage. 


C. It will reduce the number of deer ticks carrying Lyme disease, which en- 
dangers humans. 


The strategic advantage of using a Better Plan organizational pattern is that it 
can anticipate audience resistance and inoculate them against counterarguments. 
Unlike the Problem/Cause/Solution pattern—which says, “Here’s the solution to 
the problem”—the Better Plan pattern offers a course of action acknowledging 
that it may be difficult, if not impossible, to “solve” the problem. Audience mem- 
bers who engage in critical thinking may respond positively to a speaker who ad- 
mits that he or she doesn’t have all of the answers. Audience members who are 
neutral or who disagree may find the Better Plan easier to accept as an option and 
easier to adopt as a reasonable solution. 






Sometimes an audience agrees that there is a problem and even knows what 
should be done to solve it. Yet they do not act because the solution is frightening, 
expensive, or difficult to implement. At other times, an audience disagrees with a 
speaker and comes prepared to reject the message before hearing it. With both 
types of audiences, you must deal with and try to overcome their objections. The 
basic outline for an Overcoming Objections organizational pattern has 
three sections. 


I. People should do X. 
A. Most people know that doing X is a good idea. 
B. Many people don’t do X. 


Il. There are several reasons why people don’t do X. 
A. Reason #1 
B. Reason #2 
C. Reason #3 


III. These reasons can and should be overcome. 
A. Overcoming Reason #1 
B. Overcoming Reason #2 
C. Overcoming Reason #3 


In the following example, the speaker uses the Overcoming Objections orga- 
nizational pattern to encourage listeners to donate blood. The audience already 
knows about the need for well-stocked blood supplies. They also know that peo- 
ple’s donating more blood is the best way to solve the blood shortage problem. 
However, the speaker needs to overcome the audience’s barriers to giving blood, 
deal with their counterarguments, and persuade them to act. 


331 





I. People should give blood but often don’t. ivi 
‘ ie Organizing Your 
A. Most people think that giving blood is a good idea, but... Persuasive Presentation 
B. Most people don’t give blood. 


II. There are several reasons why people don’t give blood. 
A. They’re afraid of pain and-needles. 
B. They’re afraid that they could get a disease from giving blood. 


C. They claim that they don’t have time or know where to go to give 
blood. 


III. These reasons can and should be overcome. 
A. There is little or no pain involved in giving blood. 


B. You can’t get a blood disease by giving blood. You can get one only by 
receiving blood carrying a disease. 


C. The Red Cross makes it easy and convenient to give the gift of life. 


Remember the Elaboration Likelihood Model of Persuasion from Chapter 18? 
Logical proof backed by strong evidence is effective when well-informed audience 
members are likely to do a lot of counterarguing. If you ignore their objections 
and concerns, you are not likely to persuade them. Take the central route to per- 
suasion by addressing their reservations head-on and inoculating them against 
counterpersuasion. Overcoming Objections is also a useful pattern for strength- 
ening the resolve of audience members who agree but still need motivation be- 
fore they will take action. 





In 1935, a communication scholar and teacher named Alan Monroe took the 
basic functions of a sales presentation (attention, interest, desire, and action) 
and transformed them into a step-by-step method of organization that could be 
used for all kinds of speeches.’ The five basic steps in Monroe’s Motivated Se- 
quence have been used quite successfully by many persuasive speakers. 


I. The Attention Step: Get the audience’s attention. 
II. The Need Step: Show the audience that there is a problem related to their 
individual interests and needs that should be solved. 
Ill. The Satisfaction Step: Propose a plan of action that will solve the problem 
and satisfy audience needs. 
IV. The Visualization Step: Describe what the audience’s life and/or the lives of 
others will be like once the plan of action is implemented. 


V. The Action Step: Ask the audience to act in a way that demonstrates their 
personal commitment to the solution. 


In the following example, a student used Monroe’s Motivated Sequence to fo- 
cus on the problem of geographic illiteracy and to urge listeners to support the 
teaching of geography in public schools. 


I. The Attention Step: Half of all Americans don’t know where Columbus 
landed. 
II. The Need Step 


A. Americans need to know more about geography for environmental, 
economic, and political reasons. 
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ffective persuaders select their words very carefully 
because they understand the impact language can 
have on an audience. A poorly chosen word or an in- 
accurate description can have dire results. In Chapter 
12, we discussed the ways in which carefully selected 
words can make your presentation more interesting. 
Here we focus on other ways in which words can 
make your presentation more persuasive. 


DB Use simple and direct words. Don’t let long, fancy 
words get in the way of your persuasive message. 
Be straight with your audience. Marketing expert 
Jerry Della Femina, chairman of the board of Della 
Femina, Travisano & Partners, wrote: “Nobody has 
the time to try and figure out what you're trying to 
say, sO you need to be direct. Most great adver- 
tising is direct. That’s how people talk. That's 
the style they read. That’s what sells products or 
services or ideas.”' Direct language persuades 
audiences. 


D Include descriptive details. Don’t load your presen- 
tation with adjectives and adverbs just to provide 
more detail. Instead, be specific and use language 
to create accurate and interesting images. Unless 
you use a presentation aid, language is the only 
means you have for providing details. Choose your 
words carefully and try to make them work for you 
to create images and emotional reactions. Several 
years ago, one of our students began an award- 
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winning persuasive speech with a story. Her clear 
and specific language created a powerful and un- 
forgettable image. Try reading the following intro- 
duction out loud. You don’t have to be dramatic— 
just let the words do it for you. 


Picture two-year-old Joey. A hole in his throat so 
he can breathe. A tube jutting out of his stom- 
ach so he can be fed. Angry red scar marks 
where a surgeon implanted a new esophagus. It 
all began when Joey found an open can of drain 
cleaner and swallowed some of its contents. 
However, this is not going to be a speech about 
poisoning and how to prevent it, because Joey’s 
tragedy was not caused by the drain cleaner. It 
occurred because Joey’s mother followed an old 
set of first aid instructions. She gave him vine- 
gar. But instead of neutralizing the poison, the 
vinegar set off a chemical reaction that gener- 
ated heat and turned Joey’s tiny digestive tract 
into an inferno of excruciating pain. 


The student graduated many years ago, yet faculty 
members still refer to the “poor Joey” introduction 
as a model of effective language use. 


D Vary language intensity. Language intensity re- 


fers to the degree to which your language deviates 
from bland, neutral terms.2 You might say that 
your vacation was “okay,” or that it was “good,” or 





B. Citizens of other countries are much more literate about geography 
than Americans are. 


III. The Satisfaction Step 


A. Integrate geography into the curriculum. 
B. Offer geography workshops for teachers. 
C. Reinstate geography as a separate subject. 


IV. The Visualization Step 
A. Heather Hill Elementary School's successful geography classes. 
B. U.S. students would know as much about geography as foreign students 
now do. 
V. The Action Step 
A. Increase parent-student involvement. 
B. Put pressure on local and national education agencies. 


The unique visualization step in Monroe’s Motivated Sequence makes this or- 
ganizational pattern particularly suitable for neutral audience members who are 
uninformed, unconcerned, and unmotivated to listen or for listeners who are 
skeptical of or opposed to the proposed course of action. By encouraging listeners 


that it was “great!” Good persuaders use intense 
language to get attention and signal their commit- 
ment. Instead of using a word like nice, try capti- 
vating. Disaster is a much more ‘powerful word 
than mistake. A vile meal sounds much worse than 
a bad one. But don’t go overboard—being too in- 
tense can boomerang. Listeners may feel that 
you've lost control. Effective persuaders vary lan- 
guage intensity to get attention. On an important 
issue, they’re more intense. Then they take a 
breather by using more neutral language so that 
the audience will be ready for the next important 
idea. ; 


B Mean it! Have you ever heard a person say some- 
thing like “I guess we should probably adopt the 
proposal” or “It’s a good idea, | think. Don’t you 
agree?” or “Um... 1 don’t mean to be negative, 
but | wonder if, possibly, we might be making the 
wrong move here”? What's your reaction to these 
kinds of statements? Are they persuasive? Why 
not? Because making such cautious, qualified 
statements undercuts their meaning. Consider 
these alternative statements: “We should adopt the 
proposal.” “It’s a good idea!” “We’re making the 
wrong move.” These statements sound confident. 
You'll be a better persuader if you put aside quali- 


D Avoid filler phrases. Try to avoid using using filler 
words or sounds such as um, uh, and you know. Al- 
though they're short, they are not persuasive be- 
cause they create the perception of powerlessness. 
How? Sounds such as um and uh are hesitations 
and can signal uncertainty or anxiety. As we noted 
in Chapter 14, “Vocal Delivery,” even though it can 
be very hard to break an um or you know habit, 
there is a major benefit to doing so: Audience 
members will see you and your message as more 
powerful and credible. 


» “Punch” important words. Your words can sound as 
if you really mean them if you vocally emphasize or 
“punch” the important words and phrases. Profes- 
sional speechwriters often underline in speech 
manuscripts the words and phrases that the 
speaker should punch. You can do the same. In 
fact, one of the reasons why we recommend prac- 
ticing your presentation out loud (see Chapter 13, 
“Performance and Practice”) is that it gives you a 
chance to identify which words to emphasize. 


1. A. Jerome Jewler, Creative Strategy in Advertising, 2nd ed. (Belmont, 


CA: Wadsworth, 1985), p. 41. 


fying words and phrases (maybe, sort of, possible) 2. john W. Bowers, “Some Correlates of Language Intensity,” Quar- 


and say what you mean. terly Journal of Speech 50 (1964): 415-420. 


to project themselves into the future to “see” the results of taking or failing to 
take a particular course of action, you can strengthen the impact of your message. 
The more you involve your listeners’ senses in the visualization and the more re- 
alistic you make that future scenario, the more likely you will be able to persuade 
them.° The visualization step intensifies the audience’s willingness and motiva- 
tion to believe, feel, or act in a certain way. 

An added advantage of Monroe’s Motivated Sequence is its focus on audience 
needs. We noted in Chapter 18’s discussion of Maslow’s Hierarchy of Needs and 
Schutz’s FIRO Theory that appealing to the deficiency, fulfillment, or psychologi- 
cal needs of audience members can enhance the persuasiveness of a message. 
Monroe's organizational pattern is perfectly suited to that purpose. 





0 ey 

Stories are a powerful type of supporting material (see Chapter 7) that can cap- 
ture and hold audience interest (see Chapter 12, “Generating Interest”) and serve 
as a persuasive form of proof (see Chapter 18). So why not use stories that repre- 
sent the central idea of your persuasive presentation as an organizational format? 
When using a Persuasive Stories organizational pattern, you rely on nar- 
trative proof (mythos) to organize your presentation along with emotional proof 
(pathos) to show how people, events, and objects are or can be affected by the 
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change you are seeking. The Persuasive Stories outline is fairly simple: 


I. The following stories show why people should change their opinions 
and/or behavior about X. 


A. Story A 
B. Story B 
C. Story C 


II. Unless people change their opinions and/or behavior about X, there will be 
more (or fewer) stories like A, B, and C. 


Note how the following speaker uses a series of persuasive stories to convince 
an audience to support programs designed to help political refugees. By telling 
real stories about refugee families, the speaker relies on emotional proof, going 
beyond logical appeals based on newspaper summaries and government statistics 
about the refugee problem. 


I. The stories of three refugee families demonstrate the need for and the value 
of migration ministries. 


A. Story of Letai Teku and her family (Cambodia) 
B. Story of Peter Musooli and his family (Ethiopia) 
C. Story of Nasir Rugova and his family (Kosovo) 


Il. More support for migration ministries can save even more families who are 
fleeing foreign tyranny and persecution. 


The Persuasive Stories organizational pattern may not be very effective for 
convincing those audience members who are well informed about this topic, op- 
posed to extending more aid to refugees, or critical thinkers. Their counterargu- 
ments may range from “The speaker has used only three examples—maybe it’s 
not such a big problem” to “The speaker is trying to manipulate me by using 
emotional appeals.” 

The Persuasive Stories organizational pattern, however, can be a very effective 
way of delivering a persuasive message to neutral audience members who are un- 
informed or are unable or unwilling to listen critically. By adding your personal 
reactions to and involvement in these stories, you can use the Persuasive Stories 
organizational pattern as an effective peripheral route to persuasion. 


é Fallacies of Argument 


Critical thinking is essential for both persuasive speakers and effective listeners. If 
you are preparing a presentation, you must understand and be on guard against 
obstacles to clear thinking and purposeful persuasion. If you are listening to a 
presentation, you must be alert for unsound or unfair arguments. Although poor 
organization, uninspired language, and weak delivery can reduce the power of a 
persuasive presentation, the fallacies of argument can totally derail a speaker 
from achieving his or her purpose. 

According to the American Heritage Dictionary of the English Language, a fallacy 
is “a statement or an argument based on a false or an invalid inference.” It also is 
“incorrectness of reasoning or belief” and “the quality of being deceptive.”” The 
word fallacy comes from the Latin verb fallere, which means “to deceive.” Falla- 
cies, then, are invalid arguments or misleading statements that can deceive an 
audience. Fallacies can be intentional or unintentional. However, whether an un- 
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ethical speaker misuses evidence or reasoning for the purpose of deceiving an 
audience or whether a well-meaning speaker misinterprets evidence or draws er- 
roneous conclusions, the result is still the same: A deceived audience is led to be- 
lieve something that is not true or justified. 

One way to keep fallacies from creeping into your presentations (with or 
without your knowledge) is to become familiar with them. Once you are, you'll 
start noticing fallacies everywhere—in product advertisements, in political cam- 
paign commercials, and in everyday conversations! 


aia mr Lt 


Attacking the person 
Hasty generalization 


SY CAC ee Chile ry 

Bandwagon 

Begging the question 
Victory by definition 








The faulty cause fallacy has a Latin name: Adbusters 
Post hoc, ergo propter hoc or, in shortened form, YOU'RE RUNNING ‘- 
the post hoc fallacy. It means “After this; there- erence oped lena ay «4 


fore, because of this.” Think of it as the super- 
stition fallacy. If you walk under a ladder, you 
will have bad luck. In politics, the post hoc fal- | SIXTY HOURS A WEEK 
lacy is often used to blame elected officials for ae 
problems that they didn’t cause: When Juan 

Diaz became our mayor (after this), juvenile See a atias 
delinquency increased (because of this). Col- . 
lege students are not immune to this fallacy: 
Just because you spent four hours in the library 
(after this) does not mean that you are ready 
for the test (because of this). 

Unfortunately, the post hoc fallacy is often 
difficult to detect, in part because it is so com- 
mon. When you are constructing an argument 
for your presentation or listening to a speaker 
making claims about causality, make sure that 
the post hoc fallacy isn’t clouding the issue. 
Here are some questions to ask about faulty 
causality: 


WHEN YOU 





By spoofing well-known advertisements, Adbusters, www. 


B Have you or the speaker identified the real adbusters.org/spoofads, tries to highlight the persuasive tech- 
cause? niques used by marketers as well as the controversies surround- 
, 4 ing certain corporate practices. What first appears to be a reg- 
PB What else could explain why this has hap- ular Nike ad is an Adbuster spoof focused on Nike’s use of 
pened? low-paid workers in Indonesia. What fallacies of argument can 


you find in this Adbuster spoof or in the real Nike ad it at- 


» Are there multiple causes instead of just tempts to make fun of? 


one? 
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means “against the man.” Thus, the ad hominem fallacy involves attacking a per- 
son rather than the substance of that person’s argument. Attacking a person di- 
verts audience attention from the person’s argument and damages the person’s 
credibility. Calling someone a cheat or a racist doesn’t make the charge true, but 
it does plant seeds of doubt. Negative campaign ads take advantage of this phe- 
nomenon. Making ad hominem attacks on a rival candidate rather than address- 
ing the issues has helped many politicians get elected. Name calling, labeling, 
and attacking a person rather than the substance of his or her argument are un- 
ethical practices as well as fallacies of argument. Here are some questions to ask 
about the ad hominem fallacy: 


D Does the person deserve this negative criticism? 
D Is the person’s character linked in any way to the substance of the issue? 


D Is the argument valid and justified regardless of who supports it? 





All of us occasionally make hasty generalizations. We go to a restaurant with a 
friend and have a good meal, so we recommend the restaurant to a colleague. A few 
days later she comes to work with a tale of terrible service and tasteless food. It’s 
possible we might have made a hasty generalization. Because we had liked the 
dishes we ate at our first and only meal at the restaurant, we assumed that all of the 
dishes were excellent. All it takes to commit a hasty generalization fallacy is to 
jump to a conclusion based on too little evidence. For example, you could be mak- 
ing a mistake if you avoid taking a class from a certain professor just because you’ve 
heard a disgruntled student complain about that professor. When developing a per- 
suasive presentation, make sure that you have surveyed the research and opinions 
on your topic. If the first study or opinion you find supports your position, do 
more research to make sure that other studies and experts also agree. Here are some 
questions to ask, to ensure against making hasty generalizations: 


D Is the conclusion based on enough or typical examples? 


D Are there more comprehensive studies or surveys that arrive at the same 
conclusion? 


D Are there a significant number of exceptions to this conclusion? 





The fallacy of selected instances is the opposite of a hasty generalization and 
more sinister because the speaker usually knows exactly what she or he is doing. 
This fallacy occurs when a speaker purposely picks atypical examples to prove an 
argument. Let’s say that you are trying to convince a pro-environmental group 
that they should help elect a candidate to Congress. You know that the candidate 
whom you support has had an anti-environmental voting record in the state leg- 
islature, yet you choose to tell the audience only about the one time he voted yes 
on a pro-environmental bill. You are using the fallacy of selected instances. 
When issues are highly controversial, some speakers will go out of their way 
to prove a point by using only selected instances. A speaker who’s against gun 
control may tell carefully selected stories about gun owners who thwarted robbers 
rather than sharing the many more documented stories about accidental shoot- 


ings and crimes of passion committed with guns in the home. 
Here are some questions to ask about the use of selected in- 
stances: 


D Are these rare or infrequent examples? 


>» How many times has the opposite occurred? 


» Why did the speaker choose these particular stories or 
examples? 






The bandwagon fallacy is an appeal to popularity. Its Latin 
term is the ad populum fallacy, which claims that something is 
good, right, or desirable because it is popular. “Join the smart 
crowd” and “Everyone’s doing it” are typical bandwagon ap- 
peals. Whether you were buying the latest fashion or wishing 
for the newest hot car, at some point you probably have suc- 
cumbed to the bandwagon fallacy. In a persuasive presenta- 
tion, a speaker may state or imply that audience members are 
“out of it,” “behind the times,” or “not in step” if they fail to 
join the majority and support a particular issue. Sadly, the 
bandwagon appeal has been used to justify and recruit people 
for hate groups, unscrupulous financial schemes, and illegal 
“thrills.” Here are some questions to ask about a bandwagon 
appeal: 


D Is this proposal right or best just because it’s popular? 


P Is popularity a relevant criterion for making a decision? 


» What are the disadvantages of following the crowd in 
this case? 






The begging the question fallacy assumes that an unproven 
fact in an argument is true. Here are some examples: Have you 
stopped cheating on your spouse? When did you first smoke 
marijuana? How did you manage to deceive the IRS? These 
questions assume you did cheat on your spouse, smoke mari- 
juana, and deceive the IRS. In Begging the Question, Douglas Wal- 
ton writes that this fallacy uses “deceptive tactics to try to get a 
respondent to accept something as a legitimate premise that is 
really not, and to slur over the omission, to disguise the failure 
of any genuine proof.”® Here are some questions to ask about 
begging the question: 





BP Does the question assume that something unproven is 
true? 


P Does any direct answer to the question get the subject into trouble? 


D Does the speaker presume to know what you think or what 
you have done? 
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Victory by definition is a fallacy that makes the definition of a word self- 
serving. For instance, during the 1998 impeachment proceedings against him, 
President Clinton’s definition of the term sexual relations provided him with a 
way of “telling the truth” about his inappropriate encounters with Monica 
Lewinsky. The more abstract or emotional a term, the easier it is to make its defi- 
nition suit a persuasive purpose. For example, when asked whether a marketing 
campaign had been successful, a manager reported that the competition had seen 
only a 2 percent rise in sales compared with his company’s 4 percent. Therefore, 
the campaign worked. Unfortunately, though, the marketing department had 
predicted an 8 percent increase! By defining success as an increase “twice as high 
as that of any competitor,” the manager was able to avoid mentioning that the 
marketing department had missed its projected mark by half. Here are some ques- 
tions about victory by definition: 


B Is this the accepted definition of the word? 
D Is this the definition that the speaker used at other points in this argument? 
» Would using other definitions change the speaker’s conclusion? 


Knowing that so many fallacies exist should forewarn you that speakers with 
the best of intentions can still fall prey to a lurking fallacy. Whether you’re a 
speaker or an audience member, do your best to test what you say or hear before 
delivering or believing a message. The tests of evidence that we discussed in 
Chapter 7, “Supporting Material,” can be applied to arguments, too. Use the 
checklist in Figure 19.1 to test an argument’s overall validity. 

When a fallacy unintentionally enters a persuasive presentation, we can usu- 
ally forgive the speaker and hope that she or he will recognize the error and avoid 
making it in the future. What we should not forgive is the intentional use of fal- 
lacies. Being able to identify the fallacies of arguments is the first step in making 
sure that we avoid using them and condemn them when we hear them being 
used. 


Figure 19.1 Testing Arguments 





——— Am | feeling manipulated or confused by the speaker? If | am, why? 


Does this statement make sense? Is it reasonable? 








Is this statement consistent with what | already know and believe? If it’s not, how 
credible are the speaker's sources? 


—__— Will the speaker directly benefit if | am persuaded? 


Does the speaker appeal to emotions (pity, amusement, disgust) that have little 
to do with the substance of the argument? 





Is the speaker telling only one side of the story? 










see 
Summary ®> What constitutes a good persuasive presentation? 


Begin with a topic and purpose that are important to both you and your au- 
dience. Then develop your arguments while considering whether they are 
asking the audience to believe questions of fact, value, conjecture, and/or 
policy., 





®> What's the best type of evidence to use in a persuasive presentation? 


Assuming that you have already collected valid supporting material for your 
presentation, select evidence that is novel, believable, and dramatic. 





@> What's the best way to organize a persuasive presentation? 


Adapt your persuasive organizational pattern to the beliefs and needs of your 
audience. In addition to standard formats, consider the following organiza- 
tional patterns: Problem/Cause/Solution, Better Plan, Overcoming Objec- 
tions, Monroe’s Motivated Sequence, and Persuasive Stories. 


@> What are the common fallacies of argument? 


Some of the most common fallacies of argumens include faulty cause, attack- 
ing the person, hasty generalization, selected instances, bandwagon, begging 
the question, and victory by definition. Regardless of their names, fallacies 
are invalid arguments or misleading statements, made during a persuasive 
presentation, that intentionally or unintentionally deceive an audience. 
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What kinds of special presentations should | 
know how to make? 


How do | introduce a presenter? 


How should I welcome an audience or a group 
of guests? 


What's the best way to make a toast? 


What should | do if I’m asked to make a 
humorous presentation? 


How do | handle question-and-answer sessions? 
Can | prepare for impromptu presentations? 


i though most presentations inform, 
persuade, and/or entertain, a special 
group of presentations resists such 






strict classification. Sometimes called spe- 


cial occasion speeches or ceremonial speak- 
ing because of the unique occasions that 
prompt their use, special presentations 
have specific names that tell you a great 
deal about their unique purpose, audience, 
setting, and preparation requirements. For 
example, a toast celebrates someone at 
a special event, humorous comments can 
lighten the atmosphere at a retirement din- 
ner, and welcoming remarks at a ribbon 
cutting ceremony can kick off the dedica- 
tion of a building or monument. This chap- 
ter focuses on how to prepare and deliver 
several kinds of special presentations that 
you are likely to encounter as a speaker and 
listener. 
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Special Presentations 


The purpose of most special presentations is to bring people together, to cre- 
ate social unity, to build goodwill, to answer questions, or to celebrate.! There are 
many types of special presentations. 


Welcomes Nominations 
Acceptance speeches’ Toasts 


Award presentations Dedications 

aU Celt tees Commencement addresses 
After-dinner speeches Question-and-answer sessions 
ue he clr es ement roasts 





At this point you may be wondering why the chapters on informative and 
persuasive speaking won’t provide you with enough strategies to master these 
forms of presentation speaking. Actually, they will—if you are a quick-thinking, 
highly adaptable speaker who has tremendous confidence. If you’re at a wedding 
or a retirement dinner, and someone asks you to offer a toast, you will have to 
think quickly and adapt your toast to what you know about the bride and groom 
or about the retiree. It also helps to have a great deal of confidence if you’re con- 
fronted with such a speaking opportunity. Most guests can’t pull a toast out of 
their hats with ease. 

Special presentations often come with their own sets of rules—rules that a 
speaker is expected to follow. If you’re asked to make a toast, nominate a candi- 
date, or present an award, many of your decisions will have already been made 
for you. If you’re presenting an award, for example, you can’t choose the person 
or organization that will receive the award—that will already have been done. 
The audience and the place where you will be speaking will also have been prede- 
termined. And you will have a very specific purpose that will require specific 
types of preparation and planning. Generally, you will be expected to praise the 
award recipient, cite reasons why the recipient deserves the award, and deliver 
your presentation in a positive, uplifting style. 

Most of you will never nominate a presidential candidate at a national con- 
vention (see Al Gore’s nomination speech in Appendix A), but you might nomi- 
nate a classmate or coworker for an office in your student government or a 
professional association. Most of you will never have to dedicate a public memo- 
rial or building, but you may be asked to say a few words at the opening of a new 
branch office. We don’t have enough space in this text to give you specific advice 
for every type of special presentation. However, if you apply the basic principles 
of presentation speaking, you can adapt to any type of situation, no matter how 
monumental or modest the occasion may be. 


$ Introducing a Presenter 


When you’re invited to introduce a presenter, you are being asked to make 
brief remarks about the speaker and the presentation in order to motivate the au- 
dience to listen. You are the warm-up act for the speaker who follows you. Intro- 
ducing a speaker, a very common type of special presentation, is, unfortunately, 


O” before a large audience of students, | 
introduced the president of a college at 
which | was working on a one-year faculty con- 
tract. | used words such as extraordinary, the 


best, beyond compare, and brilliant to describe 
my new boss. When he stood up to speak, he 


sonnel records to see if | had applied for a pro- 
motion. The audience burst out laughing. | had 
clearly gone overboard with the praise. Fortu- 
nately, the president used my comments to be- 
gin with a friendly joke in order to come across 
as a real person rather than as the superman | 


had described. 


threw me a friendly glance and then told the 
audience that he would have to check the per- 
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often dismissed as an easy chore by those who do it. After all, it’s the presentation 
that’s given after the introduction that everyone has come to hear. Instead of 
thinking about introducing a speaker as a necessary but unimportant trifle, you 
should look upon your comments as a golden opportunity to prepare an audience 
for the main event and as a way of enhancing your own credibility. 

When you introduce a presenter, your purpose is to make listeners want to 
hear the person being introduced. You can share information that makes listeners 
interested in and curious about the person or give details that can create admira- 
tion and respect for him or her. Your introductory comments will also set the 
stage for the upcoming presentation. Remember the goals of a presentation’s in- 
troduction from Chapter 10, “Introductions and Conclusions”? They can be ex- 
actly the same for introducing a presenter except that you are achieving these 
goals for someone else rather than for yourself. Introducing a presenter can 
(1) gain audience attention and interest, (2) enhance the presenter’s credibility, 
(3) introduce the presenter’s purpose or topic area, and (4) set the appropriate 
mood for the upcoming presentation. 

The introduction of a presenter should “warm up” an audience and make the 
speaker seem interesting and human. Sometimes, however, an introducer can go 
overboard and heap so much praise on a speaker that he or she would have a lot 
of trouble living up to the introduction. (See Real World, Real Speakers above.) 

Creating effective remarks to introduce a presenter takes preparation. Lets 
consider some of the basic decisions you'll need to make and a few guidelines spe- 
cific to this type of special presentation. 


Basic Decisions About Introducing a Presenter 


Although on the one hand, you can view an introduction of a presenter as a pres- 
entation’s introduction, on the other hand, it helps to consider it as a complete 
mini-presentation. You can apply the seven basic principles of presentation 
speaking to your introductory comments, making a few adjustments for this type 
of special presentation. 


Your purpose is quite clear-cut: to introduce a particular pre- 
senter to a specific audience. In addition, ask yourself, “How 
can I make the listeners respect and want to hear the person 
being introduced?” 


Purpose: 
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Audience: As with any other presentation, you'll need to research the char- 


acteristics and needs of your audience. In particular, ask yourself, 
“What do the listeners already know or need to know about the 
presenter?” 


Logistics: A presentation that calls for a formal introduction by someone 


else—you!—will already have had many of its logistic decisions 
made. It’s up to you to find out what they are. Ask yourself, 
“How formal is the occasion, and how formal should the intro- 
duction be?” 


Content: The content of your introduction needs to include details about 


the person you’re introducing. Ask yourself, “What background 
information do I need to have about the presenter (accomplish- 
ments, experiences, education, titles, personal information, and 
so on)?” 


Organization: Even though the introduction of a presenter should be brief, it 


needs to be well organized instead of being a random collection 
of unrelated comments. Ask yourself, “How can I review, re- 
group, reduce, and refine the key points I want to make in a 
well-organized introduction?” 


Credibility: | Because your introduction should focus the audience’s attention 


on the presenter, not on you, your comments should likewise 
bolster the presenter’s credibility—although one of the best ways 
to do this is to transfer some of your own credibility to the 
speaker. Ask yourself, “What can I say that will impress the audi- 
ence about the presenter’s competence and character?” 


Performance: Once you have prepared your introduction, you’ll need to decide 
what’s the best way to deliver it. Ask yourself, “What form of 
delivery—other than impromptu—is best for this occasion and 
presenter?” Then, practice! At this point, one of your most criti- 
cal questions will be “Can I pronounce the presenter’s name cor- 
rectly and easily?” 





Your answers to the previous questions will help you introduce a presenter. We 
also offer the following guidelines, developed over years of hearing wonderful 
and not-so-wonderful introductions. 


i 


An introduction should be carefully prepared; don’t try to make one 
impromptu. 


. An introduction should appear to be spontaneous and natural. If you’re us- 


ing a manuscript, practice your delivery in order to maximize eye contact 
instead of reading it word for word. 


. When making an introduction, look at the audience. Don’t talk to the per- 


son being introduced. 


. The introduction should be short. You aren’t the main attraction; the 


speaker is. In most cases a one- or two-minute introduction will be enough. 
If the audience knows the presenter very well, it can be even shorter. 


S. Don’t speak at length on the presenter’s subject; that’s the speaker’s job. 


. Play a supportive role. Don’t steal the show or embarrass the presenter with 


extravagant compliments. 


7. Avoid using clichés such as “Tonight’s speaker needs no 
introduction” or “So without further ado... .” 


8. Make sure that your introduction is appropriate for the 
presenter. If the speaker is not your close friend, don’t de- 
scribe him or her as one. 


9. At the end of your introduction, begin applauding until 
the presenter reaches the lectern or podium. Then, when 
the speaker begins the presentation, listen closely. You 
might have to respond to a thank-you for a great 
introduction! 


10. Ask the presenter what she or he wants you to say. Doing 
this can save you a lot of preparation time and can answer 
most of your questions. 


mntrerview THE 
presenter 


le 

Because in- 2 
key to making a good introduction, it’s bet- 
ter to collect too much information about 
the person whom you will be introducing 
rather than not enough. Often the best 
source of this information will be the 
speaker, and the best way to get that infor- 
mation is to conduct an interview (see the 
mini-module in Chapter 7, “Supporting Ma- 
terial”). You can ask the presenter one or 
more of the following questions:' 


cluding good information is the 


¢ What do you hope to accomplish with 
your presentation? 


e How did you become interested in your 


topic? 


(€ Welcoming an Audience ¢ What are the two or three most impor- 


Welcoming remarks are one of the most common and most 
underappreciated forms of special presentations. Although 
making them may look easy, they require significant prepara- 
tion and thought. You may be asked to welcome a speaker or a 
special guest, which is not the same as introducing a presenter. 
Rather, you will be welcoming that person on behalf of the au- 
dience. Welcoming remarks also kick off special events. For in- 
stance, when a group visits a college, company, or organization, 
someone usually has been asked to welcome the audience. 
What makes giving this type of special presentation diffi- 
cult is that there isn’t much to say if you haven’t done your 


tant things that the audience should know 
about you or your topic? 


¢ Whom should | contact to hear some good 
stories about you? 


Is there anything that you specifically want 
me to mention or not to mention? 


Is there anything else that you thought 
was going to ask? : 


1. Malcolm Kushner, Successful Presentations for Dummies 
(Foster City, CA: IDG, 1997), p. 310. 


homework. You stand up, look at the audience, and say, “We are 

delighted to welcome you to (insert the name of the event).” 

Now what? “On behalf of the entire organization, we are pleased you chose (in- 
sert the name of your organization) to host your meeting.” Now what? “Thank 
you, and have a great day.” Those three sentences may constitute a welcome, but 
they won’t do much for you or your organization—or for your credibility as a 
speaker. 

When you welcome an audience, you create a critical first impression of your- 
self and your organization. If your welcome is dull, the audience may regard you 
as dull. If your welcome says nothing about the audience or their organization, 
your listeners may decide that you are a poor speaker who has no interest in 
whether or not they are there. Although welcoming remarks can be brief, they 
can provide a lot of benefits for speakers and their organizations. 


Basic Decisions About Welcoming Remarks 


Effective decisions about welcoming an audience are based on the material you 
know or have collected about a group or the reason why audience members have 
been assembled. Paying attention to a series of basic questions can help you make 
your remarks memorable. 


How can I link my welcoming remarks to the goals of the organi- 
zation that J represent? 


Purpose: 
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Audience: What are the audience’s expectations and interests? What is the 
organization’s goal or history? What kind and size of audience 
will attend? 


Logistics: How formal is the occasion, and how formal and long should my 
welcome be? 


Content: What specific content should I include that relates to the assem- 
bled group, its purpose, and the occasion? 


Organization: How can I use a simple organizational pattern to accomplish my 
purpose? 


Credibility: | What can I say to demonstrate that I share the audience’s inter- 
ests, beliefs, or values? 


Performance: What form of delivery is best for this occasion? Regardless of 
what form I choose, can I deliver my remarks naturally, with 
maximum eye contact? 






Your answers to the previous basic questions will help you prepare and present 
successful welcoming remarks. The following guidelines can help you make them 
even better. 


1. Don’t throw your welcoming remarks together at the last minute. If you do, 
you run the risk of making a “one-size-fits-all-groups” welcome that basi- 
cally says, “I don’t know anything and didn’t have time to learn anything 
about you, but in any event, I’m glad you’re here.” 


2. Link your own or your organization’s goals to those of the group. If you can, 
show that you share their interests and values. Also, use the opportunity to 
share information about your own organization. 


3. Acknowledge the group’s leader or leaders by name somewhere in your wel- 
coming remarks. 


4. Make sure that you correctly pronounce the name of the group that you are 
welcoming. 


5. Stick around after you finish your welcoming remarks. Don’t rush out the 
door. Someone may have a question or need your help. Even if you do noth- 
ing more than stand at the back of the room for a few minutes, you will be 
further extending the goodwill created by your welcome. 





Making a Toast 


If you’ve ever been at a wedding, retirement party, or special banquet, you’ve 
probably been asked to lift your glass and toast the newlyweds, guest of honor, 
retiree, employee, or family member. A toast consists of remarks that accompany 
an act of drinking to honor a person, a couple, or a group. Most of you, at some 
point, will be asked or inspired to make a toast. Whether you’re drinking cham- 
pagne or orange juice, a toast is a way to publicly honor, recognize, or thank 
someone or something. Yes, you can make a toast to a thing: Here’s a toast to our 
tenth anniversary in business! 






Even though many toasts are impromptu in form, you can still 
prepare and practice them. Here, too, there are basic decisions 
to make. Some of them involve the basic principles of presenta- 
tion speaking. However, the answers to some additional ques- 


tions can help you to prepare and present a successful toast. 





Purpose: How can I help the audience join in and cele- 
brate the reason why we are here? 

Audience: What do the listeners already know and feel 
about the person or object being honored? 

Logistics: How formal is the occasion, and how formal 
should my toast be? 

Content: What can I discover or share in my toast that 
will celebrate the person, group, or occasion (special stories, ac- 
complishments, personal experiences)? 

Organization: How can I use a series of stories or experiences to support the key 
points in my toast? 

Credibility: | What can I say that will show the audience how wonderful this 
person or cause is? 

Performance: What style of delivery would best suit this occasion? 






A toast can be as solemn as a prayer or as risqué as a wedding-night joke. A toast 
can remind an audience why they are celebrating or remind a person why he or 
she is being honored. Because toasts are supposed to make everyone feel good, 
they can be more emotional, inspiring, and joy- 
ful than other types of presentations. Toasts can 
be memorable and great fun if you take the time 
to make appropriate decisions and follow a few 
simple guidelines. 


ds 


Carefully prepare your toast. Don’t try to 
make it impromptu if you know in advance 
that you will be expected to make a toast. 


A toast should sound and look spontaneous 
and natural; never read a toast unless you 
are reading a special poem or quotation. 


When making a toast, look at the audience 
and at the person or group whom you are 
toasting. This isn’t an introduction—it’s a 
celebration. 


Keep it short and simple; your audience will 
get tired of holding their glasses up. 


Be direct and sincere; your job is to say 
what everyone else is feeling. 


Make sure your comments are appropriate 
for the person, group, Or occasion you are 
honoring. 





Toasts come in handy for all occasions... 


| Health & Prosperity | Ladies & Men | 
| Eriendship | Love & Marriage | 
| Drinking | 


“Here's to you!" in other cultures... 


British - Cheers! 
Chinese - Wen Lie! 
French - A votre sante! 
Gennan - Prosit! 
Greek - Yasas! 
Hebrew - L'Chayim! 
Hungarien - Ege'sze'ge're! 
Irish - Slainte! 
Italian - Alla Salute! 
Japanese - Kanpai! 
Polish - Na Zdrowie! 
Russian - Za vashe 2dorovye | 
Spanish - Salud! 
Swedish - Skal! 


If you want to read a host of toasts as model presentations, 
try the Web site www.cocktails.about.com/home/cocktails/ 
library/bltoasts.htm. But be careful—a toast is a very per- 
sonal message. The best toasts come from real stories about 
people you respect or love. 
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: EC Humorous Presentations 


What’s the most difficult kind of presentation to prepare and present? As you 
might guess from the location of this question, our vote goes to the humorous 
presentation, sometimes called an after-dinner speech, a “roast” of a friend, or 
a speech to entertain. Following the basic principles of presentation speaking re- 
quires a lot of work; trying to be funny at the same time requires even more 
work—with a dash of talent added to the mix. 

Life without humor would be pretty dull. Some researchers even claim that 
humor can prevent or cure illness. The saying “laughter is the best medicine” 
may have some basis in fact. We do know that humor can reduce stress. In fact, 
it’s so effective at relieving muscle tension that people often fall down laughing. 

As we noted in Chapter 12, “Generating Interest,” a little humor in an other- 
wise “straight” presentation can relax the speaker as well as ease audience ten- 
sions. It can also capture and hold an audience’s attention. It can even defuse 
anger and stimulate action. Audience members tend to remember humorous 
speakers positively, even when they aren’t enthusiastic about the speaker’s mes- 
sage. In this chapter, we look at making humor the centerpiece of a presentation. 

With so much to be said about the advantages of using humor as a compo- 
nent of a presentation or as the centerpiece of a talk, why don’t more speakers 
give humorous presentations? For one thing, many presenters don’t think they 
can deliver a humorous presentation well. For another, many people have no idea 
how to go about being funny. However, it’s easy to learn what pitfalls to avoid 
and what guidelines to follow for using humor well. 






What are some of the mistakes that speakers make when they’re trying to be 
funny? A few common pitfalls stand out. 


Offensiveness 


lrrelevance 


Poor delivery 
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Offensive Humor. We shouldn’t have to say this, but we will: Don’t use humor 
that has the potential to offend your audience. Avoid telling stories or jokes that 
could be interpreted as racist or sexist. We are astounded at how many speakers 
think it’s okay to tell stories or jokes about a “priest, minister, and rabbi,” “a 
ditzy blond,” or a trio of “deaf, blind, and crippled” people. This point is not 
about political correctness. It’s about common courtesy and audience sensibili- 
ties. There are plenty of ways to be funny without being insulting or offensive. 
Don’t even think about using humor if there’s any chance that it would offend 
your audience. 

Deciding whether a one-liner, story, or joke is offensive or inappropriate isn’t 
always easy. Most of us can recognize a joke that is blatantly racist or in poor 
taste. But it’s harder to make a call on the borderline ones. If you have any 
doubts, heed them! Malcolm Kushner, a speaker, author, and former communica- 
tion instructor, provides this simple test for making sure that your humor is ap- 





When Roberto Benigni’s “Life Is Beautiful” won him Oscars for Best Foreign Language Film and 
Best Actor, he climbed over the seats in joy and delivered one of the funniest acceptance 
speeches on record. Who but Benigni could have said, “! would like to be Jupiter! And kidnap 
everybody and lie down in the firmament making love to everybody, because | don’t know how 
to express.” 


propriate for an audience: “Picture a front-page headline in your hometown 
newspaper describing your use of the joke in a presentation. Would you be em- 
barrassed? If the answer is ‘yes,’ then don’t use the joke.”” 

One of the reasons why ethnic and sexist jokes are popular is that they’re 
based on very funny ideas. One way to take advantage of such humor—and to 
make it less offensive—is to tailor the object of the joke to the audience or occa- 
sion. For example, try filling in the blanks for jokes such as “How many S 
does it take to ?” or “What do you call a ?” With apologies to our ac- 
ademic colleagues, we offer a couple of examples: “How many professors does it 
take to change a curriculum?” (We don’t know. They’re still in committee.) 
“What do you call a professor who yells at the dean?” (Tenured.) If you don’t get 
these feeble jokes, don’t worry. They’re aimed at an academic audience. They’re 
also a good example of the self-effacing humor we discuss in Chapter 12. By mak- 
ing fun of yourself, you can use humor to make a serious point. Depending on 
where you work or live, you can substitute any group you work with or belong to. 
At the same time, make sure you don’t make too much fun of the group and its 
members. They may not be amused. 











Irrelevant Humor. Why do speakers often begin or end a presentation with a 
joke? We guess that there are two major reasons. One is that they don’t know 
how to create an effective introduction or conclusion. The other is that they 
think they’re expected to begin and end with a joke—even if it has nothing to do 
with the presentation. We dislike pointless humor. When a humorous story or 
joke is irrelevant to your message, it can distract an audience and waste their 
time. And what happens if the audience doesn’t find your opening or closing 
statement funny? Just when you should be making a good first and last impres- 
sion, you’ve bombed! Humor—regardless of its form—should support your pres- 
entation by tying in to a specific point. Just because you’ve heard a good joke, 
don’t assume that’s any reason to share it with the world—particularly in a pres- 
entation that has nothing to do with the characters or topic of the joke. 
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Developing Special jokes and humorous stories. Do you have trouble remembering a joke or the 

Presentations punch line of a funny story? Are you confident enough to tell a long joke with- 
out jumping over some parts of the story (“So, anyway, this happens four or five 
more times and then... ”)? Do you ramble through a joke (“And then this guy 
says, .... and then she says, . . . and then the guy says, . . . and then... ”)? Do 
you laugh at your own humor before you get to the funny part? Do you apolo- 
gize for lacking the skill to tell a good joke? Do you spoil the joke by telling every- 
one when the funny parts are coming up? If you aren’t skilled at delivering 
humorous material, think twice before taking on the challenge of creating and 
delivering a humorous presentation. 


Prepackaged Humor. Some speakers use other people’s humor. You can buy 
books on humor and look up jokes in alphabetized categories such as Advertising, 
Age, Television, Unions, or Women. Many of the jokes, stories, and one-liners in 
these books are funny, but they may not be appropriate for your audience. They 
can’t possibly reflect the specifics of the audience you’re addressing. Or you may 
not feel comfortable telling them. Many of these jokes are dated and stale. De- 
spite these cautions, speakers persist in using prepackaged jokes without realizing 
how obvious it is that they’re telling jokes that they found in a book. 





ta 


Before you turn in your jokes at the door and avoid using humor at all, be reas- 
sured that humor can be delivered easily if you use it in a way that’s appropriate 
for you and for your presentation. Very few people can tell a lengthy joke well, 
but most people can deliver meaningful one-liners, tell humorous stories, or 
make fun of themselves. For those of you who want to use humor but are nerv- 
ous about giving it a try, we offer some guidelines to help you decide when and 
how to prepare and deliver a humorous presentation. 


Focus on one humorous idea 
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Focus on One Humorous Idea. Whether you are inserting humor into a pres- 
entation or preparing an entire speech to entertain, you can develop quite a few 
funny lines by focusing on and researching one humorous idea. One student de- 
cided to meet the challenge of creating an entire presentation about what would 
happen if doctors decided to advertise. The following excerpt was part of it: 


Since no healthy, red-blooded American can resist a bargain—a rash of sales 
will develop. Surgeons could have grand opening sales. Of course, the same is 
true of obstetricians and Labor Day sales—20 percent off on all deliveries. 
And, of course, if you’re going to run sales, that means advertising in the 
print media. Organ donor banks might have their own section in the classi- 
fied ads, right behind “Used Parts—Auto.” 


The previous examples illustrate an idea allowed to run wild. The result, by 
the way, was a presentation that won first place at a national speech tournament. 
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Let the Humor Suit You. Some speakers are good storytellers; others are A catAudl 
known for their ability to tell jokes. Some presenters are masters at making puns; abe ouieehiont 
others do great imitations of friends and famous people. When you use humor, 
make sure it suits you and your speaking style. If you’re not good at delivering 
one-liners, don’t use them. If you can take a common situation and exaggerate it 
into a hilarious episode, you have found your niche. 
Gene Perret, author of Using Humor for Effective Business Speaking, strongly be- 
lieves that humor should begin with the speaker, not the joke. “Rarely will you 
find a chunk of comedy that you can retell as is. A joke or a story is a naked thing. 
It has no relation to you, to your audience, or to your message. You have to work 
to make it personal.”* In other words, don’t contort yourself to fit your material; 
adapt the material to fit your personality and your style. 


Practice Until You Drop. Of all the forms, types, kinds, and styles of presenta- 
tion speaking, humorous speaking needs to be practiced the most in order to en- 
sure a good performance. It involves more than just knowing the content of your 
presentation. It requires comic timing—knowing when and how forcefully to say 
a line, when to pause, and when to look at the audience for their reactions. To 
pull off a humorous presentation, you have to practice, practice, and then prac- 
tice some more. The result will be a very funny speech that looks as if it’s easy and 
enjoyable to perform. 


(E Answering Audience Questions 


At first, answering audience questions may not seem like a type of special presen- 
tation, but it qualifies in every way. The question-and-answer session (often 
called “Q-and-A”) is a special type of impromptu talk that is limited and directed 
by questions. Other types of presentations may have planned or spur-of-the-mo- 
ment Q-and-A sessions that follow them. Very often, audiences report that they 
liked the Q-and-A sessions better than the presentations. Why? As Chapter 13, 
“Performance and Practice,” notes, speakers often talk and move more naturally 
while answering audience questions because they have stopped thinking about 
how they sound and look. Instead, they are thinking about how to answer the 
questions. Some speakers report that they don’t think of a question-and-answer 
session as a presentation or speech, so they have less to be nervous about. 

Audiences often like these sessions because they can get their specific ques- 
tions answered and can interact directly with the speaker instead of remaining 
quiet and passive. If some speakers like this form of speaking, why don’t other 
speakers? The reason is that some speakers are afraid of answering or don’t know 
how to answer questions. The key to making a question-and-answer session a 
positive experience is to be prepared. 


Did you know that U.S. presidents take days to pre- 
pare for press conferences? Certainly, they have other 
important things to do, yet no one argues about the 
need to prepare and practice for a press conference. All 
speakers should heed the advice of press conference 
veterans. Advance preparation is the best way to en- Have ready-made remarks 
sure that you can and will answer questions effec- Have a ready-made closing 
tively. Here’s how you do it: 


Predict and practice 
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Job interviews are question- 
and-answer sessions that 
require impromptu speaking. In 
this photograph, members of a 
program that helps people on 
welfare to get jobs are practic- 
ing their job interview skills. 





Predict and Practice. Predict which issues you think will be most important 
to your audience. Ask your friends or coworkers what questions they would ask 
or what kinds of questions have been asked in similar situations. Ask the chair- 
person of the meeting or the person who invited you to speak what questions the 
audience might have. Once you have identified these questions, practice answer- 
ing them. 

Also, you may want to announce the fact that there will be a question- 
and-answer session at the end of your presentation (and how long it will be). This 
announcement can affect the way in which an audience listens to you. If audi- 
ence members don’t understand something you say or feel you’ve left out 
something that concerns them, they know they can ask you questions about it 
later. 


Have Ready-Made Remarks. Be prepared with a few interesting statistics, sto- 
ries, examples, and quotations that you can use in an answer. You may not use 
any of them, but at least you will know that you'll have something in reserve to 
support the ideas you express. 


Have a Ready-Made Closing. When audience questions begin winding down 
or when it’s time to stop the Q-and-A session, make a concluding remark that 
you’ve prepared in advance. Saying “thank you” is polite, but it doesn’t take ad- 
vantage of the opportunity to end with a memorable statement. Marjorie Brody, 
author of Speaking Your Way to the Top, suggests that you return to the central 
idea, make references to the conclusion of your presentation, or talk about next 
steps.* Even if your concluding statement is short, it can neatly and profession- 
ally wrap things up. 





Once you feel well prepared for a question-and-answer session, the most impor- 
tant piece of advice we can offer is this: Answer the questions. Unless a question 
is technical and demands a lengthy response, each answer should be no longer 
than three sentences, and we don’t mean run-on sentences. Be direct. Don’t ram- 
ble or change the subject. Be honest. Audiences can tell if you’re dodging an issue 


HanDlinc Hostile questiens — 


ON aie on your topic and the people in your 
audience, you may be faced with one or more 
hostile questions. Although this is a rare occurrence, it 


does happen. Before you panic, think about this: Even — f 
when an audience doesn’t agree with you, they will | 


Off possible, try to empathize with , 


tioner. Very often hostile questions come from fae 


- trated audience members. Ifa. questioner as been 


treated poorly, has a personal stake in the outcome © 
a your ince or is s offended by something | 


usually be sympathetic and supportive if one of their © 
members badgers you or asks hostile questions. They 
wouldn’t want to be in your shoes and therefore may 
become your best allies if someone goes after you. | 
Fortunately, there are strategies to help you deal 
with a hostile question from an ablageniehe audience 
member. 


B Take your time before answering. Listen a pe 
And don’t strike back. Don’t get drawn into a fag- a 


ing argument with one person, Taking afew sec- | 
onds to think first can help you stay under control _ 3 nee 
and avoid an embarrassing response. Hostile ques- 
tioners are trying to provoke you. Don’t let them. 

Be diplomatic and keep your cool. 


DB Paraphrase the question. Rephrasing he gueden, een 
even when it’s a friendly one, is not a bad idea. © 
Making sure you understand the question also 
gives you time to think of an appropriate answer. 
When rephrasing a hostile question, don’t repeat oe 
word for word. Instead, try to put the Hien ~ Be 
more neutral or even positive rer . af 


» Finally, there may c come ie a point at whi 
ue be more Ena a hostile. qu 


DB If you don’t know the answer, or you oat Shines, 2: 
how to answer, admit it. Audience members are ae 
more likely to respect speakers who admit that 

they can’t answer a question, rather than those 
who try to derail a hostile question by faking their 
way through an answer. 


follow-up question. A 7 
“ence: members who have questions. 





or fudging an answer; they won’t like you any better if you evade their questions. 
Be specific but be brief. That doesn’t mean giving superficial answers. It means 
answering a question directly without using up so much time that no other lis- 
tener has a chance to ask you anything else. 





Most questioners are good people seeking answers to their questions. Even if they 
don’t word their questions well, you will sense what they want or need to know. 
A few questioners, however, fall into a different category. They can be highly 
opinionated or incomprehensible. Nevertheless, you should treat all of your ques- 
tioners with respect. The following suggestions can help you give questioners the 
respect they deserve. 


1. Don’t make the questioner feel embarrassed or stupid. Even if you think the 
question is absurd, foolish, or just plain dumb, treat the questioner with 


respect. 
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2. Assist a nervous questioner. Like speakers, audience members may experi- 
ence speech anxiety when they get up to ask a question. Help them through 
their nerve-wracking moment in the spotlight. Encourage, praise, and thank 
them. 


3. One very common problem is the overexcited questioner who tries to give a 
speech rather than ask a question. After a minute or two of the questioner’s 
speech, interrupt (if you can) and politely ask what the question is. If the 
speaker keeps going, you may find audience members joining you and ask- 
ing the questioner: “What’s your question?” 


4. Recognize questioners by name. If you know a questioner’s name or can see 
it on a name tag, use it. Saying their names when you answer their ques- 
tions personalizes the exchanges. 


5. Control your body language. Looking bored, annoyed, impatient, or con- 
descending while a questioner is speaking sends a negative nonverbal 
message. If the questioner or audience senses your negative response, your 
credibility will be damaged. To avoid this, make full eye contact, smile, and 
lean toward the questioner. 


Because Q-and-A sessions are so common, being well prepared for them is just as 
important as being well prepared to make a full-scale presentation. 


Impromptu Speaking 


In much the same way that you can prepare for a Q-and-A session without know- 
ing precisely what questions you may have to answer, you can prepare to speak 
impromptu whenever the opportunity arises. As we noted in Chapter 13, “Perfor- 
mance and Practice,” impromptu speaking calls on you to present without ad- 
vance practice and with little or no preparation time. 

Of all the forms of speaking, impromptu speaking has the potential to be the 
most nerve-wracking. Also known as “off-the-cuff” speaking, this type of special 
presentation shouldn’t be feared. In fact, Laurie Rozakis, a professor and commu- 
nication consultant, contends that “being a good impromptu speaker is very ben- 
eficial because of its everyday usefulness. Mastering this skill will help you feel 
more comfortable thinking—and speaking—on your feet.” 

In many ways, preparing to speak impromptu is similar to preparing for a 
question-and-answer session. You may be called on to share your opinion in class, 
be asked by your boss to summarize a report with no advance warning, be moved 
to speak at a public forum, or be asked during a job interview to describe your ac- 
complishments to a panel of interviewers. In each case, the response you make 
will be a mini- impromptu speech. You can apply many of the same techniques 
to a variety of off-the-cuff speaking situations. Try to predict the topic you may 
be called upon to discuss. Then practice speaking on that topic. Know as much as 
you can about the topic and have a few ready-made remarks handy. 

In addition to taking these preparation steps, you will have to make some im- 
portant decisions right before or during an impromptu presentation. Speakers 
who sound as fluent during an impromptu presentation as they do during 
a memorized presentation have mastered two techniques. They have come 
equipped with ready-to-use organizational patterns, and they know how to make 
the best use of their time. 






Successful impromptu speakers always have a handful of standard organizational 
patterns to fall back on. In an impromptu situation, you won’t have a lot of time 
to think about which pattern is best suited to your topic. So try fitting your re- 
sponse into a simpler pattern, one that clearly separates the key points. Suppose 
someone asked you to talk about the value of a college education. How would 
you structure your ideas and opinions with one of these ready-to-use organiza- 
tional patterns? 


nt BS wat ae) e 


Past, Present, Future 


Me, My Friend, and You 
Yes/No: Here’s Why 





Past, Present, Future. This pattern is a variation of the time arrangement dis- 
cussed in Chapter 8, “Organization.” In such a pattern, you could begin by ex- 
plaining that at the turn of the twentieth century, a college education was not 
necessary for most jobs and was something that only the rich and gifted could af- 
ford to pursue. By the end of the last millennium, jobs that once required only a 
high school diploma required at least an A.A. or a B.A. degree. In this century, our 
best hope for prosperity in a more competitive world will be a better educated 
work force. As you can see, time arrangement can be as focused as yesterday, today, 
and tomorrow or as long-reaching as from the Stone Age to the “dot com” era. 


Me, My Friend, and You. In this pattern, you begin by explaining how the 
topic affects or has affected you, tell how it affects or has affected another person, 
and conclude with how it can affect everyone in your audience. When advocat- 
ing a college education, you can start with your own story—why you went to col- 
lege, what you have gained from your experience, and why you like or liked it. 
Then you can tell a story about someone else who did or didn’t go to college. Fi- 
nally, you can draw general conclusions about the importance of a college educa- 
tion for everyone in your audience. The key in this pattern is moving from your 
personal experiences to establishing common ground with your audience. 


Yes/No: Here’s Why. In this pattern, you state your position and then preview 
the reasons why you have taken that position. A college education can prepare 
you for a career, can inspire you to become a lifelong learner, and can help you 
meet interesting people who will be your good friends for the rest of your life. You 
can give numerous reasons without many details, or you can focus on one or two 
reasons and emphasize their importance. 


Time is precious to the impromptu speaker. If you’re lucky, you may have a 
minute to collect your thoughts and jot down a few ideas before speaking. In 
most cases, though, you will only have a few seconds to prepare. Manage the brief 
amount of time you have to your advantage. 
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Use Your Thought Speed. This technique is borrowed from the listening re- 
search we discussed in Chapter 2, “Critical Thinking and Listening.” Remember 
that most people can think much faster than they can speak. If you speak at 150 
words per minute, your brain can race ahead of what you are saying because you 
can think as fast as 500 or 600 words per minute. The very fact that you can lis- 
ten to a speaker while writing a note or thinking about something else demon- 
strates your ability to think faster than a person can speak. 

The best impromptu speakers think ahead. As they get up to speak, they’re 
deciding on their two or three key points and which organizational pattern 
they will use. When they reach the podium or lectern, they’re formulating an 
attention-getting beginning. As they start talking, they’re thinking ahead to their 
first key point. They trust that the words will come out right, even though their 
thinking is divided between what they are saying now and what they want to say 
in the next few seconds. No wonder impromptu speakers feel exhausted after a 
successful presentation! 

The best way to master using your thought speed to full advantage is to get 
plenty of impromptu speaking practice. While you are alone, with no pressures 
from an audience, practice your impromptu speaking with one part of your 
thinking focused on what you are saying and another part focused on what you 
will say next. Make sure to practice out loud—you won’t become comfortable us- 
ing this technique any other way. 


Buy Time. In the few seconds between the time you’re asked to make im- 
promptu remarks and the moment when you start speaking, you have to plan 
and organize your entire presentation. You can stretch those seconds by follow- 
ing a few suggestions.° 


1. Pause thoughtfully. Give yourself a few seconds to think before you speak. 
This technique can enhance your credibility. As Malcolm Kushner, a com- 
munication consultant and author, notes, “The audience assumes that your 
words will now be carefully considered rather than the first thoughts that 
flew into your head.”’ Of course, your audience may now expect something 
better than random thoughts. 


2. Rephrase the question. As we suggested in our discussion of Q-and-A sessions, 
paraphrasing serves many functions. In addition to ensuring that you heard 
and understood the question or topic for comment, it also gives you more 
time. As the questioner answers you, you can be thinking ahead to your 
next response. 


3. Use all-purpose quotations. Most of us know a few quotations by heart—from 
the Bible, from Shakespeare or a favorite poet, from song lyrics, or the tag 
lines from famous commercials. Try memorizing a few all-purpose quota- 
tions that can apply to almost any speaking situation. Not only does quot- 
ing someone make you sound intelligent; it also gives you a little extra time 
to think about what you want to say. Both of us have our own stockpile of 
quotations to call up when we have to speak off-the-cuff. 


Throughout your life you will make many different kinds of presentations. 
You will give informative and persuasive presentations, and you will be asked to 
introduce speakers, welcome guests, offer toasts, answer questions, and speak im- 
promptu. The strategies and skills that you use for such presentations can also be 
applied to other situations in which you are asked to give and accept awards, 
speak at special events, deliver eulogies and tributes, or nominate a colleague for 


a professional office. The key to success in any speaking situation is understand- 
ing how to apply the basic strategies and skills you have learned from this text- 


book to the unique characteristics of each presentation you will make. As these 
strategies and skills become second nature, you will improve your speaking abil- 
ity and will become a more polished and successful presenter. 


¢ 





Summary 


@> What kinds of special presentations should | know how to make? 


Some of the most common special presentations include introducing a pre- 
senter, welcoming an audience, making a toast, entertaining an audience, 
answering audience questions, and speaking impromptu. 


How do | introduce a presenter? 


Think of the introduction of a presenter as being similar to the introduc- 
tion to a presentation. Try to gain audience attention and interest, indicate 
the topic of the presentation, enhance the presenter’s credibility, and set 
the appropriate tone for the presentation. Remember that your purpose is 
to motivate the audience to respect and listen to the person whom you are 
introducing. 


How should | welcome an audience or a group of guests? 


Apply the basic principles of presentation speaking in such a way that you 
link yourself and your organization’s goals to the characteristics, interests, 
needs, and expectations of the group that you are welcoming. 


What's the best way to make a toast? 


Because toasts are more emotional, inspiring, and joyous than other types of 
presentations, you should be more personal in both the content and the de- 
livery style used for this special presentation. 


What should | do if I’m asked to make a humorous presentation? 


Unless you’re comfortable making this type of presentation, avoid them. If 
you want to ensure your success, use humor that is relevant, appropriate, 
and well delivered. 


How do | handle question-and-answer sessions? 


Preparation is the key. Predict and practice answering possible questions. 
Plan ready-made responses and have a ready-made closing. Make sure that 
you answer the questions and show respect for your questioners. 


Can | prepare for impromptu presentations? 


Effective impromptu speakers employ ready-to-use organizational patterns 
and use what little time they have to plan and organize their remarks. 


en 1 nS SS EEE ELE, 


Key Terms humorous presentation 348 special presentations 342 
impromptu speaking 354 toast 346 
introducing a presenter 342 welcoming remarks 345 


question-and-answer session 351 





Notes 1. Laurie E. Rozakis, The Complete Idiot’s Guide to Speaking in Public with Confidence (New York: 
Alpha, 1995), p. 181. 

. Malcolm Kushner, Successful Presentations for Dummies (Foster City, CA: IDG, 1997), p. 327. 

. Gene Perret, Using Humor for Effective Business Speaking (New York: Sterling, 1989), p. 88. 

. Marjorie Brody, Speaking Your Way to the Top: Making Powerful Business Presentations (Boston: 
Allyn & Bacon, 1998), p. 158. 

. Rozakis, p. 193. 

. Kushner, pp. 315-316. 

. Kushner, p. 315. 


wh 


NNN 


358 


Speaking 
in Groups 


HK MedDuLe 









What kind of speaking will | have to do in 


groups? 
How do | prepare for a group presentation? 


- What's the best way to organize group decision 


making? 
How can | become a more effective group 
member? 







aS: 


VU preparing and making presentations, 


well as to social and civil harmony.' 


How can | become an effective group leader? 


Ip to now, we've been exploring the 
Istrategies and skills you need for 


which we defined in Chapter 1 as any time 
speakers use verbal and nonverbal mes- 
sages to generate meanings and establish 
relationships with audience members. We 
have focused on your role as a single 
speaker trying to achieve a specific purpose 
in front of a particular audience. We now 
turn our attention to the speaking skills 
needed to be successful in small group set- 
tings. Understanding how the basic prin- 
ciples of presentation speaking apply to this 
setting is critical in the world of work as 
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(e What Are Groups? 


No matter what you do or where you go, you feel the influence of people who 
join groups to make decisions, solve problems, share information, and build 
friendships. Think of how many groups you belong to. Depending on your cur- 
rent situation in your college or professional career, you may list family, friends, 
study groups, car pools, roommates, class project groups, sports teams, cowork- 
ers, campus clubs, religious groups, neighborhood groups, service clubs, manage- 
ment teams, governing boards, political committees, or professional association 
memberships. 

We use the term small group communication in this chapter to refer to 
the interaction of three or more interdependent people working toward a com- 
mon goal.” The expression “Two’s company; three’s a crowd” recognizes that a 
conversation between two people is quite different from a three-person discus- 
sion. In fact, each person who is added to a group significantly affects the inter- 
action. We believe that the ideal size for a group is five to seven members. 

Group members come together for a reason. It is this collective reason or goal 
that defines and unifies a group. The label doesn’t matter—goal, objective, purpose, 
mission, or assignment. Without a common goal, groups wonder: Why are we 
meeting? Why should we care or work hard? The importance of a group’s goal 
can’t be underestimated. If there is one single factor that separates successful from 
unsuccessful groups, it’s having a clear goal.? Small groups achieve their goals by 
talking and working together. 


Types of Groups 


The interpersonal interactions that occur among group members are vital to 
achieving a group’s goals, and so too are presentation skills. We use these speak- 
ing skills to give reports at staff meetings, present recommendations to organiza- 
tional groups, and offer remarks at family gatherings. We inform, persuade, and 
entertain our supervisors, colleagues, associates, friends, and families in settings 
in which the “audience” can be as small as two or three people. 

In order to understand how the purpose and setting of small groups can af- 
fect your communication, consider three types: public groups, teams, and work- 
ing groups. As you will see, each type of group has a particular mission that re- 
quires particular communication strategies and skills. 


Most groups function in private. Although a group and its product may be visible 
to the public, members usually meet, discuss, and make decisions in private. 
There is, however, one type of group that is seen and heard by public audiences. 
Public groups engage in discussion in front of and for the benefit of the public. 
Their meetings usually occur in open settings in which group participants can be 
judged by an audience of listeners. 


Forums 








Panel Discussions. A panel discussion involves several people who interact 
with one another about a common topic for the benefit of an audience. Panel dis- 
cussions are very common on television and range from tabloid-style talk shows 
to heated discussions of current events. The participants in such discussions talk 
with one another in the hope that they will educate, influence, or entertain an au- 
dience. A moderator usually tries to control the flow of communication. 


Symposiums. In a symposium, group members present short, uninterrupted 
presentations on different aspects of a topic for the benefit of an audience. For ex- 
ample, a college may sponsor an AIDS symposium in which a doctor, medical re- 
searcher, AIDS activist, and health department official each give uninterrupted 
talks about the status of AIDS research and treatment. Symposium members apply 
the strategies and skills of presentation speaking to prepare their contributions. 


Forums. A forum, which provides an opportunity for audience members to 
comment or ask questions, frequently follows a panel or symposium. Some fo- 
rums invite open discussions, letting audience members share their concerns 
about a specific issue. Other forums give the public an opportunity to ask ques- 
tions of and express concerns to elected officials and experts. A strong moderator 
may be needed to ensure that all audience members have an equal opportunity 
to speak. In Chapter 20, “Developing Special Presentations,” we discuss a variety 
of techniques for responding to audience questions. You can apply these strate- 
gies and skills to participating in forums, too. 

When participating in any public group—whether it’s a panel discussion, 
symposium, or forum—remember that you are “on stage” all the time, even when 
you aren’t speaking. If you look bored while another member is presenting, the 
audience may question your commitment to the group’s goals. If one member of 
a panel or symposium rolls his eyes every time another group member speaks, it 
sends the audience a mixed message about the credibility and civility of the 
speakers. Try to look at and support the other members of your group when they 
speak—and hope that they will do the same for you. 

Participating in panel discussions, symposiums, or forums gives you an op- 
portunity to advance yourself and your group. Making an effective presentation 
as a member of a public group is something you can learn to do with skill and 
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A group of teachers dis- 
cusses ways to improve 
student proficiency in 
writing. 
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confidence by employing the presentation speaking strategies and skills described 
in this textbook. 






When a person prepares a presentation, he or she must make dozens of decisions. 
When an entire group has to prepare a presentation together, the task becomes 
much more complex. Unlike panel discussions, symposiums, or forums—which 
are designed to inform general audiences—team presentations tend to have dif- 
ferent goals. A team presentation is a well-coordinated, persuasive presenta- 
tion made by a cohesive group of speakers who aim to influence an audience of 
key decision makers. Organizations as diverse as nonprofit agencies and inter- 
national corporations rely on team presentations to offer marketing proposals, to 
compete for major contracts, and to request funding. In many ways, the team 
presentation is the ultimate group challenge because it requires efficient and ef- 
fective decision-making as well as coordinated performances. 

Team presentations can demonstrate whether a group or company is compe- 
tent enough to perform a task or take on a major responsibility. When organiza- 
tions seek support and endorsements, they must present a united front. Team 
presentations often have high stakes.* 

Fortunately, the presentation speaking strategies and skills in this textbook 
can direct a group through the critical decision-making steps needed to develop 
an effective team presentation. Much as a single speaker does, a team should ap- 
ply the basic principles of presentation speaking: 


P Purpose: Determine the team presentation’s overall purpose or theme. 
PB Audience: Adapt the presentation to a specific group of decision makers. 


D Logistics: Adjust to the time limits and the place where the team presentation 
will be delivered. 


D Content: Prepare and share appropriate supporting materials. 


B Organization: Plan the introduction, body, and conclusion for each team 
member’s presentation as well as those for the entire team’s presentation. 


D Credibility: Enhance the team’s credibility by demonstrating the team’s exper- 
tise and trustworthiness. 


P Performance: Practice until the team’s performance approaches perfection. 


Team presentations require a great deal of time, effort, and money to prepare 
and make. Marjorie Brody, author of Speaking Your Way to the Top, writes: 


To be effective, team presentations must be meticulously planned and exe- 
cuted. They must be like a ballet, in which each dancer knows exactly where 
to stand, when to move, and when to exit from the stage. ... If a team works 
like a smooth, well-oiled machine, if one member’s presentation flows into 
the next presentation, and if all members present themselves professionally 
and intelligently, the impression left is one of confidence and competence.* 


High-stakes team presentations can have equally high payoffs. For instance, 
Thomas Leech, a management communication consultant, reports that in 1992, 
following team presentations by several companies, the Department of Energy 
awarded a $2.2 billion contract for environmental cleanup to a team headed by 
Fluor Corporation. Assistant Energy Secretary Leo P. Duff said Fluor made the best 


impression. “All the firms had capabilities, but how the team works as a team in 
the oral presentations is a key determining factor.”° The awarding of a $2.2 bil- 
lion contract should convince anyone who doubts the value of effective team 
presentations. 





es Geese 


Despite the importance of presentation speaking in, to, and on behalf of groups, 
most communication within small groups is more interactive. Although you may 
be asked to be part of a public group or a team presentation, you will be a mem- 
ber of many working groups. Working groups exert collective effort to achieve 
a shared goal. They work in private settings and in order to benefit the group 
rather than to benefit a public audience or external decision makers. Working 
groups can range from the most personal and informal types of groups to more 
formal types. And like their individual members, each type of group has different 
characteristics and concerns. As Figure 21.1 shows, each type of group can be rec- 
ognized by its membership (who is in the group) and by its function. 

The communication strategies, skills, and styles of working groups can differ, 
depending on the group’s membership and its function. At the same time, all of 
these groups require dedicated and cooperative members who can communicate 
effectively as they work together toward a common goal. 


Figure 21.1 





Types of Working Groups 
The common goal of each type of working group determines its membership and function. 
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Primary Group (family, 
friends) 


Social Group (athletic teams, 


hobby groups, sororities, 
fraternities) 


Self-Help Group (therapy 
groups, Weight Watchers, 
Alcoholics Anonymous) 


Learning Group (study 
groups, book groups, fitness 
classes) a) 


Service Group (labor unions, 


Kiwanis, civic associations) _ 


Work Group (committees, _ 
work teams, task forces) 


Soo 


People who are close, inti- 
mate friends or relatives 


People who enjoy interact- 
ing with others while pursu- 
ing social or recreational 
goals 


People who hope to over- 
come problems by sharing 
their personal concerns with 
people who have similar 
concerns 


People who share an inter- 
est in understanding con- 
cepts or mastering particu- 
lar skills 


People who see value in us- 
ing a group to help them- 
selves or others 


People who work in groups 
in order to make decisions, 
solve problems, and carry 
out assigned tasks 










tee 
Provides members with 
affection, support, and 
a sense of belonging 


Allows members to share 
common interests in a 
friendly setting or partici- 
pate in social activities 


Offers advice and encour- 
agement to members who 
want or need support with 
personal problems 


Helps members acquire in- 
formation and develop skills 


Dedicated to worthy causes 
that help people both 
within and outside the 


group 


Responsible for performing 
specific tasks and routine 
duties on behalf of a busi- 
ness or organization 












osa Vargas, Human Resources Manager for 

The Topps Company in New York City, was 
introduced to team presentations in graduate 
school. She wrote: 


During my MBA studies, | was part of a 
team, and our purpose was to launch a new 
product to market. | feel that preparation 
and rehearsal are key to a successful team 
presentation. | was nervous in the begin- 
ning of our presentation (we presented to 
a panel of professors and students), but 





‘REAL WORLD, REAL SPEAKERS 








as the presentation progressed, | relaxed a 
bit. Our group had practiced, and | know 
this helped us give a more focused presen- 
tation. 

Another respondent was less fortunate. 
She wrote that her work-based team pres- 
entation was unsuccessful because “people 
hadn’t gotten together beforehand, and hence 
there was unnecessary repetition in the group 
presentation.” Successful team presentations 
must be meticulously planned and practiced. 


[E communicating in Small Groups 


Most of the time you spend in groups will be taken up in discussion focused on 
achieving a common goal. Regardless of whether you are in a task force, a learn- 
ing group, or a staff meeting, asking group-focused questions about the basic 
principles of presentation speaking can help ensure that your group both is pro- 


ductive and provides a positive experience for all members. 


GROUP COMMUNICATION PRINCIPLES 


Purpose: What is the group’s goal? 


Audience: Who will benefit from the 
discussion? 


Logistics: Where and when does the 
LCT CM eg 


Content: What does the group need 


to know? 


Organization: How should the group 
OC ELPA CCR ae Cm cm ulela (hits bag 
TTT em Caml ee) 
hance their believability? 
eae ee ella 


skills will enhance the group’s 
performance? 


Purpose 


As we indicated earlier in this chapter, successful groups clearly understand their 
goals. A group’s goal is similar to a speaker’s purpose and asks this question: What 





does the group want to achieve? 
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The 3M Meeting Network, www.3m.com/meetingnetwork, provides a 
wealth of material on small group communication. The subjects range 
from improving basic communication skills, to interviews with small group 
communication experts, to advice about overcoming common obstacles 
to meetings’ efficiency and effectiveness. 


The first and most important task all groups face is to make sure that every- 
one agrees with and understands the group’s purpose. One way to develop a 
group’s purpose is to word it as a question. In Chapter 19, “Developing Persuasive 
Presentations,” we suggested framing your arguments as questions of fact, value, 
conjecture, or policy. The same advice holds true in groups. Not only do such 
questions identify the discussion topic, but the answers to the questions also be- 
come clear statements of the group’s goal. 

Note how the following questions give you a clear idea of the topic that the 
group will be discussing, as well as an understanding of the group’s ultimate goal. 


Questions of Fact: What foods have the highest fat content? 


Questions of Value: Is a community college a better place to begin higher 
education than a prestigious university? 


Questions of Conjecture: Will inflation increase by S percent next year? 
Questions of Policy: How should we improve our customer service? 


Whether you're leading a strategic planning team for a major corporation or 
trying to choose a topic for your classroom discussion, make sure that everyone 
in your group understands the group’s goal. 






Like all audiences, group members have demographic characteristics, motives, in- 
terests, knowledge, attitudes, and learning styles. You are part of that “audience” 
when the other group members speak. They become the “audience” when you 
speak. However, your relationship with listeners in a working group differs from 
that of a speaker addressing a one-time audience. In most working groups, you 
can count on the same people attending every meeting. Your ability to get along 
with these members matters as much as your ability to adapt to them as listeners. 
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BRainSTeoRMiNG in GROUPS 


hen students have trouble coming up with a 

topic for an in-class group discussion, we sug- 
gest that they brainstorm for ideas. When working 
groups need to generate ideas for a project—deter- 
mining the goal of a fundraising campaign, choosing 
possible themes for an advertising campaign, nomi- 
nating members for a special committee assignment, 
selecting reasonably priced holiday gifts for support 
staff—they often begin by brainstorming for ideas. 
Brainstorming is a tool for generating as many ideas 
as possible in a short period of time.' When a group is 
asked to generate a list of suggestions, explanations, 
or solutions, brainstorming can be used to increase 
the number and creativity of suggestions. The follow- 
ing guidelines can help. 


D The more, the better: Suggest as many ideas as you 
can. Quantity is more important than quality. 


D Be creative: Free your imagination. Wild and crazy 
ideas are welcome and often generate break- 
throughs. 


DB Never criticize: During the brainstorming session, 
don’t analyze, oppose, praise, or laugh at another 
member’s ideas. Also, don’t discuss, defend, clarify, 
or comment upon your own suggestions. Evalua- 
tion occurs only after the brainstorming session is 
over.- 


B Hitchhike: Build on or modify ideas presented by 
others. Someone else’s wild ideas can trigger a cre- 
ative suggestion. 


B® Combine and extend: Combine two or more ideas 
into a new idea. 


Although groups often use brainstorming, its suc- 
cess depends on the nature of the group and the char- 
acteristics of its members. If a group is self-conscious 
and sensitive to implied criticism, brainstorming can 
flop. If a group is comfortable with such a freewheel- 
ing process, brainstorming can enhance creativity and 
produce valuable ideas and suggestions. 


1. Alex F. Osborn, Applied Imagination, rev. ed. (New York: Scrib- 
ner’s, 1957). 





In addition to having all the characteristics of any group of listeners, group 
members assume group roles. Very often, by understanding the roles they play 
within your group, you can predict how members will react to what you say. Fig- 
ure 21.2 shows two categories of roles found in most groups.’ Group task roles 
affect a group’s ability to achieve its goals by focusing on behaviors that help get 
the job done. Group maintenance roles affect how group members get along 
with one another while pursing a shared goal. 

Depending on your group’s goal, the nature of its task, and the characteristics 
of its members, you could function in several different roles. When each of the 


roles is assumed by at least one group member, the group is more likely to achieve 
its goal. 


Logistics 
Although the logistics of working groups differ from those individual speakers 
face, they require just as much attention if a group expects to achieve its pur- 
pose. Answering two basic questions can help a group begin the process of plan- 
ning an effective meeting: When should we meet? Where should we meet? In 
many Cases, a group will meet at the same time in the same room, one that al- 
ready contains the furniture and equipment the group needs. In other cases, a 
group will first have to find out when members are available, then reserve a 
room that matches the purpose and size of the meeting. The room should be 
large enough, clean, comfortable, and far from distractions such as ringing 
phones or noisy conversations. 

Once the group has secured a comfortable and quiet place to work, someone 
should be responsible for distributing necessary reading material and an agenda 
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Figure 21.2 Group Task Roles and Group Maintenance Roles 








_ Group Task Roles 

_ Initiator: Proposes ideas and suggestions, provides direction 
Information Seeker: Asks for needed facts, requests explanations 
Information Giver: Researches, provides, and presents needed information 
Opinion Seeker: Asks for others’ opinions, tests validity of group opinions 
Opinion Giver: States personal beliefs, shares feelings, offers analysis 
Clarifier: Explains ideas to others, reduces confusion, summarizes 
Evaluator: Assesses ideas, arguments, and suggestions; diagnoses problems 


Energizer: Motivates group members, helps create enthusiasm _ 


Group Maintenance Roles 
Encourager: Praises and supports group members, listens empathically 
Harmonizer: Helps resolve conflicts; emphasizes teamwork 
Compromiser: Offers suggestions that minimize differences, helps the group reach decisions 
Tension Releaser: Alleviates tension with friendly humor, relaxes the group 
Gatekeeper: Monitors participation, encourages equal participation 
Observer: Explains and interprets what others are trying to say, paraphrases 


Follower: Supports the group and its members, accepts assignments 


extra copies available at the meeting. In addition, make sure that supplies and 
equipment such as flip charts or projectors are available and in working order. 





Researchers investigating the reasons why some groups achieve their goals while 
others fail emphasize that the quantity and quality of information available to a 
group is a critical factor in predicting its success. Randy Hirokawa, a group com- 
munication researcher, concludes that “the ability of a group to gather and re- 
tain a wide range of information is the single most important determinant of 
high-quality decision making.”® Sometimes, when group members have precon- 
ceived notions about which decision is best, they may reject information that 
does not support their conclusions. As a result, the group will fail to fully under- 
stand an issue or to consider other options. Overlooking useful information or 
accepting inaccurate information will produce poor decisions and frustrated 
group members.” 

If you want your group to succeed—regardless of its purpose, audience, or set- 
ting—make sure that you have collected appropriate ideas and information from 
credible sources. Chapter 7, “Supporting Material,” covers how to research and 
use supporting material. All of these strategies and skills apply equally to small 
group communication as well as to individual presentations. 





Some groups have tasks that are fairly easy to accomplish—deciding when to 
meet again, what to include in a monthly report, or to whom to assign a routine 
job. Other group tasks are much more complex and difficult—determining the 
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group’s common goal, whom to hire or fire, where to hold a major convention, 
or how to solve a serious problem. As difficult as it can be to make a personal de- 
cision or solve a personal problem, these challenges are much more complex for 
groups. On the other hand, achieving a group’s goal through a well-organized 
decision-making process can be highly satisfying and worthwhile. Although there 
are many different ways to organize a group discussion, we have narrowed our fo- 
cus to two: the standard problem-solving agenda and the working agenda. 


The Standard Problem-Solving Agenda. The founding father of problem- 
solving procedures was a U.S. philosopher and educator named John Dewey. In 
1910, Dewey wrote a book titled How We Think, in which he described a set of 
practical steps that a rational person should follow when trying to solve a prob- 
lem. These guidelines have come to be known as Dewey’s reflective thinking 
process.'° 

Dewey’s ideas have been adapted to the process of solving problems in 
groups. The reflective thinking process begins with a focus on the problem itself 
and then moves on to a systematic consideration of possible solutions. Figure 
21.3 shows an expanded, modified approach to this process—the Standard 
Problem-Solving Agenda—developed by three communication scholars, Julia 
Wood, Gerald Phillips, and Douglas Pedersen.!! 

Before a group can solve a problem, members must understand the group’s 
assignment. The task clarification step answers questions such as there: What are 
we being asked to do? Why is it important to do this? What are we trying to 
achieve? During the second step—problem identification—the group should 
make sure that everyone understands the nature of the problem, possibly by 
wording the issue as a question of fact, value, conjecture, or policy. During the 
fact-finding and problem-analysis step, group members should investigate facts, 


Figure 21.3 The Standard Problem-Solving Agenda 





opinions, and value judgments about the seriousness and causes of the problem. 
At this point, group members may be tempted to skip the fourth step—solution 
criteria and limitations. But if the group has a limited budget or short time period 
for implementation, some proposed solutions may not be reasonable or even pos- 
sible. 

Once a group has analyzed a problem in light of realistic criteria, members 
can become fully involved in step five—suggesting as many solutions as possible. 
Then comes the hard part. The sixth step of the standard problem-solving agenda 
requires group members to discuss the pros and cons of each suggestion in light 
of their agreed-upon criteria for a solution. Some solutions will be rejected 
quickly, but others may be argued until one or more rise to the top of the list. 
Agreeing on a solution, however, is not the end of the process. At this point, the 
group has one more challenge: How should they implement the solution? De- 
spite all the time a group spends trying to solve a problem, it may take even more 
time to organize the task of implementing the solution. Fortunately, groups that 
follow the seven steps in the standard problem-solving agenda will have a much 
better solution to implement.!” 


Working Agendas. In Effective Meetings: The Complete Guide, Clyde Burleson 
maintains that two of the most powerful tools in meeting management are agen- 
das and minutes.!3 A working agenda is the outline of items to be discussed 
and the tasks to be accomplished during a discussion or meeting. A well-prepared 
working agenda can serve many purposes. First and foremost, it’s a road map for 
the discussion and helps group members focus on their task. When used properly, 
a working agenda helps participants get ready for a meeting by telling them what 
to expect and even how to prepare. Most important of all, an agenda provides a 
detailed outline for a discussion, indicating what issues will be discussed and in 
what order. By following a well-constructed agenda, a group is much more likely 
to reach its goal. In fact, the 3M Management Team states that a “written agenda, 
distributed in advance, is the single best predictor of a successful meeting.” !4 
There are two basic types of working agendas, a business meeting agenda and a 
task-specific agenda. Each type has a specific purpose and a specific format. 

Business meeting agendas follow a standardized format that lists, in a speci- 
fied order, several items for discussion and/or decision. The meeting’s chairper- 
son or convener usually prepares and distributes the agenda to all members in 
advance. The following example shows a formal business meeting agenda. T he 
notes in parentheses explain the functions of particular agenda items. 


Business Meeting Agenda 
I. Call to order (The chairperson officially opens the meeting.) 


Il. Approval of meeting agenda (Members may vote to add, subtract, or mod- 
ify agenda items.) 


Ill. Approval of previous meeting’s minutes 
IV. Officers’ reports 
V. Committee reports 
VI. Unfinished business (issues and business from previous meetings) 
VII. New business (new issues and business to consider) 
VIII. Announcements 
IX. Adjournment 
While business meeting agendas offer a general framework on which to build 


any formal meeting, a task-specific agenda helps a working group share complex 
information, discuss a problem, or make a decision about one particular issue. 
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Working groups use such agendas for project planning, decision making, and 
team meetings. Students in communication classes use this type of agenda to or- 
ganize their in-class discussions. The following agenda could be used by a man- 
agement team to discuss a company’s Web site problem. 


Task-Specific Agenda 
I. The current situation 

A. Current responsibility for Web site 
B. Existing Web policy and procedures 

II. The problem 
A. Poor quality of the Web site 
B. Out-of-date and erroneous information 

III. The possible causes 
A. Lack of authority and assigned responsibility 
B. Inadequate maintenance staff 
C. Poor design 

IV. Solution criteria 
A, Cost 
B. Speed of response 
C. Quality control of content 

V. Solutions 
A. Option A: Hire full-time Web master and assign support staff 
B. Option B: Contract Web design and maintenance to outside sources 
C. Other options 

VI. Decision 

VI. Implementation 


Notice how this agenda includes every component of the standard problem- 
solving agenda. Ensuring that a group understands the nature of a problem as 
well as the criteria or limitations affecting its solution makes the successful im- 
plementation of an agreed-upon solution much more likely. 


Taking Minutes. The minutes of a meeting are the written record of a group’s 
discussion and decisions. Instead of describing a group’s discussion in detail, min- 
utes include brief, clear statements that summarize the main ideas and actions. In 
many Cases, an hour’s worth of discussion may be recorded as only a few state- 
ments in the minutes! Despite their brevity, minutes must record decisions and 
task deadlines in the exact wording that the group uses, in order to avoid future 
disagreements and misunderstandings. In formal meetings, minutes are legal doc- 
uments as well as part of the historical record of an organization.'5 If there is any 
question about what to include in the minutes or how to word an item, the per- 
son taking the minutes should ask the group for clarification. 

Most important of all, the minutes of a meeting must be objective. They 
should neutrally report the facts and accurately represent all sides of a discus- 
sion. They should never include the minutes-taker’s personal opinions.'!® Minutes 
should reflect the experience of the entire group, not just that of the person cho- 
sen to document it. 





When group members communicate with one another, their comments and be- 
havior determine how credible they are in the eyes of other members. Chapter 11, 


“Speaker Credibility and Ethics,” notes that audiences believe and trust credible 
speakers more often. The same holds true for groups. Highly credible groups ex- 
hibit the three components of ethos we described in Chapter 11: competence, 
character, and charisma. 


Competence. Competence means being prepared, in advance, for a discussion or 
group assignment. You wouldn’t make a presentation without preparing for it. 
Why, then, do some group members show up for meetings with little or no prepa- 
tation? Participants in group discussions must be well prepared to deal with a 
host of predictable as well as unpredictable issues and people. Depending on the 
topic of a group discussion or meeting, preparation may involve reviewing docu- 
ments, drafting a proposal, or doing library or online research. All of the research 
strategies and skills described in Chapter 7, “Supporting Material,” can help you 
prepare for a group discussion or meeting. 


Character. Having character means making a commitment to act and accept re- 
sponsibility before, during, and after a group discussion or meeting. Whereas 
competence requires planning, critical thinking, and time, character depends on 
your attitude toward and commitment to the group’s goal and its members. As- 
suming appropriate task and maintenance roles is one way to demonstrate your 
support for and dedication to your group and its goal. 


Charisma. Charisma refers to your ability to communicate both your message 
(a product of your competence) and your commitment to the group (a product of 
your character). Being prepared and committed to your group may have little ef- 
fect if you do not communicate effectively. Group members must be able to speak 
and listen during a discussion. At a more personal level, they need to be able to 
relate to the feelings and needs of others. And, of course, group members must be 
able to make effective presentations in, for, and with their group. 






When we talked about performance in Chapter 13, “Performance and Practice,” 
we noted that perform is a verb that has several meanings. Although it can refer to 
the way in which a speaker delivers a presentation, it also can mean to accom- 
plish, carry out, or do something. The same applies to the way in which you per- 
form during a group discussion. Certainly the vocal and physical delivery skills 
you would use in a presentation also have value in groups. Although you may not 
speak with as much volume, you still should speak clearly and with appropriate 
vocal emphasis. Although you may not gesture broadly and walk around a stage, 
your eye contact and gestures will still communicate a significant portion of your 
meaning. 

Performing well in a group also means knowing how to deal with the in- 
evitable obstacles that prevent a group from achieving its goal. Rarely do the 
biggest obstacles arise from technical problems—short deadlines, technical errors, 
or limited resources. Rather, the biggest problems in groups relate to their mem- 
bers’ behavior. Next, we offer some suggestions for overcoming two common ob- 
stacles: difficult members and hidden agendas. 





Difficult Members. Although most groups can handle an occasional encounter 
with a difficult member, constant problems caused by such people can be disrup- 
tive. The negative group roles listed in Figure 21.4 on page 372 depict a few of the 
most common “people” problems encountered in groups.” 

Several strategies can help a group deal with difficult people. A group can ac- 
cept, confront, or even exclude a troublesome member. If the behavior won't 
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Figure 21.4 Negative Group Roles 





DB The Aggressor puts down other members, is sarcastic and critical, and takes credit 
for other people’s work or ideas. 


DB The Blocker stands in the way of progress, presents uncompromising positions, and 
uses delay tactics to derail ideas or proposals. 


} The Dominator prevents others from participating, interrupts others, and tries to 
manipulate others. 


DB The Recognition Seeker boasts about personal accomplishments, tries to be the cen- 
ter of attention, and pouts if he or she doesn’t get enough attention. 


DB The Clown interjects inappropriate humor, seems more interested in goofing off 
than in working, and distracts the group from its task. 


DP The Deserter withdraws from the group, appears to be “above it all” by acting an- 
noyed or bored with the discussion, and stops contributing. 


detract from the group’s ultimate success or if the member’s positive contribu- 
tions far outweigh the inconvenience or annoyance of putting up with the nega- 
tive behavior, a group may tolerate the behavior and allow it to continue. For 
example, a “clown” may be disruptive on occasion but may also be the group’s 
best report writer. A person who is often late for meetings may put in far more 
than her fair share of work during or after the meeting. 

When it becomes impossible to accept or ignore behavior that threatens the 
effectiveness of the group and its members, the group must take action. At first, it 
may try to reason with the wayward member. Group members may even talk 
about him or her during the discussion: “If we disregard Barry’s objections, I 
think the rest of us are ready to decide.” In a moment of extreme frustration, one 
member may say what everyone else is thinking: “Darn it, Lisa. Why can’t you let 
me finish a sentence?” Although such a confrontation may make everyone un- 
comfortable, it can put a stop to disruptive behavior. 

Finally, when all else fails, a group may exclude a difficult member. A group 
can ignore what a disruptive member says or does. The member may be assigned 
a solo task to keep her or him away from everyone else. Finally, a group may ex- 
pel a member to be rid of the troublemaker. Being asked to leave a group or being 
barred from participating is a humiliating experience that all but the most stub- 
born members would prefer to avoid. 


Hidden Agendas. Most groups have a shared goal or clear agenda. They know 
what they want and how they intend to go about achieving their goal. When, 
however, a member’s private goals conflict with the group’s goals, that member 
has a hidden agenda. Hidden agendas represent what people really want in- 
stead of what they say they want. When people’s hidden agendas become more 
important than a group’s agenda or goal, the situation can lead to frustration 
and failure. 

For example, someone serving on a selection committee may dislike a job ap- 
plicant for very personal reasons that he may not want to share with the group. 
Instead, he will look for ways to criticize the candidate for things that have noth- 
ing to do with his reason for disliking the person. Another member of the selec- 
tion committee may be a good friend of the candidate but may not want anyone 
to know it. Instead, she will look for ways to heap praise on the candidate and 


will refute any suggested weaknesses. Both of these committee members’ agendas eter ae : 
Group Leadership 


bury the real issues and concerns and let pseudo-issues dominate the discussion. 

Recognizing the existence of hidden agendas can make groups more effective. 
When group members refuse to compromise, or if group progress is unusually 
slow, look for hidden agendas. Groups can resolve some of the problems caused 
by hidden agendas through early agreement on the group’s goal and careful plan- 
ning of the discussion process. Rodney Napier and Matti Gershenfeld, experts in 
group behavior, suggest that up-front answers to three questions can help coun- 
teract the blocking power of hidden agendas: 


1. What are the open and shared goals of the discussion? 


2. Do any members have any up-front personal concerns or possible hidden 
goals? 


3. What does each participant want from the discussion?!® 


Discussing these questions openly can be productive if a group recognizes the 
inevitability and purpose of hidden agendas. Hidden agendas don’t always cause 
problems or prevent a group from achieving its goal. However, recognizing and 
understanding them can help explain why some members are not ready, willing, 
or able to participate in a group discussion. 


EE croup Leadership 


All groups need leadership. Without it, a group may be nothing more than a col- 
lection of people lacking the coordination to achieve a common goal. Leader- 
ship, the ability to make strategic decisions and use communication to mobilize 
group members toward achieving a shared goal,’ is a talent and a skill. However, 
a leader and leadership are not the same thing. Leader may be the title given to a 
person with the most status in the group or to someone appointed or elected to a 
leadership position; leadership refers to the action that a leader takes to help group 
members achieve a goal. 


In some situations you may be hired for a job that gives you authority over oth- 
ers, or you may be promoted or elected to a leadership position. However, that 
doesn’t make you a leader. Very often, the most effective leadership occurs when 
a leader emerges naturally from a group rather than being promoted, elected, or 
appointed. Although there is no foolproof method for becoming a leader, small 
group communication research suggests several strategies to follow that may im- 
prove your chances.”° These include: 


B Talking early and often—and listening. Generally, the person who speaks first 
and most often in a group is more likely to emerge as the group’s leader. The 
quality of your contributions will become more significant after you become 
a leader. 


B Learning more—and sharing what you learn. Leaders often emerge because they 
are experts. Groups want well-informed leaders; they don’t need know-it-alls. 


B Offering your opinion—and welcoming constructive disagreement. When groups 
are having trouble making decisions or solving problems, they appreciate 
someone who can offer good ideas and informed opinions. Aspiring lead- 
ers should also welcome constructive disagreement and discourage hostile 
confrontations. 
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P Volunteering for meaningful roles—and following through. The person who is will- 
ing to take on and complete the tough tasks is more likely to become a leader. 
If, however, you volunteer for a task but then fail to follow through, you will 
only succeed in demonstrating why you shouldn’t be the group’s leader. 


Once you become a leader, your ultimate success in the leadership position 
will depend on matching your leadership style to group needs while earning the 
members’ confidence and trust. 





What kind of leader are you? Understanding the style you prefer to use as a 
leader has implications for the kinds of group situations in which you will be 
most successful. 


Autocratic Leader. An autocrat is a person who has a great deal of power and 
authority. Autocratic leaders maintain strict control over a group and its dis- 
cussions. They know exactly what they want and demand compliance from 
group members. An autocratic leader tries to control the direction and outcome 
of a discussion, makes many of the group’s decisions, gives orders, expects to be 
obeyed, and focuses on achieving results. Although this description may sound 
harsh, circumstances often call for such a leader. During a serious crisis there may 
not be enough time to do anything other than follow a leader’s orders. 


Democratic Leader. Other leaders are more democratic in style. Democratic 
leaders share decision-making with the group, help members chart a plan of ac- 
tion, focus on group morale as well as on tasks, and give the entire group credit 
for its success. As much as you may want to be a democratic leader, the role may 
not suit your style. Democratic leaders spend a lot of time meeting with group 
members. In deferring to a group, democratic leaders don’t always get what they 
want. In the long run, however, members of groups with democratic leaders are 
often more satisfied with their group experience, more loyal to their leader, and 
more productive in the long run. 


Laissez-faire Leader. The French phrase laissez faire means “to let people do as 
they choose.” Thus, a laissez-faire leader lets the group take charge. In highly 
productive groups, a laissez-faire style may be a perfect match. The leader just gets 
out of the way of the group and lets it succeed. Unfortunately, laissez-faire leaders 
do little to help a group when it needs decisive leadership. 

Assess your own leadership style. If you understand the ways in which your 
style affects the members of a group, you can better gauge whether you are a good 
match to lead a particular group and to direct its task. 





Ree 


In their book Learning to Lead, Warren Bennis and Joan Goldsmith claim that 
highly effective leaders inspire trust by demonstrating vision, empathy, consis- 
tency, and integrity.”! 


PD Vision: Leaders who involve group members in the creation of shared visions 
instill trust. Leaders who impose a vision may not be trusted to pursue the 
group’s shared goal. 


» Empathy: We trust leaders who have empathy for group members. Even when 
trusted leaders have points of view or backgrounds that differ from those of 


other group members, they try to understand how the group members see 
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situations and how individual members feel about matters. 


B Consistency: We trust consistent leaders who know where they stand. There 
is almost nothing as unsettling as a leader who has one position this week 
and another position next week, especially when each position requires 
group members to expend both time and energy in meeting the leader’s 


expectations. 


» Integrity: We trust moral and ethical leaders. Applying high moral and eth- 
ical standards to their own behavior empowers leaders to apply the same 
standards to everyone in a group. 


Effective leaders must balance the requirements of the task with the social 
and emotional needs of group members. Achieving balanced leadership does 
not depend on developing a particular style. Rather, it depends on a leader’s 
ability to analyze a situation and select appropriate leadership strategies to 
help mobilize a group to achieve its goal. 





Summary 


®> What kind of speaking will | have to do in groups? 


In addition to interacting as a member of small working groups, you may 
have to make presentations to group members during meetings, make 
presentations on behalf of a group to public audiences, or be part of a team 
presentation directed to a group of important decision makers. 


How do | prepare for a group presentation? 


You use the presentation speaking principles described in this textbook while 
also making sure that you help your group achieve its shared goal. In the 
case of a team presentation, you should pay meticulous attention to individ- 
ual presenters and to the team’s presentation as a whole. 


What's the best way to organize group decision making? 


Using the standard problem-solving agenda and using a working agenda are 
two ways to ensure that your group will make a better-informed and better- 
reasoned decision. Group members must understand the nature of an issue 
or problem that they are discussing before they make a decision or select a 
solution to a problem. 


How can | become a more effective group member? 

Develop your credibility by being well prepared (competence), willing to 
make a commitment to the group and its task (character), and skilled at com- 
municating your message and commitment (charisma). 


How can I become an effective group leader? 

Adapt your leadership style to the situation and group. Effective leaders also 
demonstrate vision, empathy, consistency, and integrity as they help group 
members achieve their shared goals. 


Summary 


; Key Terms 
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0 you believe that when you communicate with another 
person your words carry the majority of the meaning of 
the message? If you answered yes, you are mistaken. 
There has’ long been an awareness that it is possi- 
ble to communicate a great deal even without using 
over al language. We also are aware that nonverbal acts are symbolic acts closely con- 
aantected to any talk in progress. They don’t merely reveal information; they represent 
meaning.' “Nonverbal communication is a major force in our lives”? Nonverbal 
behaviors such as smiling, crying, pointing, caressing, and staring appear to be used 
and understood the world over.? 

Nonverbal communication is composed of “all those messages that people 
exchange beyond the words themselves.” We have interpreted body talk, perhaps 
without knowing we were doing so, but only in recent years have attempts been 
made to analyze and explain nonverbal communication in a scientific manner. 

Research has established that nonverbal language is an important means of 
expression. Experts in the field have identified patterns of body language usage 
through the study of films and videotapes and through direct observation. Nonver- 
bal acts seem to have three key characteristics: they are sensitive to the relationship 
between the sender and receiver; they have meaning based on their context (the 
communicators, the setting, and the purpose of the communication); and they are 
part of, not a separate entity from, verbal communication.> 

Because the study of nonverbal communication is more recent than the study 
of verbal communication, we do not yet have a dictionary of its terms ora thorough 
understanding of the process involved. But attempts are being made to apply the 
information that has been collected. One such attempt, known as neurolinguistic 
programming, has been developed to codify and synthesize research on nonverbal 
communication with that of other fields of communication, including cybernetics 
(the study of how the human brain processes information) and language study. 

Traditionally, experts tend to agree that nonverbal communication itself carries 
the impact of a message. “The figure most cited to support this claim is the estimate 
that 93 percent of all meaning in a social situation comes from nonverbal informa- 
tion, while only 7 percent comes from verbal information.”*The figure is deceiving, 
however.’ It is based on two 1976 studies that compared vocal cues with facial cues.® 
While other studies have not supported the 93 percent, it is agreed that both chil- 
dren and adults rely more on nonverbal cues than on verbal cues in interpreting the 
messages of others.” 

In attempting to read nonverbal communication, we must remember that no 
one signal carries much meaning. Instead, such factors as gestures, posture, eye con- 
tact, clothing styles, and movement must all be regarded together. This grouping of 
factors is called a cluster. 

We also must remember that, just as in verbal communication, nonverbal signs 
can have many different meanings. For example, crossing the arms over the chest 
may suggest that a person is cold. But crossed arms accompanied by erect posture, 
tightened body muscles, setting of the jaw, and narrowing of the eyes would likely 
indicate anger. ; 

A person’s background and past pattern of behavior also must be considered 
when we analyze nonverbal communication. The relationship between current and 
past patterns of behavior, as well as the harmony between verbal and nonver- 
bal communication, is termed congruency. When you say to a friend, “You don’t 
look well today,” you are basing your statement on an evaluation of the person’s 
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appearance today compared with her appearance in the past. In other words, some- 
thing has changed, and you have become aware of a difference. If you did not have 
experience to draw on, you would not have noticed the change. 

Few of us realize how much we depend on nonverbal communication to 
encourage and discourage conversations and transactions. For instance, we con- 
sciously wave at waiters and raise our hands to get a teacher’s attention. Much of 
our opening and closing of channels, however, occurs without our consciously real- 
izing it. 

As you observe people conversing, you notice that they may indicate they are 
listening by moving their heads. If they agree with what is said, they may nod affir- 
matively. They may also smile to show pleasure or agreement. If, however, they 
glance several times at their watch, look away from the speaker, cross and uncross 
their legs, and stand up, they are probably signaling that they have closed the chan- 
nel and wish to end the transaction. 


o—_——_—— 
Sources of Nonverbal Signs 


We learn to read words through a step-by-step process in which we are taught to use 
our written oral and reading forms of communication. But how do we acquire non- 
verbal signs? There are two basic sources: innate neurological programs and behay- 
iors common to a culture or a family. 


Neurological Programs 


Innate neurological programs are those automatic nonverbal reactions to stimuli 
with which we are born. These nonverbal “automatic reactions” are reflexive 
because of neurological drives. These reflexive drives seem to be tied to our need 
drives. For example, we blink our eyes automatically when we hear a loud noise 
(survival drive) or when a pebble hits the windshield of the car we are driving (sur- 
vival and territorial drive). Our stomach muscles tighten and our hands sweat when 
we feel insecure (security drive). 

That we are born with some of our nonverbal tendencies is illustrated by the 


fact that “people born blind move their hands when they talk, although they’ve 
never seen anyone do it.”!° 


Cultural and Intercultural Behavior 


Some nonverbal behavior is learned in the same way as spoken language. When we 
display these culturally taught nonverbal behaviors, they are said to be reflective— 
reflective of the culture from which they were learned. 

As children, we observe and imitate people around us; thus we learn not only to 
speak but to behave as they do. Every culture has its own body language, and the 
young learn its patterns along with those of spoken language. As a research anthro- 
pologist indicated, “The important thing to remember is that culture is very persis- 
tent. In this country, we've noted the existence of culture patterns that determine 
[physical] distance between people in the third and fourth generations of some 
families, despite their prolonged contact with people of very different cultural 
heritages.”!! These cultural patterns are readily identifiable. Italians, for example, are 
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noted for using their hands when they speak. In contrast, the British are noted for 
controlling their use of gestures. 

A person who uses more than one verbal language gestures according to the 
language he or she is speaking. Fiorello La Guardia, New York City’s mayor in the 
1930s and early 1940s, carried on his political campaigns in English, Italian, and 
Yiddish—the languages of the major voting blocs in the city. He used one set of ges- 
tures for speaking English, another for Italian, and still another for Yiddish. 

Nonverbal gestures and behaviors convey different messages throughout the 
world. An Arabic male, for example, commonly strokes his chin to show apprecia- 
tion for a woman, whereas a Portuguese man does it by pulling his ear. But in Italy a 
similar kind of ear tugging is a deliberate insult. 

In communicating nonverbally, people also operate on different action chains. 
“An action chain is a behavioral sequence with two or more participating organ- 
isms, in which there are standard steps for reaching a goal. If an individual leaves 
out a step, the chain gets broken, and you have to start all over again.” !* Different 
cultures operate under different action chains. For example, to an American, being 
on time normally means making contact within five minutes or so of a designated 
hour. To a Mexican, however, being on time often means within a reasonable time. 
A European American businessperson, having been kept waiting for twenty minutes 
in a Mexico City client’s office, may decide to leave the office, feeling that she is 
being ignored and that the client’s lateness is a sign of lack of interest in the business 
deal. But the Mexican client may not consider himself at all tardy and may be totally 
confused by the European American’s quick exit. 

European Americans engaged in business dealings with Arabs, for example, 
should understand and adhere to their customs of hospitality so as to be successful. 
The initial meeting with an Arab businessperson is typically devoted to fact finding. 
No commitments are implied or made, but the initial session is usually lengthy 
and thorough. Based on their pattern of working quickly so as not to waste time, 
European Americans often feel that the process is tedious. The next meeting is taken 





Nonverbal Conclusion 
Code 
Eye contact European Americans look at their conversational partner more frequently and for longer duration 


than do African Americans across a variety of situations and relationships. Certain types of questions 
(i.e., about racial topics) invoke longer gazes from both European Americans and African Americans. 
African Americans prefer authority figures who avert their gaze. 

Body movement African American children move around more than European American children and exhibit a 
greater variety of movements. African American children face each other less directly (indirect 
shoulder axis) than do European American children. 

Time African Americans are frequently late for scheduled occasions, especially social occasions. Lateness is 
a logical position within African American subjective reality. Understanding of any culture's use of 
time shouldbe based on an appreciation of history and economic circumstances. African Americans 
have not had much input into determining the structure of the system and may show defiance by 
arriving late. Concern, genuine regard, and respect were communicated by being early or prompt or 
by taking the time to do something. Indifference, contempt, disrespect, and anger were 
communicated by being late, not showing up, or taking little time to do something. 


Source: Michael Hecht, Mary Jane Collier, and Sidney Ribeau, African American Communication (Newbury Park, CA: Sage, 1993), p. 112. 
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up with additional rituals. It is not unusual for a business deal to take as long as 
thirty days to complete. 

Gesture patterns, which have verbal meanings, also vary. For instance, the 
thumb-and-forefinger-in-a-circle gesture means “okay” in the United States. In 
France or Belgium, however, it means the recipient is worth zero. The same gesture 
in Greece and Turkey is a sexual invitation. Similarly, an index finger tapping to the 
temple with the other fingers curled against the palm usually means “ You’re smart” 
in the United States, whereas it communicates “Youre stupid” in most of Europe.”? 

The use of space also varies widely around the world. Arabs, South Americans, 
and Eastern Europeans generally favor close conversational encounters, which may 
make European Americans feel somewhat uncomfortable and Germans and Scan- 
dinavians totally uncomfortable. 

We tend to read nonverbal signs on the basis of our own personal background 
and experiences, and we assume that others share the same interpretations—an 
assumption that can be misleading, even dangerous. We must remember that in all 
forms of communication, an understanding of the receiver is necessary. And, as if 
matters were not complicated enough, we also must be aware that although cultural 
patterns are reported to be persistent, not all the people within a given culture share 
identical patterns. 


ne eee eee 


Emotional Influences on Nonverbal 
Communication 


Emotions have a direct effect on the size of people’s personal territory and their 
resulting nonverbal responses. When people are insecure, they tend to avoid close- 
ness. People who are emotionally upset may even become violent if someone 
invades their territory. Again, these are representative of the basic human needs and 
what happens when they are not being satisfied. 

When people are upset, their bodies may become rigid. For example, many peo- 
ple who are nervous about public speaking report that their throats tighten and 
their stomach muscles contract when they must present a speech. Under great ten- 
sion, the pitch of the voice also rises because vocal cords tighten. 

Those who attempt to mask their emotional upsets may become physically ill. 
The body must release its pent-up feelings. Suppressed emotions must get out 
somehow, and the result may be a headache or an upset stomach. 

People under stress also find that others loom larger and closer than they actu- 
ally are. To a frightened child, an adult can seem like a giant. Because of this, adults 
who are dealing with crying or hysterical children should kneel to talk with them. 
By the same token, police interrogators and trial lawyers know that moving in close 
to an interviewee may cause him to get upset and say something that would be con- 
trolled under normal conditions. This emotional pressure may result in the break- 
ing down of defenses. 

Sometimes nonverbal patterns change because of outside influences. For 
instance, a vast difference exists between normal nonverbal communication and 
deviant communication, such as that caused by drugs, alcohol, or shock. Patterns 
change as people lose control of their ability to make decisions and value judgments. 
A person under the influence of alcohol or drugs does not walk, talk, or have the 
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same bodily controls as when that person is sober. This has resulted in the develop- 
ment of drunk-driver-walking-a-straight-line and touching-the-nose tests, with the 


assumption being that a sober person can perform these acts, while a drunk person 
can’t. 


Verbal and Nonverbal Relationships 


Obviously, a link exists between verbal and nonverbal communication. Because they 
are so tightly interwoven, it is necessary to identify, analyze, and understand their 
various relationships. The main relationships of nonverbal to verbal communication 
can be described as substituting, complementing, conflicting, and accenting."4 


Substituting Relationship 


Suppose someone asks you a question. Instead of answering verbally, you nod your 
head up and down. In doing so, you have used the substituting relationship, 
replacing the action meaning “yes” for the word yes. 


Complementing Relationship 


Body language can complement a verbal message. For example, shaking your head 
horizontally from side to side while saying no reinforces the negative verbalization. 
The simultaneous saying and doing creates a nonverbal complementing relation- 


ship, in which a nonverbal message accompanies a verbal message and adds dimen- 
sion to communication. 


Body shifts can encourage 


or discourage conversation. 
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swer “true” or “false.” 


. Women are more sensitive to nonverbal cues—espe- 
cially facial cues—and they transmit more accurate 





ere is a quiz, based on solid research, that will test 4. When people are conjuring up a lie, their pupils tend to 
your knowledge of nonverbal communication. Just become smaller. However, when they tell the lie, their 


pupils tend to dilate. 
5. The three nonverbal cues an interviewer remembers 
most about a job applicant are gestures, posture, and 


handshake. 
nonverbal cues to others. 
. When contradictory messages are sent through both Answers: 1. true, 2. true, 3. true, 4. true, 5. false—interview- 
verbal and nonverbal channels, most adults see the ers remember eye contact, appearance, and facial expres- 
nonverbal message as more accurate. sions. 


. People with low self-esteem use more eye contact 
when receiving negative messages than when receiv- 


Source: NVC: Nonverbal Communication Studies and Applications, 
by Mark L. Hickson III and Don W. Stacks, Wm. C. Brown 


ing positive ones, while those with high self-esteem do Communications Inc., 2460 Kerper Blvd., Dubuque, IA 52001. 
just the opposite in each case. 


Conflicting Relationship 


A person’s physical movements sometimes can conflict with his or her verbal mes- 
sage. For example, suppose a professor is confronted by a student after a class ses- 
sion. The student asks, “May I speak with you?” The professor says, “Sure, I have lots 
of time.” While making this reply, however, the professor is packing books, glancing 
at the clock, and taking several steps away. A conflict exists between the verbal and 
nonverbal messages. 

When actions conflict with verbal messages, thus forming a conflicting rela- 
tionship between the verbal and nonverbal, as a receiver you should rely more on 
the nonverbal aspect of communication. Nonverbal clues often are more difficult to 
fake than verbal ones. When you were young, you might have been surprised to find 
that your parents knew when you were not telling the truth. There you stood, look- 
ing at the floor, twisting your hands, with a flushed face, as you insisted, “I didn’t do 
it.” The father of the modern psychology movement said, “He that has eyes to see 
and ears to hear may convince himself that no mortal can keep a secret. If his 
lips are silent he chatters with his fingertips; betrayal oozes out of him at every 
pores 

Lie detectors read the body’s nonverbal reactions by measuring changes in 
blood pressure, respiration, and skin response—in other words, by attempting to 
detect a conflicting relationship between the verbal and the nonverbal. This is 
accomplished by hooking up a meter to the fingers, measuring perspiration, or 
checking heart rate on an electrocardiograph machine. “The polygraph is not infal- 
lible,” claims one source, “but it could be as high as 90 percent accurate in the hands 
of a good examiner.”!* Other estimates range from 50 to 70 percent accuracy. 


Accenting Relationship 


Nonverbal behavior may accent parts of a verbal message, much as underlining or 
italicizing emphasizes written language. In the accenting relationship, the nonver- 
bal message stresses the verbal one. Jabbing someone’s shoulder with a finger as you 
turn the person to look at you while commanding, “When I speak to you, look at 
me!” emphatically accents the verbal message with nonverbal signs. 
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Categories of Nonverbal Communication 


Nonverbal channels can be divided into many categories. Our discussion of these 


categories centers on kinesics, proxemics, paravocalics, chronemics, olfactics, aes- 
thetics, and gustorics.” (See Figure 3.1.) 


Kinesics: Body Communication 


Kinesics is the study of communication through the body and its body movements. 
We communicate through the gestures we use, the way we walk and stand, the 
expressions on our faces and in our eyes, the manner in which we combine these 
variables to open or close channels, and what we look like. Specific areas studied in 
the area of kinesics are facsics; ocalics; gestics; haptics; posture, walk, and stance; 
artifactics; and physical characteristics. 


Facsics Facsics is the study of how the face communicates. “The 80 muscles of the 
face can create more than 7,000 expressions.”!* These expressions range from com- 
municating our internal states such as anger or fear, to carrying messages to others 





Figure 3.1 


Categories of 
Nonverbal 
Communication 
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Research has established 
that nonverbal language is 
an important means of 


expression. 





of whether we want to interrupt what they are saying or are interested and want 
them to continue to speak. The face sends information about our personality, inter- 
ests, responsiveness, and emotional states. How we perceive another person is often 
based on that person’s facial expressions as we observe or interact with her. 

Research on the face and its messages has been conducted through FACS (Facial 
Action Coding System). Through this process, we have more data about the face 
than about any other physical nonverbal communication tool.!9 What has been 
determined is that facial expressions are highly complex. Facial expressions are 
movements of such brief duration that if you don’t watch carefully, you miss the 
message. They are also so subtle that they can just pass by us as an observer. An 
upturn of the corners of the mouth, nasal cavity expansions, an eyebrow arching, a 
dropping jaw, or open mouth are so subtle that they are often overlooked and the 
message is not conveyed. 

The FACS studies indicate that such emotions as anger, fear, disgust, sadness, 
happiness, surprise, and contempt may be universal signals. However, other re- 
search states that there is not enough evidence to prove this. Because each language 
system has its own words for these emotions, there would still be questions over the 
universal theory.”° 

The leading FACS researcher summarized the importance of the face in com- 
munication when, based on his early study of facsics, he said, “It’s the one social fact 
that accurately reflects our subjective experiences. It’s the only reflection of man’s 


inner emotional life that is visible to the world.” If anything, follow-up research has 
proved him to be correct.?! 


Ocalics Ocalics is the study of how the eyes communicate. Winking, closing the 
eyes, and raising or lowering the eyelids and eyebrows can convey meaning. 

The eye, unlike other organs of the body, is an extension of the brain.22 Because 
of this, it is almost impossible for an individual to disguise eye meaning from some- 


one who is a member of the same culture. Sayings such as, “Look at the sparkle in 
her eye,” and “He couldn’t look me straight in the eye,” have meaning. Of all our fea- 
tures, our eyes are the most revealing. Often they communicate without our even 
knowing it. For example, when the pupils of our eyes are dilated, we may appear 
friendlier, warmer, and more attractive. 

A person’s eye blinks have an effect on how he or she is perceived by others. For 
example, the slowness or rapidity of eye blinks can indicate nervousness. The nor- 
mal blink rate for someone speaking is 31 to 50 blinks per minute. During the first 
presidential debate in 1996 between President Clinton and his Republican oppo- 
nent, Bob Dole, polls indicated that Mr. Dole was considered to be very nervous. A 
review of the videotapes of the debate indicated that he had averaged 147 eye blinks 
per minute, almost three times the normal rate.?? 

A theory known as pupilometrics indicates that pupils dilate when the eyes are 
focused on a pleasurable object and contract when focused on an unpleasurable 
one.” Enlarged pupils signify interest, and contracted pupils reflect boredom. Thus, 
knowledgeable teachers often watch the pupils of their students’ eyes to ascertain 
their interest in a particular lesson. The idea of wide-eyed wonder and interest is not 
new. In the late eighteenth century, European women placed a drug called bel- 
ladonna in their eyes to keep their pupils large in order to make them look both 
interested and interesting. 

Members of different social classes, generations, ethnic groups, and cultures use 
their eyes differently to express messages. European Americans often complain 
when they feel some foreigners stare at them too intensely or hold a glance too long. 
This is because a gaze of longer than ten seconds is likely to induce discomfort in a 
European American. But lengthy eye contact may be comfortable as long as the 
communicating people have sufficient distance between them. As you walk down a 
corridor, notice that you can look at someone for a long period of time until you 
suddenly feel uncomfortable and glance away. This usually happens at a distance of 
about ten feet. 

When individuals in the European American culture are intent on hiding an 
inner feeling, they may try to avoid eye contact. Thus, the child who has eaten for- 
bidden candy will not look at a questioning parent during the interrogation. (Euro- 
American children are often told, “Look me in the eye and say that.”) 

People in many cultures are very aware of the part played by eyes in communi- 
cating. This awareness has led some to try to mask their eyes. “Since people can’t 
control the responses of their eyes,” reported one source, “many Arabs wear dark 
glasses, even indoors.”*> This is especially true if they are negotiating. 

Thus, in addition to watching a person’s actions, an astute observer can ascer- 
tain what that person is doing by watching his eyes. For example, when 90 percent of 
people look up and to the left, they are recalling a visual memory they have experi- 
enced. Eyes up and to the right picture a future thought.” 


Gestics Gestics is the study of the movements of the body, such as posture, walk, 
and stance, which can give clues about a person’s status, mood, ethnic and cultural 
affiliation, and self-perception. Nods of the head and body shifts can encourage or 
discourage conversation. Other movements may show internal feelings. For exam- 
ple, those who are bored may tap their fingers on a table or bounce a crossed leg. 

As people attempt to communicate, they make gestures. These gestures may be 
classified as speech independent and speech related. Speech-independent gestures 
are not tied to speech. These gestures are referred to as emblems.”’ Speech-related 
gestures are directly tied to, or accompany, speech.”* These gestures are illustrators, 
affect displays, regulators, and adaptors. 
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Emblems are nonverbal acts that have a direct verbal translation or dictionary 
definition, which usually consist of a word or two.”? The sign language of the deaf, 
gestures used by behind-the-scenes television personnel, and signals between two 
underwater swimmers are all examples of the use of emblems. It is important to 
realize that not all emblems are universal. In fact, they tend to be culture specific, 
meaning that an emblem’s meaning in one culture may not be the same as that same 
emblem’s meaning in another. For example, in Hong Kong, a diner signals a waiter 
for the check by making a writing motion with both hands. Extending the index fin- 
ger and motioning toward yourself, as is done for calling a waiter in many parts of 
the United States, is used only for calling animals in Hong Kong.*° 

Illustrators are “kinesic acts accompanying speech that are used to aid in the 
description of what is being said or trace the direction of speech.”?! They are used to 
sketch a path, point to an object, or show spatial relationships. Saying, “Josh, please 
stand up (point at Josh and bring your hand upward), go out the door (point at the 
door), turn to the left (point to the left), and walk straight ahead (point straight 
ahead)” is an example of a cluster of illustrators. 

Affect displays are facial gestures that show emotions and feelings, such as sad- 
ness or happiness. Pouting, winking, and raising or lowering the eyelids and eye- 
brows are examples of affect displays. Different people and cultures tend to use 
facial expressions in different ways. For example, many European American males 
mask and internalize their facial expressions because they have been taught that to 
show emotion is not manly; Italian males, however, express their emotions out- 
wardly.*? 

Regulators are nonverbal acts that maintain and control the back-and-forth 
nature of speaking and listening between two or more people. Nods of the head, eye 
movements, and body shifts are all regulators used to encourage or discourage con- 
versation. Imagine, for example, a conversation between a department manager and 
an employee who has asked for a raise. The manager glances at her watch, her fin- 
gers fidget with the telephone, and she glances through some materials on the desk. 
The manager’s regulator signs indicate that she views the transaction as completed. 

Adaptors are movements that accompany boredom, show internal feelings, or 
regulate a situation. People who are waiting for someone who is late, for example, 
often stand with their arms crossed, fingers tapping on upper arms, foot tapping the 
pavement, and checking the time every few seconds. 


Haptics Haptics is the study of the use of touch as communication. Touch is 
defined as the physical placing of a part of one person’s body on another’s body, 
such as putting your hand on another person’s shoulder. This may be done with or 
without permission. Your skin is a receiver of communication: pats, pinches, 
strokes, slaps, punches, shakes, and kisses all convey meaning. A doctor touches 
your body to ascertain sensitivity and possible illness. You shake hands to satisfy 
social and business welcoming needs. You intimately touch through kisses and use 
sexually arousing touch in the act of lovemaking. The messages that touch commu- 
nicates depend on how, where, and by whom you are touched. 

The importance of touch is well documented. Many people find that when they 
are upset, they rub their hands together or stroke a part of their body, such as the 
arm. We reassure others by touching them on the shoulder or patting them on the 
hand. “Touched and massaged babies gain weight much faster than unmassaged 
babies. They are more active, alert, responsive, better able to tolerate noise, and 
emotionally are more in control.”33 

Most people (except those who have been abused, raped, or brought up in a 
low- or no-touch family or society) associate appropriate touching with positive 
messages.** Those whose bodies have been invaded without permission, however, as 
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in the case of sexual abuse, often pull back or feel 
uncomfortable when touched. In fact, touch avoid- 
ance is one of the signs counselors sometimes used 
to aid in the identification of clients who have been 
physically or sexually abused.*° 

If you have ever wondered why you felt com- 
fortable, or uncomfortable, when you were 
touched, it could well have to do with your 
upbringing. Different cultures regard touch in dif- 
ferent ways. Some avoid touch, while others 
encourage it. The same is true within families. For 
example, in the United States, a moderate-touch 
society, “it is not unusual for an adult to pat the 
head of a small child who has been introduced by 
his or her parents. In Malaysia, and other Asian 
Pacific countries, touching anyone’s head—espe- 
cially a child’s—is improper and considered an 
indignity because the head is regarded as the home 
of the soul.”** In the United States, a handshake is 
appropriate as a business greeting, a bow fulfills the 
same purpose in Japan, and kissing on both cheeks 
is the French custom. 

Touch is not only culture specific but also gen- 
der specific. Women in the European American cul- 
ture tend to engage in more intimate same-sex 
touch than do men. Female pairs are more likely 
than male pairs to exchange hugs, kisses, and Oko 
touches on the arm or back, and to do so for longer 
duration.*” Men touch one another using only nar- 
rowly circumscribed behaviors, such as handshaking or, in instances of extreme Nonverbal communication 
emotion (e.g., athletic accomplishments), hugging, butt slapping, or kissing. The _ is composed of all those 
acceptability of showing physical affection by women may be one of the reasons les- messages that people 
bians may be less discriminated against than gay men.°® People tend to react less to ¢xchange beyond the 
physical displays between women than between men. This is not true in other coun- Words themselves. 
tries, such as Turkey, where it is acceptable for men to hold hands or kiss. In the 
United States, when men touch, kiss, or hug each other, attention is drawn to the 
activity, and since it is not generally part of the cultural norm, it is perceived by 
some in negative ways. 

Permission to touch tends to follow an action chain sequence. If you have ever 
wondered why someone with whom youd like to be intimate pulls away or gets 
rigid when you or the other person is touched, it may well be that you have jumped 
forward in the sequence too quickly. For a person brought up in a moderate- to low- 
touch society, there is an appropriate time not to touch, then to touch, then to kiss, 
and then to fondle. If one person feels he or she is at the no-touch stage, and the 
partner acts at the fondle stage, strong negative verbal and physical reactions may 
follow. ; 

If you would like to measure your touch/touch avoidance, fill out the scale in 
Figure 3.2. 











HI, HONEY, TM HOME...OL No. 
DON'T TELL ME Yovlee STILL 
MAD AT ME FOR USING ALL 
THE MIL ON MY CEREAL 
ge THIS MORNING... 







Posture, Walk, and Stance Does a person’s posture, walk, and stance (the way the 
person stands) say something about that person? Research indicates that it most 
decidedly does.*’ A person’s walk can give us clues about status, mood, ethnic and 
cultural affiliation, and self-perception. 
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Figure 3.2 


The Touch 
Avoidance Scale 





| _ The Touch Avoidance Se Scale 













irections: This instrument i is Pompoed of 18 stitemente concerning eles: 
oout touching other people and being touched. Please indicate the degree to 
which each statement applies to you by circling whether you (1) Strongly 
Disagree, (2) Disagree, (3) Are Undecided, (4) Agree, or (5) Strongly Agree with 

_each statement. While some of these statements may seem gepenioue, | take your 
a time and try to be as honest ; as possible. — 


1 A hug from a same-sex friend is a true | sign of friendship 
. Opposite-sex friends enjoy it when I touch them. = 
. loften put my arm around friends of the same sex. —__ 
__._ 4, When I see two people of the same sex hugging, it revolts me. 
5. Llike it when members of the opposite sex touch me. 

3. People shouldn't be SO Uy Behe about fouching persons 
_ofthesamesex. == 
. I think it is vulgar when members of the opposite sex otc me. 
. When a nce of me fences sex oe me, I find 
_ it unpleasant. 
. | wish I were free to show emotions by Buching members 
ofthesamesex. —_" 
. Pd enjoy giving a massage ‘to an oppose cea friend. 
. I enjoy kissing persons of the same sex. : 
. L like to touch friends that are the same sexasIam. _ 
_ 18. Touching a friend of the same sex does not make me 

uncomfortable. oe oe 
1. I find it enjoyable when z a close opposi “sex friend and on 
Tembrace. . : 
. L enjoy getting a back rub fon a ember of the opposite es sex. 
. I dislike kissing relatives of the same sex. — 

17. Intimate touching with members of the opposite sex oS 

is pleasurable. SS ft 2 
oo Ae i find it neue to be touched by a member of. my own sex. 102 
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= Directions for scoring: 
: A. Add up the circled numbers for items 12,335: 6:9; 10, a 
s 12, 13, 14, 15, and 17: 
o B Score items 4, 7, 8, 16, and 18 in reverse, so a circled 1 is 
scored as 5,2as 4,3 as3,4as 2, and 5 as 1, and add them up: 
: ic \, Add up items (A) and (B) above to get. your score: = 
_ Ascore of 70 or higher indicates a very strong motivation to lace ce than 14% LS 
(about one-seventh) of the population scores this high. If your score is right around — 
~ 60, your motivation is about average, but still generally positive, since the midpoint 
__ between Positive and negative on the scal A score of 50 or lower would place 
o you approximately i in the lower 14% in terms of motivation for touch oS 









. Note: Item 15 from the original scale (Agden en & Leibowitz, 1978) iss been altered fon 
_ “when my date and I embrace” " to’ “when a close opposite-sex friend ad I em race. ” Also, th 
: scoring has been reversed from the ori sat | : <i 





Source: From Environmental Psychology and Nonverbal Behavior, 3, Human Sciences Press, Inc. Reprinted 
by permission of Plenum Publishing Corporation. 
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Detectives and airline security personnel are trained to pick out suspicious peo- 
ple by the way they walk. Walking even follows cultural patterns: Europeans, Euro- 
pean Americans, and Asians have different walks. Some Europeans coming to the 
United States often ask why people are in such a hurry, an impression that comes 
from the quick pace at which European Americans typically walk. 

In general, the way you walk and stand tells more about you than you probably 
realize. When someone enters a room, you instantly form conclusions about that 
person. Some people walk with confidence, and stand with head high, shoulders 
back, and jaw set. Others walk slowly with a stance of sloping shoulders, eyes down, 
withdrawing within their bodies. This posture may indicate lack of confidence. 


Artifactics A person’s clothing, makeup, eyeglasses, and jewelry carry distinct mes- 
sages. Artifactics centers on the study of those things that adorn the body and send 
messages to others about us, as well saying something about ourselves and our selec- 
tion of these items. It is known that the clothing you wear to a job interview may be 
the deciding factor on whether you are hired. 

Clothing is probably the most obvious of the artifact communicators. It is 
almost like a substitute skin, telling an observer something about who you are. 
Because you have made a choice about what to wear, it follows that this is the image 
you want to portray, the attitude you want to present about the type of person you 
are, and the way you want others to perceive you. Wearing something out of the 
mainstream can influence reactions to you. Black trenchcoats were banned in many 
high schools in 1999 after two students, who went on a shooting rampage in 
Columbine High School in Littleton, Colorado, were known to have worn such 
coats. 

For those interested in climbing the business ladder, the corporate uniform is 
still considered essential for interviews. “A job interview is like any other ceremony 
that requires a costume.” “For women a dark blue suit, cream-colored shirt, hems 
on skirts should be at the knees, and no pants.”*! “For men, dark blue suit, white 
shirt and red tie is the way to go.” 

In spite of the emphasis on corporate clothing for interviews, there have been 
some major changes in daily business wear. Originally started in California’s Silicon 
Valley at such companies as Apple Computers, this trend has resulted in a major 
change in dressing at work. Seventy-four percent of U.S. companies allow casual 
dress, and what has become 
known as casual Fridays— 
employees are permitted to 
wear casual clothing on 
Friday—is a popular pol- 
icy.” Even IBM, which had 
a notoriously stiff dress 
code, has eliminated it. 
“Here’s stuffy IBM losing 
millions, and Microsoft, 
where the employees wear 
jeans and T-shirts, making 
millions. The irony is not 
lost on anyone.” 

Although most com- 
panies don't allow blue 
jeans, sneakers, and sweats, 
they will allow loafers, 
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Attractiveness is in the eye 
of the beholder. 





sweaters, and chinos. The guideline? Dress “the way men and 
women would dress to go to a singles bar Friday nights.’*” Many 
clothing manufacturers have developed whole lines of casual 
work clothing.” 

Another new trend is workplace uniforms—not only at 
fast-food restaurants, but on bank officers, travel agents, run- 
ners at the stock exchange, and employees at funeral homes. The 
style, which started with the Century 21 gold-blazered real estate 
brokers, has expanded.” 

Be aware, however, that casualness is not universal. Com- 
panies dealing in foreign markets know that the business suit, 
which rose in nineteenth-century Europe as a costume to make 
managerial workers stand out from production workers, is still 
very much the business garb. In countries like Japan, England, 
and Germany, casual is definitely not accepted. 

Legal professionals also are aware of the effect of clothing 
for themselves and their clients. Lawyers advise clients to dress 
conservatively and reinforce their credibility with a professional 
appearance. 


Physical Characteristics 


A person’s physical characteristics—for instance, height, 
weight, and skin color—communicate about him or her to oth- 
ers. We are sometimes drawn to or repulsed by people accord- 
ing to how they appear physically. 


Attractiveness We can be drawn to or repulsed by a person’s physical appearance. 
The prejudice against unattractive people is deeply ingrained in European Ameri- 
can society. This attitude may, in part, be the result of the emphasis projected by the 
advertising industry on attractiveness in magazine, newspaper, and television ads, 
and the depiction of what makes a person attractive. 

Attractiveness is in the eye of the beholder. What it means to be attractive differs 
from culture to culture. For example, judges at international beauty contests have 
difficulty determining the winner because of the vast physical differences among the 
contestants and the lack of a universal definition for beauty. Thinness for women 
might be important in the European American culture, but not necessarily with 
African Americans. In a study of teenage girls, white females thought an ideal 
attractive woman is five feet, seven inches, “between 100 and 110 pounds, with blue 
eyes and long flowing hair.’** The African American girls in the study named full 
hips and large thighs as the signs of attractiveness. 

A jury’s decision can be affected by both the plaintiff’s and the defendant’s 
physical appearances. In one study, participants in an automobile-negligence trial 
heard tape-recorded testimony. The first set of jurors was shown photographs of an 
attractive male plaintiff and an unattractive male defendant; the second set of jurors 
saw the reverse. A third panel saw no pictures but heard the testimony. The results: 
the attractive plaintiff received a 49 percent positive vote from the first jury, the 
unattractive plaintiff got only a 17 percent positive vote from the second jury, 
and 41 percent of the third group, which did not see any pictures, ruled for the 
plaintiff.°° 

Even salary can be affected by attractiveness. A study indicates that male attor- 


neys who are attractive earn more money than their counterparts who are plain 
looking.>! 


Height It should not be surprising that height can be a communicator. Men often 
are judged purely by their physical presence. “Size can affect a man’s life. Short men 
are discriminated against.”** Men under five feet, six inches are considered short, 
and people regard them as having less power. Short men are referred to as submissive 
and weak; tall men garner such titles as mature and respected. Even elementary stu- 
dents are aware of the height prejudice.* 

A comparison of the starting pay of business school graduates indicates that tall 
males received six hundred dollars per inch more in yearly salary.*# What are the 
implications? Short men need to be better prepared, be aware that they must exceed 
in grades and talent, and sell themselves during job interviews. Success is not impos- 
sible for short men; for example, former Clinton cabinet member Robert Reich is 
less than five feet tall; President James Madison was five feet, four inches; Attila the 
Hun, five feet; and, of course, there was Napoleon. 

Although European American society seems to show a preference for taller 
men, “tall women often are labeled ‘ungainly’; short businesswomen, in fact, may 
have an advantage in not acquiring whatever threatening overtones may attend to 
increasing height.”>> Mother Teresa was just five feet tall.°° 


Proxemics: Spatial Communication 


A basic difference among people can be seen in how they operate within the space 
around them—how they use their territory. The study of how people use and per- 
ceive their social and personal space is called proxemics. 

Every person is surrounded by a psychological bubble of space. This bubble 
contracts and expands depending on the person’s cultural background, emotional 
state, and the activity in which he or she is participating. Northern Europeans— 
English, Scandinavians, and Germans—tend to have a larger zone of personal space 
and often avoid touching and close contact. They require more room around them 
and structure their lifestyles to meet the need for this space. Thus, the English are 
stereotyped as being distant and impersonal, not showing great emotion through 
hugging, kissing, and touching. This stereotype derives from the respect they exhibit 
for each other’s territory. In contrast, Italians, Russians, Spaniards, Latin Americans, 
Middle Easterners, and the French generally tend to like close personal contact. 

Personal space is important to us because we feel that if someone touches our 
body, he or she is attacking us because, in essence, we are our body.*” Many of us do 
not like to be touched but do not really know why. This dislike may stem from cul- 
tural training rather than from something unique to us. When someone who does 
not like to be fondled meets a toucher, the situation can be quite uncomfortable. If 
the toucher places a hand on the arm of the nontoucher, who jerks away, the toucher 
may well get the idea that a rejection has taken place when in fact it is the touch, not 
the person, that has been spurned. 

Culture has an effect on how people perceive themselves in space and how they 
use space. 


Culture and Space When people from different cultural backgrounds come into 
contact, they may assume they have the same concept of space. This, of course, is 
not true. In fact, “cultures can be distinguished by the distances at which members 
interact and how frequently members touch.”* It has been proposed that there are 
contact cultures—those characterized by tactile modes of communication (e.g., 
Latin Americans, Mediterraneans, French, Arabs)—and noncontact cultures (Ger- 
mans, Japanese, English, North Americans). Although heterosexual men in the 
United States and England rarely touch other men, except in times of great emotion 
(such as athletic game victories) or for shaking hands when welcoming or meeting 


393 


394 


someone, arm linking between two men is common in Turkey, Morocco, and many 
Latin countries. 

Even within our own culture, the space bubble varies according to our emo- 
tional state and the activity. Although European Americans usually keep well 
beyond the three-foot personal circle of space, this can change very quickly. If you 
are on a crowded bus and someone presses against you, you may tolerate it. If, how- 
ever, you are standing at a bus stop and someone presses against you, you will prob- 
ably object. This situation brings into play your idea of public distance. 

Your emotional state also can change your idea of space. For instance, when 
some people are angry, they may grab someone by the front of the shirt, step in 
close, get “nose to nose,” and shout. 


Space Distances An examination of space distances allows for an understanding 
of space as it relates to culture. Everyone has spatial needs. Studies of the space dis- 
tances as they relate to white middle-class Americans indicate that there are four clas- 
sifications that explain their spatial needs: intimate, personal, social, and public.®! 

Intimate distance covers a space varying from direct physical contact with 
another person to a distance of eighteen inches. It is used for our most private activ- 
ities: caressing, making love, and sharing intimate ideas and emotions. We can often 
get clues about a relationship by noticing whether the other person allows us to use 
his intimate space. For example, if you have been on a hand-holding/physically 
touching basis with someone, and suddenly he or she will not let you near or pulls 
away when you get very close, a change in the congruency patterns of the relation- 
ship may have occurred. If the other person suddenly encourages close body prox- 
imity, this also may indicate a change in attitude. 

Personal distance, eighteen inches to four feet, is sometimes called the comfort 
bubble. Most European Americans feel most comfortable keeping at this distance 
when talking with others, and invasion of this personal territory will cause us to 
back away. If we are backed into a corner, sitting in a chair, or somehow trapped, we 
will lean away, pull in, and tense up. To avoid invasion of our territory, we might 
place a leg on the rung of a chair or on a stair. Some of us even arrange furniture so 
that no one can invade our territory. For example, businesspeople may place their 
desks so that employees must sit on one side and the boss on the other. In contrast, 
interviewers have reported a completely different atmosphere when talking to job 
applicants if the two chairs are placed facing each other about three to four feet 
apart instead of on opposite sides of the desk. 

Social distance covers a four- to twelve-foot zone that is used during business 
transactions and casual social exchanges. Also part of social distance is the stand- 
ing-seated interaction, in which the person in control stands and the other person 
sits. Standing-seated positions occur, among others, in teacher-pupil and police 
officer—arrestee transactions. 

Public distance may dictate a separation of as little as twelve feet, but it is usu- 
ally more than twenty-five. It is used by teachers in lecture rooms and speakers at 
public gatherings as well as by public figures who wish to place a barrier between 
themselves and their audiences. 

An important aspect of proxemics is the arrangement of seating and how peo- 
ple are spaced at meetings and in homes. 


Small-Group Ecology The physical placement of members of small groups in 
relation to one another has an effect on their behavior. This small-group ecology, 
which includes the placement of chairs, the placement of the person conducting a 
meeting, and the setting for a small-group encounter, clearly influences the group’s 
operation. If, for example, people are seated in a tight circle, they will probably feel 


more comfortable and interact more than they would if they were sitting in straight 
rows. They will be able to see each other’s nonverbal reactions, and because there is 
no inhibiting physical distance, they will lose their self-consciousness as they 
become members of the group. 

Business organizations make considerable use of such nonverbal strategies in 
small-scale conferences. One technique is to seat key members of the group in 
prominent positions to stimulate discussion or even direct it. 


Paravocalics: Vocal Communication 


The vocal effects that accompany words, such as tone of voice—but not the words 
themselves—are called paravocalics. Vocal quality communicates nonverbally to 
the listening ear. The rate (speed), volume (power), pitch (such as soprano or bass), 
pause (stopping), and stress (intensity) of sounds all have particular meanings. 
These paravocal tools are often referred to as vocal cues. 

Vocal cues offer clues to determine the sex, age, and status of a speaker. We also 
can make some pretty accurate judgments about the emotions and feelings of the 
people with whom we communicate by their paralinguistic presentation. If you are 
very angry, the pitch of your voice may go up. And when you are very, very angry, you 
sometimes say words slowly and distinctly, pausing after each word for special effect. 

Research indicates that the voice also may be important in some aspects of per- 
suasion.® A faster rate of speech, more intonation, greater volume, and a less halting 
manner seem to be related to successful attempts at persuasion. If a person sounds 
assured, the receiver credits him or her with a higher degree of credibility. Network 
television anchors, for example, work to cultivate an assured broadcast voice. 

Vocal cues can provide much information about a speaker, and our overall 
reaction to another person is colored at least somewhat by our reactions to these 
cues. Perceptions of vocal cues, combined with other verbal and nonverbal stimuli, 
mold the conceptions we use as bases for communicating.™ 


Chronemics: Time as Communication 


You communicate to yourself and others by the way you use 
time. The way people handle and structure their time is 
known as chronemics. “Each of us is born into and raised in a 
particular time world—an environment with its own rhythm 
to which we entrain ourselves.”© Time, as a communication 
tool, is sometimes greatly misunderstood. Only within certain 
societies, for example, is precise time of great significance. 
Some cultures relate to time as a circular phenomenon in 
which there is no pressure or anxiety about the future. Exis- 
tence follows the cycle of the seasons of planting and harvest- 
ing, the daily rising and setting of the sun, birth and death. In 
circular time, there is no pressing need to achieve or create 
newness, or to produce more than is needed to survive. Nor is 
there fear of death. Such societies have successfully integrated 
the past and future into a peaceful sense of the present. 
Many Native Americans have been raised with this cultural 
attitude toward time. 

Other societies operate on linear time, centered primar- 
ily on the future. These societies focus on the factual and 
technical information needed to fulfill impending demands. 
In most of Western Europe, North America, and Japan, 
punctuality is considered good manners. 
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Formal time is the way in 
which a culture defines its 


time, and it plays a role in 


regulating our lives. 
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Another way of viewing time is to understand its technical, formal, and informal 
uses. Technical time is precise time, as in the way some scientists look at how things 
happen in milliseconds. Few of us come in direct contact with this usage. Formal time 
is the way in which a culture defines its time, and it plays a daily role in most of our 
lives. It refers to centuries, years, months, weeks, days, hours, and minutes. As a stu- 
dent you may think in the formal time terms of semesters or terms. 

Informal time refers to a rather flexible use of time, such as “soon,” or “right 
away.” These terms often cause communicative difficulty because they are arbitrary 
and mean different things to different people. For example, how long is “pretty 
soon”? 

Time has become a critical factor in the U.S. workplace. Throughout a person’s 
career, punctuality is often used as a measure of effectiveness. A person who arrives 
late for a job interview probably will have difficulty overcoming such a negative first 
impression, and employees who arrive late or leave early may be reprimanded and 
even dismissed. 

Time is culture based. European Americans, Euro-Canadians, and Western 
Europeans, in general, are clock bound; African, Latin American, and some Asian 
Pacific cultures are not clock bound. Time is based on personal systems.*” European 
Americans traveling abroad often are irritated by the seeming lack of concern for 
time commitments among residents of some countries. In Mexico and Central 
America, tours may be late; guides may fail to indicate the correct arrival and depar- 
ture times. Yet in other places, such as Switzerland, travelers can set their watch by 
the promptness of the trains. Businesspeople may get confused over what “on time” 
means as they meet those from other cultures. “In Britain and North America one 
may be 5 minutes late for a business appointment, but not 15 minutes and certainly 
not 30 minutes late, which is perfectly normal in Arab countries.”® In Latin Amer- 
ica one is expected to arrive late to an appointment. This same tardiness for Ger- 
mans or European Americans would be perceived as rudeness. 

The differences in the use of time have been noted in regard to college students 
and when they arrive for classes and turn in assignments. For instance, one Euro- 
American professor notes, “Brazilian students showed few signs of concern for 
lateness, arriving as much as an hour late for a two-hour class, but also feeling com- 
fortable about asking questions long after the class had officially ended.” Some 
cultures, such as gays and Hispanics, often are amused by their use of time and even 
have names that refer to the habitual lateness such as gay-late and mafana time. 

In cultures that value promptness, one of the questions raised about time cen- 
ters on the person who is constantly late. What does habitual tardiness reveal about 
the person? Chronic lateness, in a formal time culture, may be deeply rooted in a 
person’s psyche. Compulsive tardiness is rewarding on some level. A key emotional 
conflict for the chronically late person involves his or her need to feel special. Such a 
person may not gain enough recognition in other ways; people must be special in 
some way, so the person is special by being late. Other reasons include needs for 
punishment, power, or as an expression of hostility.”! Tardiness can be a sign that a 
person wants to avoid something or that the activity or person to be met is not 


important enough to warrant the effort to be on time. Procrastinators are often not 
valued in a linear time-focused culture. 


Olfactics: Smell as Communication 


Olfactics is the study of smell. We communicate through our smells. Our sense of 
smell is extraordinarily precise. Growing evidence also suggests that we remember 
what we smell longer than what we see and hear.” Our sense of smell is very selec- 
tive and helps us reach conclusions. We are attracted by the scents of certain 


colognes and repulsed by others. Some people find certain body odors offensive. 
This is especially true in a country such as the United States, where we have been 
taught by advertisers and medical people to wash off natural odors and replace 
them by neutral, fragrance-free, or substitute smells. This is not the case in other 
cultures. . 

We often make decisions without realizing that these choices are based on 
odors. Several phenomena provide insight into how smell serves as a nonverbal 
communication tool: smell blindness, smell adaptation, smell memory, smell over- 
load, and smell discrimination.”? 

Each person has a unique ability to identify and distinguish smells. Smell blind- 
ness occurs when a person is unable to detect smells. It parallels color blindness or 
deafness because it is a physiological blockage. It accounts for the fact that some peo- 
ple do not smell their own or others’ body odors or detect the differences in the odors 
of various foods. Because smell and taste are so closely aligned, this can explain why 
people who are smell-blind may also have taste-identification difficulties. 

Smell adaptation occurs when we gradually lose the distinctiveness of a partic- 
ular smell through repeated contact with it. When you walk into a bakery, you may 
be aware of the wonderful odors. The clerks who work there, however, may have 
become so used to the odors that they are not aware of them. The speed at which the 
odor message is adapted to depends on the strength of the odor and the length of 
time we are in contact with it. 

If as a child your grandmother baked your favorite dessert, walking into some- 
one’s home years later and smelling that same odor may cause you to flash back to 
memories of your grandmother. This ability to recall previous situations when 
encountering a particular smell associated with them is smell memory. Smelling a 
crayon may trigger flashbacks to experiences you had in kindergarten, the odors of 
a dentist’s office may cause your teeth to ache, or passing a perfume counter with 
samples of a cologne a former lover wore may trigger intrapersonal smell memories. 

Have you ever entered an elevator and been bombarded by the heavy dose of 
perfume of another passenger? Onions in a salad are fine, but slicing several at the 
sink may cause you to cry. These are both examples of smell overload. Smell over- 
load takes place when an exceptionally large number of odors or one extremely 
strong odor overpowers you. Walking down a detergent aisle in a supermarket or 
standing in a small room with several people who are smoking can trigger smell 
overload. 

The ability to identify people, places, and things on the basis of their smell is 
smell discrimination. We can detect more than ten thousand different odors.”* You 
may have been able to distinguish someone who comes up behind you by the smell 
of her or his hair. The identification takes place through smell discrimination, 
which allows us to tell the difference between cinnamon and garlic, bananas and 
oranges, and one person and another. 


Aesthetics: Mood and Beauty as Communication 


The study of communication of a message or mood through color or music is aes- 
thetics. When you are driving a car, the type of music on the radio affects your dri- 
ving, alertness, and concentration. And the music in an elevator is almost never 
loud and pulsating because such strong sounds would be too emotionally stressful 
for people in a small, contained area. 

As you stroll through the supermarket, you may not even be aware of how 
music affects you. During a nine-week test, the music in one supermarket was ran- 
domly played at a slow 60 beats a minute on some days and at 108 beats a minute on 
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others. Not surprisingly, on slow-tempo days the store’s gross receipts were 38.2 per- 
cent higher as people walked at a leisurely pace and purchased more.” 

A study on the impact of rock music tested more than twenty thousand records 
for their effect on muscle strength. (This sort of activity is part of a science entitled 
behavioral kinesiology,’”© which holds that particular kinds of food, clothes, 
thoughts, and music strengthen or weaken the muscles of the body.) According to a 
behavioral kinesiologist, “listening to rock music frequently causes all the muscles in 
the body to go weak.””” This relationship may well account for the drugged and 
dreamlike feelings of some people who attend rock concerts. It is theorized that 
some rock music has a stopped quality that is not present in other types of music— 
that is, the beat is stopped at the end of each bar or measure. Because the music 
stops and then must start again, the listener subconsciously comes to a halt at the 
end of each measure; this may tire the listener. 

Other studies indicate that the effect of music also is based on tempo, rhythm, 
and instrumentation. Music can heighten a person’s attention or induce boredom, 
thereby creating a nonverbal language that can change or stimulate various activi- 
ties.”* These effects, combined with the behavioral kinesiology studies, suggest that 
music can serve like a drug in regulating behavior. Music, for example, has been 
credited with easing pain, and a type of music therapy is being used in hospices in 
working with dying patients. 

Colors also affect people, and many institutions are putting into practice this 
awareness. For example, hospitals are experimenting with using various colors for 
their rooms in hopes that the colors may motivate sick people to get well or ease 
pain. Hospitals also are painting large pieces of equipment, such as x-ray machines, 
the same color as the background walls so they do not appear as frightening to 
patients. Prisons are using pale pink shades because it is the most calming of colors. 
Similarly, bright colors are being added to classrooms to make students feel alert, 
but not in such amounts that the colors become overpowering. 


Gustorics: Taste as Communication 


Every time we place a substance in our mouths, our sense of taste communicates. 
Like our other senses, the sense of taste acts as a medium that carries messages of 
pleasure, displeasure, and warning to our brains.’”? Gustorics is the study of how 
taste communicates. It encompasses the communication aspects of such factors as 
the classifications of taste, the role of culture on taste, the role of food deprivation, 
food preferences, taste expectations, and color and textures as an encourager or dis- 
courager of eating and drinking. 

Taste qualities have been classified: bitter, salty, sweet, and sour are taste identi- 
fiers with which you are probably familiar. We receive these signals much the same 
as we do smells. We come in physical contact with the object that brings about the 
sense reaction within us. These sense reactions are located not on our tongue, but in 
various regions of our mouth and throat. The taste buds of the mouth are the most 
common tasters. 

It is interesting to note that just as some people have smell blindness, and oth- 
ers can't smell all or some odors, some people have taste blindness—the inability to 
taste. This can either be a defect in their senses at birth or the destruction of the 
tasters through an accident or illness. This can be long or short term. It is estimated, 


for example, that 30 to 50 percent of all expectant mothers temporarily suffer taste 
loss during the first three months of pregnancy.®° Other people have extremely sen- 
sitive tasting abilities. They react very strongly to the slightest taste, may find slightly 
spicy foods to be very offensive, and the taste of certain foods may stimulate allergic 
reactions. . 

Another phenomenon associated with gustorics is taste adaptation. Taste adap- 
tation takes place when a person becomes used to a taste to the degree that he or she 
can eat a substance and not taste it. People who eat a lot of very spicy foods may 
eventually develop an insensitivity to the tang. 


Using Nonverbal Communication 


A question arises as to why, if nonverbal communication is such an important 
aspect of communication, most people aren’t aware of it or don’t pay much overt 
attention to its powers. One reason is that most people have not been taught that 
actions communicate as clearly as words communicate, so they don’t look for the 
nonverbal components. Schools don’t generally teach courses in the subject, and 
what we do learn tends to be through subtle cultural communication. You may have 
been told that if you didn’t look someone in the eye as you speak, that person might 
not believe you, or that you should stand up straight and walk with pride, or that 
you are judged by what you wear. These messages actually say, “Pay attention to the 
nonverbals,” but most of us don’t tie that to the fact that nonverbal communication 
is carrying messages. 

Being aware that nonverbal communication exists, being aware that you need 
to listen to others with your eyes as well as your ears and that monitoring what you 
do as a nonverbal communicator will help you to become a more competent com- 
municator. 
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Nonverbals’ Role in 
Persuasion 


Perhaps you believe visuals 
won't help you persuade. If so, 
consider a Columbia 
University study that shows 
the percentages each sense 
usually plays in interpreting 


messages. 
Touch 65% 
Taste 1.5% 
Smell 6% 
Hearings 11% 
Sight 80% 


Source: Creative Negotiating: 
Proven Techniques for Getting 
What You Want From Any Negoti- 
ation, by Stephen Kozicki, 
Adams Media Corp., 260 Center 
St., Holbrook, Mass. 02343. 
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In Conclusion 


Nonverbal communication is composed of all those messages that people exchange 
beyond the words themselves. Nonverbal communication is a major force in our 
lives. There are two basic sources of nonverbals: innate neurological programs and 
behavior common to a culture. Research shows a relationship between nonverbal 
and verbal communication. In attempting to read nonverbal communication, we 
must remember that no one signal carries much meaning. Nonverbal communica- 
tion centers on discussing the categories of the medium: kinesics, physical charac- 
teristics, proxemics, paravocalics, chronemics, olfactics, aesthetics, and gustorics. 
Through all of these channels, humans are always sending messages, even when no 
words are used. 








oo —— 
Learn by Doing 


1. Research one of these topics or people and be prepared to give a two minute 
speech on what you have learned regarding the topic and nonverbal communi- 
cation: neurolinguistic programming, Ray Birdwhistell, Albert Mehrabian, 
Edward Hall, pupilometrics, biorhythms, Muzak, behavioral kinesiology. 


MS 


Give examples of your own recent use of substituting, complementing, conflict- 
ing, and accenting. 


3. Carefully observe members of your family or think of the nonverbal patterns 
they display. Can you find any similarities between their patterns and your 
own? 


= 


Identify a cultural-specific nonverbal trait and describe it to the class. 


5. Make a list of five emblems observed by you, by members of your family, or 
within your culture. Be prepared to demonstrate them. Compare your explana- 
tions of what they mean with those of your classmates. 


6. Carry on a conversation with a person outside your classroom. As you speak, 
slowly move closer to him or her. Continue to move in on the person gradually. 
Observe his or her reaction. Did the person back up? Cross his or her arms? 
Report to the class on the results of this experiment. 
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Key Terms 


nonverbal communication 
neurolinguistic programming 
cluster 

congruency 

innate neurological programs 
reflexive 

reflective 

action chain 

substituting relationship 
complementing relationship 
conflicting relationship 
accenting relationship 
kinesics 

facsics 

ocalics 

pupilometrics 

gestics 

speech-independent gestures 
speech-related gestures 
emblems 

illustrators 

affect displays 

regulators 

adaptors 

haptics 

artifactics 

physical characteristics 


proxemics 

contact cultures 
noncontact cultures 
intimate distance 
personal distance 
social distance 
standing-seated interaction 
public distance 
small-group ecology 
paravocalics 
chronemics 

circular time 

linear time 

technical time 
formal time 
informal time 
olfactics 

smell blindness 
smell adaptation 
smell memory 

smell overload 

smell discrimination 
aesthetics 
behavioral kinesiology 
gustorics 

taste blindness 

taste adaptation 
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he concept of interpersonal communication developed in 
the early 1950s.! As a result of research on the subject, the 
field of speech expanded from study focused on public 
speaking into the broader field of communication, 
Bete encompassing such areas as self-disclosure, approval seek- 
a ing, relational communication, family communication, conversational communica- 
, and conflict resolution. Note that the field is called communication, not com- 
ications (with an “s”). The latter is reserved for topics such as electronic media, 
telephones, and computers. 

The term interpersonal communication can be defined as “communication that 
is based on communicators’ recognition of each other’s uniqueness and the devel- 
opment of messages that reflect that recognition.”? It can also be described as an 
interactional process in which two people send and receive messages. Two primary 
themes underlie this process: communication necessitates give and take, and com- 
munication involves relationships and information. 

Because there can be no communication unless the communicators give and 
take information, the basis for interpersonal transactions is the sending and receiv- 
ing of messages in such a way that they are successfully encoded and decoded. The 
more experiences the communicators have in common and the more openness they 
have between them, the more likely it is that their communication will be successful. 

Our interpersonal relationships bring together the most important people, roles, 
contexts, and energies we experience. Interpersonal communication functions to com- 
bat loneliness, shape self-concepts, confirm experiences, renew personal and intraper- 
sonal growth, and aid us in understanding who we are and how we relate to others. 

Interpersonal skills have been identified by business executives as one of the 
three most important abilities that employees must have (good listening and effec- 
tive problem solving are the others).* On the personal level, family and relational 
communication is dependent on your being a competent interpersonal communi- 
cator. A recent study, for example, revealed that interpersonal communication is at 
the core of success in college. Your interpersonal abilities affect your academic suc- 
cess, roommate rapport, and social connectedness.* 























Our interpersonal 
relationships bring 
together the most 
important people, roles, 
contexts, and energies we 


experience. 
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Basic Concepts of Interpersonal Communication | 
As you read about interpersonal communication, keep some basic concepts in mind: 


Communication takes place within a system. As we enter into communicative rela- 

tionships with others, we set a pattern by which we will interact. For example, in 
a family, there are flow patterns of message sending and receiving: who speaks to 
whom, who controls the interactions, who has the power to praise and punish, who 
can encourage or stop the message flow. If you examine any relationship you are in, 
you will recognize patterns by which the communication flows. 

A change in the system results in a change of the communication. If someone in 
the system changes roles (e.g., a teenager leaves for college) or outside factors 
change the system (a grandparent gets ill and moves in), that changes the commu- 
nicative system. 

There may be resistance to changing the system because this may also shift the 
power structure. If your supervisor, spouse, lover, or friend likes being in control 
and you are proposing a change, problems may arise. At the other extreme, there 
also may be situations in which the system requires adjustment so that a person is 
forced to assume responsibility after having been dependent on someone else. 
Whatever happens, the communication system remains unchanged as long as the 
status quo is maintained. 


2 We teach others how to treat us. The system in which communication takes place 
needs to be structured. Each person plays a role when a system is developing; if 
both people accept their roles, then those roles become part of the system. If it is 
rejected, then it does not become a system rule. Often we wonder why people treat 
us as they do. In many instances it is because when they treat us in a particular way, 
we don't object; therefore, it becomes the pattern. For example, habitual physical 
abusers at one point hit people, who don’t object or feel that they had the power to 
defend themselves. Therefore, the next time the abuser got angry, he or she repeated 
the action. The cycle is set. 


We communicate what and who we are. Every time we communicate, we tell a great 

deal about ourselves. Our selection of words, the tone of our voice, and the gestures 
we use combine to give a picture of our values, likes and dislikes, and self-perceptions. 
We give clues to our background by our pronunciation patterns and the attitudes we 
express. As receivers, we form conclusions about senders and react to these conclu- 
sions based on our own culture—our background, experiences, and beliefs. 


A of our interpersonal communication centers on our wanting others to act or 
think or feel as we do; in other words, much of it is an attempt at persuasion. In our 
interpersonal relations with parents, children, and friends, we often attempt to alter 
or reinforce behavior, gain compliance, give advice, or elicit some type of action. 


Meaning is in people, not in words. A word has a meaning only by virtue of the 

meaning people give to that word. In communicating with others, we must be 
aware that what a particular symbol means to us is not necessarily what it means to 
the other person. A home owner hearing the word grass may think of the lawn. A 
drug counselor probably thinks of marijuana. Unless some basis for understanding 
exists, ineffective communication may be the result. Thus, we must define terms and 
ee examples, keeping our audience in mind and adjusting our messages accord- 
ingly. 


6. cannot not communicate. Communication does not necessarily stop simply 
because people stop talking and listening. Suppose you do not answer a question 
your instructor has asked. Or suppose you sit quietly at the dinner table instead 
of joining in the conversation. In these cases, you are still sending messages, 
although your lips are silent. Remember that much communicating is done below 
the verbal level. You may think that if you do not actively participate, you are not 
sending messages—but you are! In many instances, your body is communicating 
nonverbally, and the very fact that you are not saying something may be interpreted 


as if you were telling the other person that you are not interested, don’t care, or 
disagree. 


ee react to our actions. We are constantly demonstrating the action-reaction 
principle. When we smile, others are likely to smile back; when we display 
anger, others tend to do the same. Try an experiment. The next time you walk 
down a hallway or a sidewalk, smile as others come toward you. You probably will 
find that the people you pass smile back, often saying hello—action-reaction. Think 
back to the last time you had an argument. If you raised your voice, what did 
the other person do? No doubt that person also raised his or her voice—action- 
reaction. 


We do what we do because in the end we expect to achieve happiness. When we 

choose to enter into communication, we do so hoping to gain from the experi- 
ence, but certainly to be in no worse psychological shape than when we entered. 
Consequently, many people try to avoid any situation in which they feel they may 
get negative feedback or be unsuccessful in communicating their ideas. 


We cannot always have the same understandings and feelings as others. As we com- 

municate, we must recognize that because of differences in cultures, the only 
areas we share are those in which we have a common experiential background. To 
illustrate this, let us assume that all our knowledge and experience is contained 
within one circle and that all the knowledge and experience of the person with 
whom we are communicating is contained within another circle. The only com- 
monality—the only place where our ideas, concepts, beliefs, and vocabulary will 
overlap—is where we have had similar exposure. Figure 6.1 illustrates this idea. 
Only in the area where the circles overlap are there any common unities. 
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Figure 6.1 


Commonality of 
Experience Between 
Two Persons 
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| Figure 6.2 ~ 


Commonality of 
Experience Among Three 
Persons 





If we add a third person to the conversation, the problem becomes even greater, 
as Figure 6.2 illustrates. Here, many areas of overlap exist between persons A and B, 
between persons A and C, and between persons B and C. But notice the small area of 
overlap among all three. The difficulty of communicating with large groups of peo- 
ple can be easily demonstrated when this process of drawing representative circles is 
continued. 


eo 
Self-Disclosure 


The starting point of any interpersonal communication is self-talk—intraperson- 
ally communicating within one’s self. The self-talk often triggers confidences and 
inquiries we have about ourselves, which then affects our interpersonal communi- 
cation decisions. The view you have of yourself, your self-concept, determines what 
you will say and to whom you will say it. For example, if you perceive yourself to be 
a good communicator, then you are likely to feel confident in your communication. 
But if you label yourself as shy or apprehensive, then you may find it difficult to 
express yourself. At the heart of this dynamic process is the premise that if you do 
not accept yourself, probably no one else will either; your lack of confidence is eas- 
ily picked up by those with whom you interact. 

Some people worry about appearing too self-confident and being thought a 
braggart. But accepting yourself as a worthy person does not necessarily mean you 
are boasting. Sometimes you have to “blow your own horn” because no one else 
knows how to play the tune. You know yourself better than others and know more 
about yourself and your skills and talents than others do. Share your accomplish- 
ments, but don’t oversell yourself, and let others share their accomplishments as 
well. 

Self-love means accepting yourself as a worthy person because you choose to 
do so. Self-love has nothing to do with the sort of behavior characterized by telling 


everyone how wonderful you are. Self-love means to love yourself; it doesn’t 
demand the love of others. Self-love is the basis for accepting who and what you are 
and realizing that if others can’t accept you as you are, that is their problem and not 
yours. This is not to say that you can’t listen to others and attempt to make changes 
in yourself, but the bottom line is your ability to accept yourself as a viable human 
being. This does not, of course, allow you to aggress against others physically, sexu- 
ally, or psychologically. 

Self-disclosure is “intentionally letting the other person know who you are by 
communicating self-revealing information.”> This revealing can be accomplished 
through verbal or nonverbal messages. 

Whether the atmosphere is supportive or defensive is a large factor in deter- 
mining how much will be revealed and how vulnerable you will allow yourself to 
become. The amount and type of disclosure will also be based on the relationship 
between the people involved. The deepest level of self-disclosure occurs when two 
people open themselves in such a way that each can be hurt by the other’s actions. 

Self-disclosure allows others to understand you, and it allows you to under- 
stand yourself. As you talk about yourself, not only the other person is exposed to 
you; you may learn something about yourself. One of the activities in psychother- 
apy, for example, is to get clients to talk about themselves in order to talk out what 
they think and feel, with the intent of having them learn who they really are. 


The Self and Others 


Your image of yourself makes up your “I.”° The self-perceived I is the image you 
project, the way you perceive yourself. It is revealed through the words, ideas, 
actions, clothing, and lifestyle you choose. All of these communicate your “I” to oth- 
ers. 

Those with whom you come into contact also build their own images of you for 
themselves, and they sometimes communicate this image to you. For example, friends 
comment about what they like and dislike about you; teachers and parents praise and 
criticize; significant others and supervisors evaluate. These collective judgments by 
significant others develop into a “Me.” The other-perceived Me is the person that oth- 
ers perceive you to be. It may be the same as or different from your self-perceived I. 

One of the best ways to understand how the I-Me dichotomy affects your com- 
munication is to examine the entire process as a mathematical formula. Under ideal 
conditions, we come as close to I = Me (I equals Me) as we can. Just as in algebra, 
when the equation balances, there is no basic error. If your perception of self (I) and 
the perception of you that significant others hold (Me) are basically the same—if 
these perceptions balance—then you maintain your equilibrium and continue to 
function as before. As a result, you continue to communicate in the same manner as 
previously. 

When the I and the Me are not in balance (I#Me), you have four options for how 
to communicatively react: 


1. You can alter your communication actions. You attempt to make the specific 
changes the significant other has indicated. In the play Our Town, George, 
one of the play’s young lovers, must decide whether to alter his behavior as a 
result of a conversation with his girlfriend, Emily. She tells George that he is 
spending all his time playing baseball and that he has become stuck-up and 
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conceited. As the conversation continues, George offers to buy Emily an ice 
cream soda to celebrate not only their recent election as class officers but also 
his good fortune in having a friend who tells him what he should be told. The 
scene ends with George’s promise to take Emily’s advice and change his ways. 
You can change on your own or you can get help from mental health profes- 
sionals, friends, or relatives. You have probably known someone whose personal- 
ity changed suddenly, or even over a period of time, because of an alteration of 
attitudes and ideas as expressed through verbal and nonverbal communication. 


. You can accept an evaluation by acknowledging that it exists, but you feel the rec- 


ommended change is not desirable. Consequently, you accept the evaluation but 
do not change. For example, a member may take the leadership role after a 
group makes no progress toward accomplishing its goal. Another member may 
accuse the newly emerged leader of exerting too much power. Because the 
group made no previous progress and is now well on its way to fulfilling its 
goal, the newly emerged leader may decide to accept the evaluation but not 
make any changes in her behavior pattern. 


. You completely reject the input. You consider the information, decide it is not 


true, and do nothing about making any changes. This happens, for example, 
when a student in a speech class, rather than accepting comments about his 
presentation, refuses to consider any suggestions. It can take place in a work 
environment when an employee fails to make the adjustments presented by a 
manager. 


. You can ignore any evaluation. You don’t seek out criticism, and if someone 


attempts to give it, you refuse even to listen to what is said. Ignorers use state- 
ments such as, “Don’t even bother to tell me what you think. I’m not inter- 
ested.” Sometimes you block out all criticism because you find it self-defeating. 
Think, for example, of people who adopt the attitude: “I am what I am, and I'll 
be that way no matter what you say!” 
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Seeking Approval 


A great deal of our interpersonal communication is spent on trying to get the 
approval of others. In some instances, people seek approval at the expense of dimin- 
ishing their self-worth. Some people are so controlled by others and the fear that 
others (friends, relatives, employers) won’t like them that they almost become 
immobile. Thus, not being able to make decisions for themselves, they turn over 
their destiny to others. 


If you want to eliminate approval-seeking behavior as a major need in your life, 


keep these guidelines in mind: 


If you think someone else is trying to control you by withholding approval, 


say so. 


When you are faced with disapproval, ask yourself, “If they agreed with me, 


would I be better off?” 


* Accept that some people will never understand you and that this situation is 


perfectly acceptable. 


* You can refuse to argue or try convincing anyone of the rightness of your 


stance and still simply believe it. 


@ Trust yourself. 


@ Stop verifying your ideas by having them substantiated by others. 


Work at eliminating the apologies you make even when you are not wrong or 
sorry for what you have said or done. 


The self-fulfilled person—the person who confidently chooses what to reveal 
and to whom—is not intimidated into a negative self-concept and realizes that there 
will always be problems, frustrations, and failures in life. These people have learned to 
be happy and are therefore confident of their ability in interpersonal communication. 
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Emotions 


A theory that relates to how the brain works suggests that in the process of human 
development, two brains developed. These are parallel to the right and left lobes of 
the brain. The first brain to develop was the emotional brain (the right lobe), and 
therefore it triggers first. Then the second brain, the logical brain, is triggered.” The 
logical brain contains the information we are taught: reasoning patterns, the rules of 
civilized behavior, and cultural rules. This also parallels the concept that we instinc- 
tively act; then we logically reason to conclusions. It has been estimated that 90 per- 
cent of our actions are emotional, leaving only 10 percent intellectual.’ 

Any message we communicate is made up of both logic and emotion. Emo- 
tional states include fear, anger, disgust, grief, joy, surprise, and yearning. You prob- 
ably have grown up believing that you can control your emotions—that anger, fear, 
and hate, as well as love, ecstasy, and joy, are things that happen to you but can be 
stuffed (held inside), especially if you are a typical European American male. If you 
were brought up to believe that it is good to control your emotions, whether love or 
hate; that nice people do not display their emotions; or that men do not cry; then 
this statement may startle you: There is nothing wrong with expressing your feelings; it 
is normal and natural! 

One of the most feared interpersonal displays of emotion is anger, yet anger is a 
natural, normal emotion. To react with anger to a situation or set of events is not 
bad. Anger serves as an emotional defense mechanism to relieve the stress of an 
overly stressful situation. Suppressed anger leads to ill health, emotional distur- 
bance, and a general feeling of unhappiness. Expressions of anger, however, can be 
constructive or destructive. Letting out your anger by saying how you feel while not 
verbally or physically attacking another person can be a positive outlet. But physi- 
cally or verbally abusing a person is not a positive way of showing emotions. If we 
use someone as a scapegoat, blaming him or her for our own shortcomings, we are 
not being fair to ourselves or the other person. Each of us must assume responsibil- 
ity for our feelings and for our reactions to them. 
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Power 


“Power is the ability.to control what happens—to cause things you want to happen 
and to block things you don’t want to happen.”!° 

The hierarchy of power may determine the message sent and received and the 
effect of that message. Thus, people in positions of power—parents, judges, teachers, 
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supervisors—are often able to obtain a desired response because of the position 
they hold. After all, a judge can confine a defendant; a professor can fail a student; a 
supervisor can fire an employee. When these symbols and controls are held over the 
“victim,” the weakness of this person’s position becomes obvious. 

When we are involved in interpersonal communication, we must recognize that 
we can lose a great deal by failing to realize the consequences of what we say and to 
whom. If a person has the power to control us, we must be willing to pay the price 
for any show of strength we may make; the price can include losing a job, failing a 
class, or getting a traffic ticket. If, however, we are in a position of power, we can, if 
we so desire, demand obedience based purely on our ability to manipulate, reward, 
and control. 

Ideally, the use of power is controlled to the extent that it becomes a tool of 
cooperation rather than a weapon of punishment. A Hindu proverb says, “There is 
nothing noble in being superior to another man; true nobility is in being superior to 
your former self.” Realistically, however, we must recognize that many people do not 
hold this attitude, and we should take this into consideration in our dealings with 
others. 

Besides power as a communication factor, gender considerations are at the base 
of much of our interpersonal communication. 


OO 


Male/Masculine—Female/Feminine 
Communication 


“Some people become angry at the mere suggestion that women and men are dif- 
ferent.”!! “Recent decades have witnessed two contradictory processes: the develop- 
ment of scientific research into the differences between sexes, and the denial that 
such differences exist.”!? This controversy as to whether men and women do, in fact, 
communicate differently has directly affected the field of communication. 

In the early 1990s research in gender communication seemed to indicate 
strongly that there were vast differences between the communication of males and 
females. Lately, however, there has been a reexamination of the early data. Commu- 
nication scholars, for example, has investigated the research background of one of 
the first books to expose the differences between male and female communication 
and concluded that the text “makes quantitative claims based on thin sources, gen- 
eralizes from small and unrepresentative study samples, and overlooks studies that 
support other explanations of differences in conversational styles.”!? They contend 
that “the best evidence on gender and communication suggests that men and 
women are far more alike than different.”4 

While accepting that there are many similarities, there appears to be enough 
evidence beyond that of the initial writings in the field to indicate that differences 
do exist—enough that the different tendencies deserve to be discussed. !5 


Sex and Gender 


“Sex refers to one’s biological or physical self while gender refers to one’s psycholog- 
ical, social, and interactive characteristics.” !® 

From the sexual perspective, biological research has “produced a body of find- 
ings which paints a remarkably consistent picture of sexual asymmetry. The sexes 
are different because the brain, the chief administrative and emotional organ of life, 


is differently constructed in men and in women. It processes 
information in a different way, which results in different per- 
ceptions, priorities and behavior.”!” 

These biological underpinnings can have a profound 
effect on communicating. For example, scientists suggest 
that the differences in emotional response between men and 
women can be explained by the differences in the structure 
and organization of the brain. Because the two halves of a 
man’s brain are connected by a smaller number of fibers 
than a womans, the flow of information between one side of 
the brain and the other is more restricted. It is proposed, 
therefore, that a woman can express her emotions better in 
words because what she feels has been transmitted more 
effectively to the verbal side of her brain.!8 

Parallel to this view are findings about gender. This 
research shows that “gender is socially constructed. Because 
of the lessons we learn about ourselves and our world, peo- 
ple may develop differently. As children and later as adults, 
females and males often are treated differently, so it hardly is 
surprising that our ways of knowing and ways of being are 
distinct.'? “From infancy on, males generally learn masculine 
traits—independence, self-absorption, competition, aggres- 
sion.” “Men value power, competency, efficiency, and 
achievement. They are more interested in objects and things 
than people and feelings.””! “Females learn feminine traits—dependence, other- 
absorption, nurturance, sensitivity.” Again, recognize that there are some children 
who learn reverse gender roles. 

Another factor to keep in mind is that the terms “men’s traits” and “women’s 
traits” really refer to “masculine traits” and “feminine traits.” In fact, it has been sug- 
gested that discussion of male and female communication should refer to “mannish 
tendencies” and “womanish tendencies.””3 

Remember that gender tendencies are not sexual descriptors. Someone whose 
gestures, walk, voice pitch, and language better fit the stereotype of what a member 
of the opposite sex usually uses does not make the user sexually that gender. 


How Men and Women Communicate Differently 


We have come to accept the general concept that communication between men and 
women is essentially cross-cultural communication and sometimes as confusion 
ridden as talk between people from two different countries. Because men and 
women often approach one another from distinct worlds, the simplest phrase can 
carry separate, and sometimes conflicting, meanings to members of the opposite 
sex. Men and women often use language to contrary purposes and effect. “Men use 
speech to report, to compete, to gain attention, and to maintain their positions in a 
social hierarchy. Women use speech to gain rapport, maintain relationships, and 
reflect a sense of community.”** Women tend to use language to create intimacy and 
connection, while men tend to use language to preserve their independence and 
negotiate their status. 

How do these differences develop? Research shows that girls and boys grow up 
in different worlds of words. Boys and girls tend to have different ways of talking to 
their friends. Boys tend to play in large groups that are hierarchically structured; 
there is a leader and/or a competition for leadership; there are winners and losers in 
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The differences in the 
emotional responses of 
men and women can be 
explained by the 
differences in the structure 
and organization of the 


brain. 
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the games they play, as well as complex rules. The emphasis is on skill and who is 
best. Girls tend to play in small groups or pairs and usually have a best friend; inti- 
macy is the key. Everyone gets a turn, there are usually no winners and losers, and 
girls are not expected to boast about their successes. Girls don’t generally give 
orders; they express their preferences as suggestions. Boys say, “Gimme that!” and 
“Get out of here!” Girls say, “Can we do this?” and “How about doing that?” Gender 
differences in language can be observed in children as young as age three.”° 

Both male and female styles are valid in their own ways. Misunderstandings 
arise because the styles are different. 

There are general patterns of communication that are identifiably male and 
female. For example, which of these do you think tend to be true? 


¢@ Women use more words to make their point. 

@ Men are more competitive in their speaking. 
Men tend to be more task oriented. 
Women are more supportive conversationalists. 


¢ 

@ 

@ Men are more direct in their communication. 

@ Women disclose more personal information to others than men do. 
¢ 


Women have larger vocabularies for describing emotions and aesthetics. 


Yes, women do use more words to make their point. Much of this centers on their 
desire to fill in details and to explain more fully. They tend to be more sensitive to 
the needs of the listener. Men tend to say what they have to say, assume that the mes- 
sage is clear, and proceed from that point. Therefore, men may believe that women 
are wasting time, talking too much, or not getting to the point because of the addi- 
tional effort women spend in clarifying and enlarging.” 

Yes, men are more competitive in their speaking. They have been socialized to 
“take charge” and get things done. Typically men engage in competitive turn tak- 
ing, or grabbing the floor by interrupting another speaker. Women have been con- 
ditioned from childhood to believe that to interrupt is impolite. Indeed, research on 
male-female communication patterns found that 96 percent of the interruptions 
and 100 percent of the overlaps in mixed pairs in daily conversations were per- 
formed by men.’ 





Love 


Friendship 


Commitment 
Leadership 
Communication 
Intimacy 


Women Men 
A feeling A ritual (evidenced by actions: 
send flowers, dinners, etc.) 
Verbally intimate: Buddy 
Express oneself No self-exposure 
A relationship to be nurtured, supported over time Loss of freedom 
Facilitative Directive 
To understand and be understood To win, outsmart; one-upmanship 
Sharing and discussing innermost thoughts Physically close 
and feelings 


Source: From“Sex Stereotypes and Expectations: Classroom and Campus Strategies for Change,” by Linda A.M. Perry, Phil Backlund, and 
Lisa Merrill, a short course at the Speech Communication Association Convention, October 29-November 1, 1992, Chicago, IL. Used by 
permission of the Speech Communication Association. 


Yes, men do tend to be more task oriented; women tend to be more maintenance 
oriented. Men tend to want results at any cost. Women are usually more concerned 
about the process used, about keeping things going smoothly, and about doing busi- 
ness in the least disruptive manner. Women characteristically use tentative phrases 
such as “I guess,” and turn direct statements into indirect ones. For example, a 
woman may say, “Don’t you think it would be better to send that report first?” A 
man will typically say, “Send the report.”?® Men will say, “What’s next on the 
agenda?” and “What's the bottom line?” Women tend to ask, “You haven’t spoken; 
what do you think?” or “How does everyone feel about this?” 

Yes, women are more supportive conversationalists. They are much more likely to 
check the connection of conversations. Women tend to ask more questions and 
work harder than men do to keep the conversational ball rolling. In fact, women ask 
questions three times as often as men do. Women often feel that it is their role to 
make sure that the conversation goes well, and they assume that if it is not proceed- 
ing well, they have to remedy the situation. 

Yes, men tend to be more direct. When men want something, they ask for it 
directly; women tend to be more indirect.” A man may ask a woman, “Will you 
please go to the store?” He wants something; he feels that he has the status to ask for 
it and get it. But a woman asking a man may say, “Gee, I really need a few things 
from the store, but I’m so tired.” Often she speaks this way because she feels in a low- 
status position that does not include the right to make a request.*° A man may well 
describe the manner in which a woman makes a request as “beating around the 
bush,” and he may ask, “Why, if you want something, don’t you just ask for it?” 
Women also tend to use more tag questions—questions added onto the end of 
statements, such as, “That movie was terrific, don’t you think?” The intent is to get 
the partner to enter the conversation. Men sometimes construe the tag question as 
continuing what has already been discussed. 

Yes, findings indicate that women disclose more personal information than men 
do. In their vocabulary selections, females tend to be people oriented and concerned 
with internal psychological and emotional states, whereas men are self-oriented and 
concerned with action. 

Yes, women have larger vocabularies for describing emotions and aesthetics. 
Women have been taught to express their feelings, men to hide or disregard theirs. 
Therefore, women have a larger repertoire of words to describe what they are feel- 
ing. Women also have broader vocabularies that can finitely separate aesthetics such 
as colors. Men, for example, will describe the color as red; women describe specific 
shadings such as ruby, magenta, or rose. In addition, there may be some physiologi- 
cal reasons based on brain function that account for females being able to express 
their emotions and differentiate finite colors. 

Other factors also seem to be present in male-female patterns: 


@ When a man resists a woman’s suggestion, she feels as though he doesn’t care 
and that her needs are not being respected. As a result, she may feel unsup- 
ported and stops trusting him.*! But “when a woman resists a man’s solutions 
he feels his competence is being questioned. As a result he feels mistrusted, 
unappreciated, and stops caring. His willingness to listen understandably 
lessens.”°? 


@ The most frequently expressed complaint women have about men is that they 
don’t listen. Underlying this is that she wants empathy, yet he thinks she wants 
solution; she thinks she’s nurturing him, while he feels he’s being controlled.°? 


@ “Men are more interested in visual stimulation, physical details. Women are 


more interested in tactile sensations, emotional overtones, and intimacy.” 
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@ Men offer solutions and invalidate feelings, while women offer unsolicited 
advice and direction. 


@ Men tend to pull away and silently think about what’s bothering them; women 
feel an instinctive need to talk about what’s bothering them. 


@ Men are motivated when they feel needed; women are motivated when they 
feel cherished. 


@ Men primarily need a kind of love that is trusting, accepting, and appreciative; 
women primarily need a kind of love that is caring, understanding, and 
respectful.*° 


Whose communication patterns are right? Neither gender holds the key to 
being a competent communicator. For the past decade, some people have believed 
that men need to change, since it is perceived that women are more effective com- 
municators and more sensitive to human needs. In fact, a review of communication 
books leads to the conclusion that feminine patterns of being supportive, talking 
through issues, and not interrupting are positive; however, the task orientation, the 
directness, and the lack of tentativeness of males also gain points. Some communi- 
cation theorists feel that one approach to a “best” communication pattern centers on 
a person who acts with androgyny—a person who communicates with both mascu- 
line and feminine patterns. That individual has the largest repertoire of communica- 
tion behaviors to call upon. For example, this person may behave both emphatically 
and objectively, and both assertively and cooperatively, which increases the person’s 
adaptability—one of the qualities of the competent communicator. 

In recent years, based in part on the understandings of the communicative dif- 
ferences between men and women, and the expectations placed on each as they 
interact with each other, the area of sexual harassment has become an issue. 
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Sexual Harassment 


Sexual harassment may be described as “generalized sexist remarks or behavior; 
inappropriate and offensive, but essentially sanction-free, sexual advances; solicita- 
tion of sexual activity or other sex-linked behavior by promise of rewards; coercion 
of sexual activity by threat of punishment; and assaults”2° It also includes 
“unwanted and unwelcome sexual actions in work and educational contexts.”3” 

“Human communication performs a central yet complex role in sexual harass- 
ment. Communication is the primary medium through which sexual harassment is 
expressed; it is the means by which those who are harassed respond to harassment, 
and it is also the primary means by which policies for eliminating sexual harassment 
can be implemented.*8 

The effect of sexual harassment, as a communicative event, was described by 
writer Toni Morrison in her 1993 acceptance speech for the Nobel Prize for litera- 
ture: “Oppressive language does more than violence . . . it is violence”29 

Sexual harassment is a serious and pervasive problem in modern organizational 
life. Both the targets and those accused (falsely or not) suffer personal anguish and 
dehumanization.” A survey of female employees found that 43 percent had experi- 
enced some form of sexual harassment.*! 

Sexual harassment takes place not only in the workplace but on college campuses. 
Students at one university reported that as many as 89 percent of women experienced 
sexual harassment at least once and that many experienced it more than once.” 
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Although “sexual harassment is experienced primarily by women?” this does 
not mean that men are not also victims. However, in our society, where men may 
perceive a come-on as positive, women perceive the same advances as negative. 
Instead of feeling like victims, men may perceive harassment as an ego booster, a 
cause for bragging. . 

Men's perceptions of what their behavior communicates are vastly different from 
women’s. The harasser may see himself as intending to exercise his power over 
women, protect his professional turf, boost his macho self-image, and demonstrate his 
friendliness and helpfulness. The person who is harassed may want to stop the harass- 
ment; deter future incidents; preserve her reputation; avoid retaliation; maintain rap- 
port; and preserve self-respect, physical safety, and psychological well-being.“ 

Sexual harassment has not changed over the years. “What has changed is that 
people now are more willing to label these behaviors as being sexual harassment, 
people are more willing to talk about it, and people are more angry about it”45 


Responding to Sexual Harassment 


One of the questions often asked regarding sexual harassment is, “What should I do 
if I am a recipient of unwelcome behavior?” In general, if you question a person’s 
actions as being inappropriate:*° 


@ Trust your instincts. If you think it is harassment, it may well be harassment. 


@ Don't blame yourself. You are the victim, not the perpetrator. A common ploy 
by harassers is to intimate that the victim brought it on, encouraged the 
actions or advances by the type of clothing she or he wore, the way the person 
looked at him or her, the type of language the person used. In almost all 
instances, this is a ploy to turn the innocent person into the guilty party. Peo- 
ple with weak self-concepts often fall for this ploy. 


@ Get emotional support. Turn to a mental health professional, an expert in harass- 
ment, or a support telephone service or hot line that deals with harassment. 


@ Say no clearly and early to the individual whose behavior and/or comments make 
you uncomfortable. Don’t allow the person to continue with the actions or ver- 





How much do you know about sexual harassment? Here 5. If a sexual harrassment problem is common knowledge 
are some questions, based on court rulings in sexual at work, the employer is presumed to know about it. 
harassment cases. Answer “true” or “false.” 6. Displaying “girlie” pictures can constitute a hostile work 


environmnet—even though some workers think they 


1. A single incident or statement does not normally con- 
are harmless. 


stitute sexual harrassment. 
2. If a person participates voluntarily in an unwelcome Answers: 1. True. Usually a sustained pattern is neces- 
sexual relationship, sexual harassment is not an issue. sary—unless the incident was severe or physical. 2. False. 
3. The courts recognize that fear of retaliation can prevent ©The Supreme Court has ruled that volunatariness is not a 
a victim from communicating that aharasser’s conduct _—_ defense. 3. True. 4. True. 5. True. 6. True. 


i — victim i ected to 
Be ag eo eset: exp Source: Adapted from Working Together, by Andrea P. Baridon and 


communicate this fact. f David R. Eyler, McGraw-Hill Inc., 1221 Avenue of the Americas, New 
4. For vulgar language or sexual flirtation to be consid- York, NY 10020 


ered as creating a hostile environment, behavior has to 
adversely affect the working environment—in the judg- 
ment of a reasonable person. 
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balizations. Call a halt to it immediately by saying emphatically, “I will not 
[allow you to speak to me like that, or put up with that type of talk, or allow 
you to touch me].” 


Document every incident in detail. Keep a record. Write down everything that 
happened, including exactly what was said and done, with dates and times, 
and any other supporting evidence. Share the information with another per- 
son to verify that the acts have taken place. If possible, get a witness to attest to 
the action(s). 


Find a way to speak out. Make a statement to someone in the personnel or 
human resources department of your organization or university, alert your 
supervisor or campus counselor, and confront the perpetrator. 


Seek out supportive individuals. More and more businesses and institutions are 
designating safe zones: a person or department responsible for providing 
resources for persons who perceive that they have been harassed. 


Seek out institutional and company channels and use them. 


File a charge with a local, state, or federal antidiscrimination agency if necessary. 
As with any other legal action, it will be your responsibility to prove the 
harassing actions or verbalizations. Be sure you can document the accusations. 


If a friend tells you that he or she has been or is being harassed, you should: 
Listen without judging. 
Validate that sexual harassment is wrong. 


Offer to help explore resources and support the recipient's efforts to seek help. 


Be prepared for displaced anger because the recipient may not be able to channel 
it appropriately. In some instances, a person who is feeling stressed attacks the 
nearest source. So don’t be surprised if the victim turns her or his wrath on 
you, even if you are trying to be helpful. The person is not really attacking you, 
just acting out of frustration. 


Offer affirmation to the recipient that whatever feelings are being expressed are 
his or her right to have. Victims sometimes are confused and don’t trust their 
own judgment. They need affirmation as to their rights and responsibilities. 


Reassure the recipient that you care and are there to be supportive. Offer to be of 
assistance in whatever way you can, but be aware that you are not the person 
who was harassed. 


Do not take matters into your own hands; rather, help the individual to find the 
appropriate channels either inside or outside the company or other institution. 


Unless you are a lawyer or a mental health professional, be aware of your limi- 
tations. 
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Relationships and Their Development 


Throughout our lives, we find ourselves in relationships with other people: parents, 
siblings, friends, and coworkers. After all, most of us do not suddenly grow up and 
no longer need caring and nurturing contact with others. This reality makes it 
extremely important that we understand how relationships develop, how they con- 
tinue, what constitutes a positive relationship, and how to communicate effectively 
within the structure of a relationship and how to deal with relational endings. 


Development of a Relationship 


Relationships vary so greatly that it is almost impossible to formulate any rules 
about them. Nevertheless, some general principles explain how they develop.’” 
Within the first moments of a relationship, internal (that is, intrapersonal) deci- 
sions are being formulated that can determine the functions and goals of the rela- 
tionship. Whether the relationship will be primarily task oriented, friendship ori- 
ented, or intimate oriented more often than not is formulated with the initial 
interaction.*® 

When two persons meet for the first time, their levels of uncertainty about each 
other and themselves are fairly high. This uncertainty is generated because people 
can behave in a number of ways; thus, accurate prediction of behavior and beliefs is 
difficult. And initial encounters can cause uncertainty in the future as well, because 
predicting behavior is always difficult, and little or no information has been 
exchanged between the two. 

Powerful barriers to establishing intimate connections exist: fear of exposure 
(the decision not to tell certain things as they may be perceived as weaknesses or 
make you an undesirable partner); fear of abandonment (if the relationship begins, 
what happens if the other person decides to leave it?); fear of reprisal or attack (what 
if something goes wrong, and the other person physically or verbally assaults me?); 
fear of loss of control (especially a male issue, based on not being able to make deci- 
sions for and about oneself); fear of loss of individuality (the potential loss of meas I 
and you become a we); and fear of creating a power imbalance (the potential for 
relinquishing power to the partner, thus losing your own power). 

Think back to your first meeting with a good friend, your spouse or lover, or a 
coworker. What went on during that first encounter? Why did you decide to pursue 
the relationship? Did your attitudes change as you got to know the person better? 
How long did it take you to decide to pursue the relationship? We ask all these ques- 
tions each time we encounter others and decide how far to allow the interaction to go. 
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First Impression 






ERLE SANDS TAINS ERATOR AT SSA ST 


Try this simple tip to help you 
project a good first 
impression: Notice the color of 
a person’s eyes as you shake 
hands. Why it works: You'll gain 
strong eye contact in a way 
that shows you care. 





Source: Secrets of Power Persua- 
sion, by Roger Dawson, Prentice 
Hall, Englewood Cliffs, N.J. 
07632. © Communication Brief- 
ings, www.briefings.com, 1101 
King Street, Alexandria, VA 
22314. Used with permission. 








The development of 


intimacy is difficult. 
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It also is recognized that developing intimacy is difficult. Intimacy depends on 
acceptance of self, acceptance of others, clear communication, maintaining a bal- 
ance of power, maintaining a balance of independence and interdependence, and 
knowledge of the sequential patterns of relational development and maintenance. 

Relationships do have a sequential pattern: an entry phase (beginning), a per- 
sonal phase (middle), and an exit phase (end). In the entry relational development 
phase, biographical information and general attitudes are exchanged. In the per- 
sonal relational phase, information about central attitudes and values is 
exchanged. In the exit relational stage, questions concerning the future of the rela- 
tionship are raised and resolved. This stage may include an agreement to continue 
the affiliation (continuing the personal phase) or terminate it. Each relationship 
does not necessarily move through the stages at the same rate. The personalities and 
needs of the participants determine the rapidity of the movement through the stage. 


Continuing a Relationship 


People make judgments about interpersonal contacts by comparing relational 
rewards and costs—the economic model of relationships.*? As long as rewards are 
equal to or exceed costs, the relationship becomes more intimate; however, once 
costs exceed rewards, the relationship begins to stagnate and eventually dissolves. 

If one person believes that the investment (relational costs) of such factors as 
money, time, and emotion is met with such factors as security and affection (rela- 
tional rewards), then that person will want to continue the relationship. If the per- 
son is doing all the giving and the partner is only taking, however, then the relation- 
ship will probably end. 

With this in mind, examine a relationship that you have. You probably have 
continued to associate with this person because you receive at least as much as you 
are giving from knowing and being with the person. In contrast, if you have taken 
the initiative to end an association with someone, you probably believed that you 
were giving too much and not receiving enough; the relationship was tilted against 
you, or it was one-sided. 


Positive Relationships 


A good relationship allows freedom of expression and reflects acceptance of the idea 
that the feelings of both people are important. We should remember, however, that 
any alliance experiences times of uncertainty and anxiety. The persons may change 
as individuals, what appeared to be fulfilling the economic model may no longer do 
so, and the reason for the relationship may cease to be. 

We also must recognize that we cannot achieve happiness through someone 
else. If it is to be found, it must be found within ourselves. Unfortunately, this desire 
to find happiness in someone else causes us to try changing people we supposedly 
love, when in fact our love should allow them to be themselves and do what they feel 
is best for themselves. Love is the ability and willingness to allow those for whom 
you care to be what they choose for themselves without any insistence that they sat- 
isfy you. Unfortunately, this idea is easier to present as a concept than to live as a 
reality. Most of us spend a great deal of our time trying to alter and change the peo- 
ple we supposedly love. 

Communication is the key to creating and maintaining positive relationships. 
Research shows that couples who are happily married argue no less vigorously 
for their own positions than do those who are not happily married. But happily 
married couples come to agreement fairly readily, through either one partner’s 


conceding to the other without resentment or compromise. Unhappily married 
people tend to get caught in a situation that seems like cross-complaining. Neither 
partner is willing to come halfway to resolve a dispute; each must continue to have 
his or her own way.°° 

One approach to successful relational communication centers on five guide- 
lines for making a relationship flourish: 


1. When you are speaking, get into the habit of using “I” messages instead of “you” 
messages. Indicate what you are feeling or how you are reacting to the situation 
rather than accusing the other person. Say “I feel...” or “I think...” rather than 
“You did...” or “You make me....’ Report facts to back up your contentions. 
Rather than saying, “You are always late,” try, “I get angry when you tell me you 
will be here at 2:00 and you arrive at 2:45.” 

2. Respond to what the other person has said. When you go off on a tangent with- 
out first having replied to the original statement, you are catching the other 
person unaware. 

3. Give the other person freedom of speech. If you want to have the opportunity to 
state your view, you must also be willing to hear out the other person. 

4. Set aside frequent talking time for just the two of you. We often get so busy that 
we forget to talk to each other. Don’t assume the other person knows what you 
are thinking. 

5. Do not put labels on either yourself or the other person. Name calling doesn’t 
solve issues; stating the issue and discussing it can possibly solve it or at least 
get it out into the open. Moreover, when people get angry, labeling can become 
the source of attack and conflict. 


Also, watch out for some specific communication patterns that cause conflict in 
intimate relationships. Included among these are blaming, putting someone down, 
or teasing. In the case of teasing, what can start out as fun usually has an underlying 
message behind it that is not humor. 

Game playing can result in relational trouble. Such activities as trying to make a 
person measure up to preset expectations, making an individual prove how much 
he or she loves you, and forcing someone with whom you have a relationship to fol- 
low your wishes can result in conflicts that are unreconcilable. 

Another problem is relational fusion, which takes place when one partner 
defines, or attempts to define, reality for the other. In other words, the controller 
dictates what is good, right, and acceptable for the partner. If the partner allows that 
to happen, the pattern for the future can be set. Then, when the defined partner 
wants to break the pattern, abuse may result. 

People who are unhappy in their relationships tend to talk at each other, past 
each other, or through each other, but rarely with or to each other. Just because 
you're talking doesn’t mean you are communicating. Although couples may spend 
time talking to each other, many lack the skills to get their messages across effec- 
tively, express their feelings, or resolve conflicts without hurting each other or pro- 
voking anger. 


Communication in Relationships 


All relationships have a structure, and each person has a role. As long as no one 
changes the system and each member of the relationship maintains the assigned 
role, the structure is working. But if someone wants alterations, wants to do things 
that are not normally done, then the system becomes a dysfunctional system. A sys- 
tem that is operating to the general satisfaction of the participants is a functional 
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system. Assume, for example, that you are dating someone. You and that person 
look forward to your times together. When conflicts do arise, you are capable of 
working out the problems without destroying the relationship or building up bad 
feelings. In contrast, a dysfunctional system is one in which its members are con- 
fused about the roles they are to play. For example, if a woman who has been a 
housewife decides to go to college, there will have to be a redistribution of her for- 
mer chores in the family, and the family’s old system of operation will be thrown 
out of kilter. Some members in the system may not want to change roles. The hus- 
band may not want to do the cooking or child care, or the children may resent not 
having their mother around. Before the system can become normal again, a new 
balance has to be established. This does not mean that the system has to return to 
the past mode of operation, but a mode of operation in which a pattern of cooper- 
ation exists must be instituted. 

This does not mean to suggest that dysfunctional systems are not operational. 
The individuals in the relationship may continue to function quite effectively as 
they make changes. The usual result of the dysfunction, however, is confusion 
because each person lacks clarity about what role to play and what rules to follow. 
For example, questions and protests may arise as to who is responsible for the tasks 
formerly done by the mother and wife who is now going to college. Common com- 
plaints may include “Why should I have to make the meals now?” or “I’ve never 
cooked before, and it’s not fair for that job to be shoved on me” 

The need to reestablish a system is not necessarily disastrous. In fact, most rela- 
tionships go through adjustments on a regular basis. As a system is being recali- 
brated—that is, restructured—growth can take place. People learn to assume new 
roles, develop new respect for each other, or make a new team effort. On the other 
hand, chaos may result as people fight for new role identities, defend their emo- 
tional territories, or feel compelled to make changes not to their liking. 

In a positive relationship, the participants attempt to adjust to alterations in 
the normal patterns so that the dysfunctional period is kept to a minimum. This 
usually takes place because the partners in the dyad (a relationship of two people) 
have developed effective communication skills and a positive method for solving 
problems. 


Ending Relationships 


Whenever we enter any type of relationship, we pay a price for it. A relationship 
takes time, energy, and commitment. It means giving up freedom, and it means 
considering another person, adapting to another person, even changing our lives to 
accommodate another person. When we enter into a relationship, there are possibil- 
ities not only for mutual sharing but also mutual or individual hurt. 

Whether we are dealing with dating, friendship, or marriage, we also must real- 
ize that these relationships will not go on forever. Rather, we need to accept that the 
ending of relationships is part of the life cycle. We grow up, relocate, change jobs, 
have different needs, grow in different directions, and ultimately die. Just as change 
is inevitable, so are endings (unless you believe in life everlasting, life after death, or 
reincarnation). 

The breakup of a relationship can be hurtful. And this hurt usually comes with 
the realization that there has been heavy emotional and sometimes physical invest- 
ment. At such times, we feel loss, question who we are, feel alone, search for the rea- 
son for the break, and sometimes experience guilt. These emotional difficulties are 


compounded when one party wants to terminate the relationship and the other 
does not. 


Relationship endings can take many forms. In some cases, the people decide on 
a mutual split, go their separate ways, and feel little regret. In some cases, as, for 
instance, when you were a child and your best friend moved, you tried to keep in 
touch for a while and then your interests and need for each other faltered, and 
eventually memories faded away. Other times, the breaking is more difficult. It is 
possible to leave a relationship, if not on a positive note, at least with a feeling of 
not being rejected or with some gain from the experience. This sort of ending is 
most likely to occur in a face-to-face meeting in which the participants take time 
to discuss their own observations and inferences about the relationship and each 
other in a productive fashion. Although this is seldom done, it can be an insightful 
experience. 

Some intimate relationships end with the individuals agreeing to “still be 
friends.” This is very difficult. Being friends is not the same as being in an intimate 
relationship. Much time and effort often have gone into the relationship, and revert- 
ing to a shallow version of the former relationship is almost impossible. Unfortu- 
nately, the endings of most relationships tend to be charged with tension and hostil- 
ity over feelings of loss, failure, and rejection. 

The role of computer-mediated communication as means of interacting with 
others, including the development of relationships is an important emerging inter- 
personal communication issue.°! 
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The Internet as a Means of Interpersonal 
Communication 


“Computer-mediated communication [CMC] continues to grow in use and popu- 
larity among academic, business, and private users.”>* Electronic mail, instant mes- 
sages, and computer conferencing have become substitutes for the telephone, faxes, 
voice mail, letters, and even face-to-face interaction. 

E-mail is an Internet messaging system that allows people to communicate with 
each other in letter-like form by computer connections. In its delayed form, a per- 
son writes a computer message, sends it to another computer user through a code 
name, and waits for an answer. If two people are on-line at the same time, a back- 
and-forth exchange can take place nearly instantaneously. This kind of interaction is 
common in e-mail discussion groups. 

Instant messaging can be described as a “written telephone conversation.” 
They are messages sent to and from individuals, usually colleagues, friends, or fam- 
ily. According to a spokesman for American Online (AOL), which popularized the 
use of instant messaging, 4,323 million instant messages travel across AOL each 
day.*? Instant messages can include computerized voice and new technology with 
video transmission for videoconferencing and other uses. QuickCam by Logitech, 
for example, enables the user to record full-motion video and attach the video to e- 
mails. 

Chatrooms are places where people “go to” on the Internet to have instant mes- 
saging. An Internet provider, such as AOL or Yahoo or a college, provides a place 
where people who have common interests can “speak” to each other. One university 
that conducts extensive on-line instruction limits chatroom size to six people for 
meaningful interaction; many service providers limit the chatroom size to twenty- 
five people at a time. 
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According to the U.S. Department 
of Commerce, one-third of U.S. resi- 
dents have access to the Internet. Of 
those, 80 percent communicate via e- 
mail.°* They send 2.2 billion e-mail 
messages a day, compared with 293 mil- 
lion pieces of first-class mail.*° “The 
average E-mail respondent spends 19 
hours per week on-line.” In fact, signifi- 
cantly, “many people now maintain 
their major relational contacts” by 
GME 
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Why People Use the Internet 


People are motivated to communicate 
with others face-to-face to fulfill inter- 
personal needs. Inclusion, affection, and 
control are three primary interpersonal 
communication needs. Inclusion means 
to be included or include others in a 
group; affection refers to the need to 
express love or be loved by others; con- 
trol is the need to exert power over oth- 
ers or allow others to exert power over 
Family and relational you. Three additional interpersonal 
communication is communication motives are pleasure, relaxation, and escape.*” 
dependent upon being a All of these needs can be met on the Internet. “You can flirt, you can have an 
competent interpersonal affair, you can even consummate it in some way through sex talk. While on the 
Soma imc tO. Internet the person has a sense of belonging, a sense of identity,”>* someone is lis- 
tening, and you are getting attention. You can send and receive information, and 
you can disagree with others. 

Many individuals use the Internet to meet people, to create and sustain rela- 
tionships, and even to indulge in fantasies. “Relationships that normally take people 
months, even years to develop, take days on the Internet 

Some people use e-mail to cover up for their lack of interpersonal skills. 
Those who are introverted may not be able to use the “natural” method of satisfying 
their need for social interaction and may instead choose a substitute, complemen- 
tary method, such as on-line communication.*! 

The Net can offer power without responsibility.* While many people would 
not argue with their boss or disagree with their spouse or partner, the meek can 
become bold on the Internet, especially when dealing with strangers, who can’t 
punish them, fire them, or divorce them. If a moderator banishes an individual 
from an e-mail discussion group, for example, the person can simply join another 
group or use a new e-mail address and name to resubscribe to the group. The risks 
are low compared to face-to-face communication. 

Others use the Internet to facilitate the flow of information. Businesses often 
become aware of the amount of information that is being sent only when their com- 
puter equipment crashes and there is no way to conduct “business as usual.” 

A major study on e-mail research concludes that “e-mail offers users chances to 
develop positive attitudes but can also offer some undesirable behaviors” What 
are those positive and negative behaviors and consequences? 


Positive Aspects of Internet Use 


If you are an Internet user and are asked to identify the positive aspects of using e- 
mail, instant messaging, and chatrooms, what would you answer? As already indi- 
cated, people list such factors as receiving pleasure, relaxation, and escape. Taking a 
break from school or job-centered work, interacting with someone you haven't seen 
for a while, or just catching up on what’s happening or being able to escape for a 
short time into a fantasy world can have positive effects. There are also many pro- 
ductive uses. Many people use the Internet to improve themselves by taking courses 
or conducting school research on-line. Others use it to look for employment and to 
conduct business. 

Several studies have shown that individuals can initiate, create, and sustain sat- 
isfying relationships on-line with people they meet and strengthen relationships 
with those who are already in their lives. In addition, it has been found that collabo- 
rating by e-mail leads to effective decision making.™ 

The collegiate environment opens many positive ways to use the Internet. Not 
only can the Net be used for research and making contacts with other students in 
order to find out assignments and share class notes, but students can also contact 
instructors who otherwise might be unapproachable. Sometimes out of fear of neg- 
ative reactions, cultural patterns that inhibit a student from speaking directly to an 
authority figure, or shyness, students don’t approach professors. Ability to get on- 
line eliminates some of these problems. One study found that “70 to 80% of US 
university faculty now use electronic messages to communicate with students and 
colleagues.”® Schools are creating virtual classrooms, which bring together dis- 
tance-education students, allowing them to work on-line without ever setting foot 
on a conventional campus. Further, parents and grandparents use the Net to stay 
connected with their college-aged children. 

Some people have turned to chatrooms to supplement their psychological 
needs. Support groups can help people interact with others who have similar prob- 
lems or issues. People in remote areas can find others who can be of assistance. Iso- 
lated gay youth, women with breast cancer, and couples who have lost children, 
among many others, can find willing interactive voices on the Net. 


Negative Aspects of Internet Use 


In spite of all the positive aspects of Computer-Mediated Communication, it has its 
detractors. Some attack the use of the Internet as being time-consuming and addic- 
tive. In reality, research has shown that 90 percent of people who get on the Internet 
do what they need to do and then get off. It’s the other 10 percent who are problem 
users.” Early research stated that “although the new electronic media are frequently 
criticized for their so-called addictive qualities, little empirical evidence has been 
found to support the assertion that heavy media use is psychologically or physiolog- 
ically addictive.”® 

Newer findings indicate that cyberaddiction—compulsive preoccupied usage of 
the Internet, chatrooms, and the World Wide Web—can be a major negative aspect 
of Net usage. (Cyberaddiction is also called computer addiction, impulse control dis- 
order, and Internet addictive disorder.) It is now believed that an Internet user can 
become addicted to the point of neglecting personal and work responsibilities, and 
becoming socially isolated. A study of college students, for example, found that 73 
percent of students accessed the Internet at least once a week, and 13 percent of stu- 
dents indicated that their computer use interfered with personal functioning.” 
Typically, computer addicts are bright, creative individuals who also feel lonely and 
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isolated. They also can be 
bored, depressed, angry, or 
frustrated. In one study, 
“about 71 percent were diag- 
nosed as suffering from 
bipolar disorder, commonly 
called manic depression.””! 

The results of cyberad- 
diction can include lost jobs, 
college expulsions, emotional 
breakdowns, pedophiles 
stalking youngsters, mar- 
riages destroyed, domestic 
violence, unchecked deepen- 
ing depression, heightened 
anxiety, mounting debts, 
broken trust, lies, and cover- 
ups.” 

Symptoms of cyberad- 
diction include lying about 
or hiding the level of Inter- 
net usage, being preoccupied 
with using the Internet, 
neglecting everything else in 
one’s life. It’s like a craving 
that you continue to satisfy 
despite the problems it’s 
causing.”> On the other 
hand, spending time on-line 
may be more positive than excessive time in front of a television or playing video 
games. The key question to ask might be, “Is your on-line time disrupting your face- 
to-face relationships, allowing you to hide from participating in face-to-face inter- 
actions, or forcing you to put other elements of your life on hold?” If you are an 
addict or think you are overdoing cyberconnectedness, ask yourself what you would 
do instead of spending so much time on-line. Learn how to control the computer so 
it doesn’t control you, and set definite time limits to your computer use.” Some 
people who are addicted may need mental health therapy. 

Besides cyberaddiction, other negatives have been noted. The first concentrated 
study of the social and psychological effects of Internet use at home found that 
“people who spend even a few hours a week on line experience higher levels of 
depression and loneliness than if they used the computer network less frequently.” 
“Researchers were shocked by the findings, because they appear to be counterintu- 
itive to what we know about how socially the Internet is being used.””6 

But analysis of the Internet brings to the light why the study came out as it did: 


@ “E-mail is totally devoid of social cues. It lacks any subliminal information— 
facial movement, body language, even dress or handwriting.” 


“Without the normal face-to-face feedback, attachments form quickly. People 
move from casual chat to intimacy with startling speed. It requires a lot of care 
to avoid disappointment later.” 


@ “What you saw in print and what you get in person are two different things.” 


@ “People experiment with their identity on-line, both deliberately and uncon- 
sciously. It’s not uncommon for someone with an introverted personality to be 


bolder on-line, or for people to be more playful than they normally would be 
face-to-face.” , 


The notion of a real self and a virtual self become outmoded in the wired 
world.”” Because of this, people who are naive or trusting often get hurt and disap- 
pointed. 

People on-line can become the victims of flaming, which occurs when individ- 
uals exchange hostile or insulting remarks. Because there is no direct personal con- 
tact, some people feel they can get away with verbally abusing others. There are few 
consequences for the abuser on-line. People who are controlled and nonassertive in 
face-to-face communication and don’t have the skills to defend themselves may well 
become victims of flamers.” 

The amount of face-to-face interpersonal communication can be depleted as 
people use more and more of their, time on the Internet. E-mail stifles conversa- 
tion,’”? with a resulting decline in interaction with family members and a reduction 
in their circle of friends that directly corresponds to the amount of time they spend 
on line.®° 

Writing skills are diminished since e-mail devotees exhibit a set of shared habits 
of bad writing: 


@ Dashing off notes without stopping to think about what they’re writing or to 
whom they’re writing, causing misspellings, little audience analysis, and poor 
grammatical constructions. 


Sending information to others without even reading what is being sent (e.g., 
chain letters, e-mail hugs, top 10 lists, and false messages). 


@ Using e-lingo and e-bbreviations such as “lol” (“laughing out loud”), “brb” (“be 
right back”), “jk” (“just kidding”), “:(” (surprise), and “:)”(happiness) without 
concern for whether the receiver understands.*! 


Because it is felt that e-mail’s immediacy is destroying the art of prose, and 
questions have arisen as to what should and should not be preserved, the National 
Archives will issue guidelines for e-mail preservation to all federal agencies.*” The 
concern is that famous correspondence will not be saved for historical reference. 

Another negative aspect of the Internet is that people can use it for devious 
means. Numerous cases of rapes, teen runaways, invasion of privacy, harassment, 
and stalking had their basis in e-mail and instant messaging. Since 1995 the FBI has 
arrested 270 individuals who stalked children on-line. And some youngsters have 
sent bomb threats to schools and hate mail to teachers thinking that they can get 
away with these acts because they don’t use their real identity. 


Developing Personal Relationships On-Line 


The development of personal relationships is a pivotal issue in the larger debate 
about human relations in cyberspace. On one side are those who view on-line rela- 
tionships as shallow, impersonal, and often hostile. The other side argues that com- 
puter-mediated communication liberates interpersonal relations from the confines 
of physical locality and thus creates opportunities for new, and genuine, personal 
relationships and communities. 

When searching the personal ads or entering chatrooms, remember that CMC 
allows for filtering out demographic and socioeconomic information about the 
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Chatrooms are group 
interactions that allow 
simultaneous 
communicating between 
people on the Internet who 
select to participate 


according to their interests. 


user, such as sex and social status, which also limits relational meaning. People may 
lie because they feel they will not be discovered. They will switch their gender, age, 
location, and personal appearance information. How are you to know? You can’t see 
them! People are motivated to communicate with others face-to-face to fulfill inter- 
personal needs, and their needs may not include being honest with you.®° 

Some people talk about their. face-to-face relationships as their “real” friends 
versus their “on-line” friends. Both of these types of relationships may be different, 
but both are real. Relational research shows that associations maintained over long 
distances ultimately do not provide the kind of support and reciprocity that typi- 
cally contribute to a sense of psychological security and happiness.® Think about it. 
Why is your best friend your best friend? Probably because that person was there for 
you when you needed him or her to pat you on the shoulder, bring you medicine 
when you needed it, or act as a support system. That person on the Internet, many 
miles away, isn’t immediately with you. 

Before you get divorced, move out, fly thousands of miles to meet that “perfect” 
cybernet person, heed the advice of a couple who met and “dated” for almost two 
years on the Internet and decided to get married: “Despite the fact that we had been 
in steady communication—exploring each other’s likes and dislikes and becoming 
intimate enough to marry—when we finally met face-to-face, we had a lot more 
exploring and adjusting to do.”*’ 


How to Be a Better Interpersonal On-Line Communicator 


The Internet is here to stay. Here are some ways for you to be a competent interper- 
sonal cybercommunicator: 


@ Be aware that there is no such thing as a private e-mail conversation. In many 
businesses, for example, the electronic window, a device that allows managers to 
monitor e-mail, exists. In most instances, even if snooping devices aren’t being 
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used, your e-mail messages are being kept by your Internet provider. That’s how 
traces are done to catch blackmailers, harassers, and pornographers. 


@ Arule of thumb is, “Don’t say anything on the Internet that you would be 
ashamed for your family, boss, or best friend to read.” 


@ Know that you can’t take e-mail back. Once it is sent, it is sent. Also remember 
that the receiver might forward the message to other people without your per- 
mission. Take your time. If you are angry or upset, don’t pound your feelings 
out on the keyboard. Stop and think if that’s really what you will want to say 
tomorrow. 


@ Recognize that what might seem funny to you may not be funny to others. You 
are responsible for all those jokes that were sent to you and you passed on to 
others. “Two black employees brought a $60 million racial discrimination case 
against a US investment bank after racist jokes were allegedly circulated on its 
E-mail system.”®® 


@ Before you flame, consider extinguishing the message. You are libel for abusive, 
aggressive, or deliberately antisocial e-mail that you send. 


@ Remember that “there is no intonation, affect, facial expression, [as] E-mail 
offers only bare words, without even the nuances of handwriting.”®” To make 
your e-mail more expressive, pretend you are writing a novel. Include in the 
information necessary descriptive information so your receiver can picture 
what you are talking about and know the feelings being expressed. 


@ If you use e-bbreviations, make sure the person receiving the message is tuned 
into their meaning. If not, don’t use them. 


Although instant messages, individual chats, and e-mails tend to lend them- 
selves to brevity, don’t forsake meaning for that succinctness. Make sure your 
message is complete. 


Be aware that there are those who manipulate. As with any other type of good 
listening, ask whether what’s being said is reasonable and makes sense. Is the 
sender taking responsibility for what is said, and are there facts and examples 
that lead you to the conclusion or solution being proposed? 


As a sender and receiver of CMC be a wise and responsible consumer and com- 
municator. 


ef 
In Conclusion 


This chapter dealt with interpersonal communication, especially self-disclosure and 
relationships. Interpersonal communication is an interactional process in which 
meaning is stimulated through the sending and receiving of messages between two 
people. Our interpersonal communication is made up of both logic and emotion. 
The role of power is important in any relationship. The sequential pattern of a rela- 
tionship is the entry phase (beginning), the personal phase (middle), and the exit 
phase (end). People make judgments about interpersonal relationships based on 
comparisons of rewards and costs. In a functional system, members are clear about 
the roles they are to play. Males and females do not communicate in the same way. 
Computer-mediated communication (CMC) continues to grow in use and popu- 
larity among academic, business, and private users. As a sender and receiver of 
CMG, be a wise and responsible communicator. : 
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Learn by Doing 


1. 


~ 


4. 


= 
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Think of an interpersonal problem you have had. Then on a three-by-five-inch 
card, describe your role and the role taken by the other person. The class will be 
divided into groups of three. Read your card to the other two people in your 
group, and find out how each of them would have handled the situation. After 
the discussion, tell them what you did and what the outcome was. 


Relate to the class a recent personal experience that illustrates the action- 
reaction principle. 


Think back to a relationship you have had that has ended. Examine it from the 
standpoint of the costs and rewards theory discussed in the chapter. 


What do you consider the most difficult part of developing a relationship? Give 
examples to back up your contention. 


Relate an experience you had in which power was an important element in a 
relationship. Was the power used to aid or destroy the relationship? If the power 
structure had been eliminated, would the relationship have been the same? Why 
or why not? 


Relate a personal experience in which your emotions totally dominated your 
logic and you said or did something for which you were sorry later. 


Discuss the statement, “Sometimes you have to blow your own horn because no 
one else knows how to play the tune.” 


Be prepared to take a stand on these topics: 

a. Men are being verbally bashed by women as women attempt to get what 
they call equal rights. 

b. Stereotyping males and females by their communication patterns is a dis- 
service because it teaches people how others act and sets those patterns for 
others to follow. 

c. The pop-psychology treatment of male and female communication has 
trivialized the valid research on the subject. 


Select one of the following topics, and relate a personal experience or an inci- 
dent a friend or relative has had: developing personal relationships on-line, 
cyberaddiction, people changing demographics on-line, flaming, e-lingo, and 
e-bbreviations. 
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Key Terms 


action-reaction principle 
self-love 

self-disclosure 
self-perceived I 
other-perceived Me 
self-fulfilled person 
power 

competitive turn taking 
tag questions 

androgeny 

sexual harassment 

entry relational development phase 
personal relational phase 
exit relational stage 


economic model of relationships 
relational costs 

relational rewards 

relational fusion 

dysfunctional system 

functional system 

recalibrated system 
computer-mediated communication 
e-mail 

instant messaging 

chatrooms 

cyberaddiction 

flaming 


ot SRT ak 
a ; ee eats ve 


wares), 


rl 
1 sae 
mt 


ie et ee ee 


es me cee - had iT 
“it ; >iM 
58 


if wits yas oot gexey 7 
) ees ole 4 
, a, 





Appendix A: Sample Presentations 


Student Presentations 

The Sound of Muzak by Julie Borchard (Informative Presentation) Al 
CliffsNotes by John Sullivan (Informative Presentation) A4 

Victims of the Cure by Rosharna Hazel (Persuasive Presentation) A7 


Real World, Real Speakers 


Looking Through Our Window by Marge Anderson (Informative and 
Persuasive Presentation*) A10 


Commencement Address by Vivian Hobbs (Special Presentation) A13 


Drunk, Dangerous, and Deadly by Herb Simpson, Ph.D. (Persuasive 
Presentation) A15 

1996 Democratic National Convention Speech by Albert Gore (Special 
Presentation) Al 9 


The Sound of Muzak 


JULIE BORCHARD, STUDENT 


Julie Borchard, who now works as a public education specialist for the U.S. Treasury Depart- 
ment, developed the following informative presentation when she was still in college. She 
was looking for a topic that would provide new and interesting information about a subject 
familiar to everyone. She found such a topic in Muzak. In addition to conducting library re- 
search, Julie visited a large Muzak franchise, where she interviewed the company’s president 
and collected a wide variety of supporting materials from its library and marketing depart- 
ment. Her use of language is powerful because it is clear and simple, as well as direct and 
vivid, through her use of personal pronouns and alliteration. In Chapter 9, we present the 
mind map Julie used to organize her presentation, as well as her complete outline. 

Julie Borchard is a graduate of Prince George’s Community College and the University 
of lowa. (Editorial Note: Some of the information in The Sound of Muzak has been up- 
dated to reflect the company’s current status.) 


t’s been referred to by its creators as “sonorous design” and Julie began her presentation by turning on a 
“sound energy, attractively arranged.” On the other hand, to demonstration tape that played excerpts of 
much of the American public, this product conjures up images music from Muzak. After a few opening 


of “spineless melodies” with “vacant volumes of vapid violins.” bars, she began speaking carefully chosen 
words that described people's positive and 


sy , : ; 
In short, it s Muzak. And what you're ee is an et negative reactions to Muzak. This paragraph 
demonstration tape of Muzak. But Muzak isn’t just any old song. 24,6 introduced her first use of alliteration 
According to its creators, it can reduce your stress, boredom, fa- (“vacant volumes of vapid violins”), many 
tigue, and increase your productivity. more of which would follow. 


*Ms. Anderson talks about “what it means to be Indian,” as well as “why you should care about all this.” By provid- 
ing information about the differences between Indians and non-Indians, she fulfills both an informative and a per- 
suasive purpose. 


Al 


Julie offered a short definition of Muzak and 
for audience members unfamiliar with the 
concept of a trademarked brand name, she 
used Kleenex to provide an analogy. 


In one sentence, Julie linked her three key 
points to the Central Idea of the presenta- 
tion. She used the personal pronoun your 
twice and you once to begin the process of 
involving her audience. 


Julie supported her first key point by provid- 
ing a lot of statistics. Amidst all the numbers, 
she included the word you four times. She 
also ended the paragraph with a well-written 
sentence (“In short, you may be able to avoid 
the IRS .. .”) that served to spice up her in- 
ternal summary. This paragraph also featured 
Julie’s use of words that had musical connota- 
tions (“lend Muzak a thoughtful ear,” interest 
you to note, “sweet strains of Muzak”). 


This section begins with a well-written tran- 
sitional phrase that anticipates the third key 
point as it introduces the second one. In this 
section, Julie presented her historical infor- 
mation in chronological order. She used 
stories as well as research statistics as sup- 
porting material. The paragraph also contin- 
ues her clever use of words and phrases to 
make her presentation more interesting. 


This section brought the research on Muzak 
into the present and focused on an ex- 
tended example of how Muzak was used by 
two companies. Into this somewhat techni- 
cal information, she inserted her reaction to 
statistics (“A little mind-boggling, wouldn't 
you say?”) that also asked the audience for 
their reaction. 


Muzak is actually a trademarked brand name for background 
music, much like Kleenex is for facial tissue. Although the back- 
ground music industry is composed of several independent 
companies, according to Allen Smith, president of Muzak’s 
Washington, D.C., franchise, “Muzak dominates the field by 
over 70 percent.” 


By understanding how pervasive Muzak is, how it origi- 
nated, and how it supposedly lifts your spirits and productivity, 
you can become a little more enlightened next time it’s playing 
your song. 


Now, even if you don’t care to lend Muzak a thoughtful ear, 
it may interest you to note that this $200 million a year business 
can be heard in over 250,000 locations in the United States and 
in 15 foreign countries. Each day, more than 80 million people 
listen to Muzak in one form or another. And amazingly, accord- 
ing to independent surveys reported in USA Today, at least 90 
percent of these people actively like what they hear. A recent list 
of the 150 largest industrial corporations, retail companies, and 
commercial banks in this country showed that only seven were 
not plugged into Muzak somewhere within their organization. 
In short, you may be able to avoid the IRS, outwit the FBI, and 
even fool Mother Nature, but you can’t escape the sweet strains 
of Muzak. 


Before explaining how Muzak claims to put a smile on your 
face, energy in your work effort, and a song in your heart, let’s 
step back in time to 1922 to see how this dynasty developed. 
Muzak was the creation of Major George O. Squier, Chief Signal 
Office of the U.S. army during World War I. Before the success of 
commercial radio, he patented a plan to use electric power lines 
for transmitting news, music, and advertising directly into 
homes—the same idea being used today for cable television. In 
the 1930s Muzak began piping in music—via telephone lines— 
to hotels and restaurants. But the big break came in 1937 when 
two British industrial psychologists, S. Wyatt and J. Langdon, re- 
leased a study called “Fatigue and Boredom in Repetitive Work.” 
Their studies contained evidence that music cheers up workers 
sapped by the monotony of the assembly line. Muzak had found 
its niche. According to Professor Russell Nye of the University of 
Southern Florida, by 1945, 75 percent of the war industry had 
Muzak in its plants. The U.S. Army claimed Muzak helped spur 
defense workers onto new heights of wartime productivity. And 
as postwar industry boomed, so did Muzak. 


In slightly more recent history, a 1972 controlled experi- 
ment was conducted at a Manhattan Blue Cross and Blue Shield 
Company, where workers were processing an average of 90,000 
Medicare claims by computer each week. A little mind-boggling, 
wouldn’t you say? But nothing that Muzak couldn’t handle. Af- 
ter Muzak was installed, Blue Cross reported a 100 percent jump 
in worker productivity. In a major cosmetics firm, Muzak is cred- 
ited with decreasing errors by 16.4 percent and lowering absen- 
teeism by 29.9 percent. 


Thus, to many office and factory subscribers, Muzak is as 
beneficial to their work environment as good lighting and air 
conditioning. Now, if all this is true—and dozens of studies have 
verified these results—why don’t companies just install their 
own stereo systems and play a local radio station or an old 
Lawrence Welk album? The reason they don’t is that Muzak does 
something unique to its music, and thus does something unique 
to you. In order to appreciate how Muzak works, it’s necessary to 
understand what happens to a worker on the job. 


Researchers have concluded that most of us arrive at work 
in the morning at a certain energy level, which drops in mid- 
morning and picks up with thoughts of lunch. This pattern is 
repeated in the afternoon. To counteract these sluggish periods, 
Muzak designed what they call “stimulus progression.” Stimulus 
progression involves alternating 15 minutes of music with 15 
minutes of silence to offset periods of fatigue in listeners. Ac- 
cording to USA Today, Muzak’s stimulus progression nudges 
workers during the 11 A.M. droop and perks them up in the later 
afternoon. These 15-minute segments are selected from a com- 
puterized music library housing more than 200,000 recorded 
melodies, each with an assigned “stimulus quotient” of between 
0 and 7. These values are determined by such factors as the mu- 
sic’s tempo and intensity. A typical music segment might start 
with a soothing song that would rate a 1 or 2, and end with a 
toe-tapping rendition of a popular tune rating of 6 or 7. Thus we 
can see how Muzak carries and maintains a worker’s energy level 
throughout the course of the day. 


In addition to subjecting you to these mood-enhancing 
progressions, Muzak’s music takes a distinct musical form. It is 
more than just adding violins. The arrangements are “dulled” 
by electronically chopping off the high and low tones in a 
recording. The sharp contrasts and other techniques used by 
composers and musicians to catch your attention are smoothed 
over so the music slips by with little notice. Janis Jarvis, a 
Muzak executive, explains: “If listeners say they like a song it 
means the presentation has been too distracting and it is taken 
out of circulation right away.” All that matters to Muzak is that 
you experience increased energy, higher productivity, and im- 
proved morale. No wonder Muzak has so many fans—fans like 
AT&T, IBM, and Xerox, who use it in their paper processing di- 
visions. It’s also big in the federal bureaucracy where it not 
only soothes stressed file clerks but aids in drowning out CIA 
spy talk. 


Muzak isn’t restricted to the office, however. Restaurants 
employ it to drown out the buzzing of competing dinner table 
conversations, and supermarkets use Muzak to encourage shop- 
pers to linger and buy on impulse. Even hospitals have intro- 
duced Muzak to their sterile corridors. Dr. Frank B. Flood, Chief 
of Cardiology at St. Joseph’s Hospital in Yonkers, New York, re- 
ported that “recovery rates among coronary patients improved 
when the intensive-care unit was bathed in homogenized Beat- 
les and Bacharach.” 


This paragraph represents a transition from 
one section to another. It was used to intro- 
duce the characteristics that explain Muzak’s 
unique form and function. 


The next two paragraphs covered the more 
technical sections of the presentation in 
which Julie explained the “stimulus progres- 
sion” and “dulled” features of Muzak. By 
now, she had warmed up her audience, in- 
volved them, and could let her performance 
style and personal credibility (competence, 
charisma, and character) serve her and her 
purpose. 


Beginning with the phrase “In addition 
to...,” Julie makes a smooth transition to 
her next key point. By using a quotation and 
brief examples, she explains how and why 
Muzak “dulls” its sound. 


Julie provided additional examples in this 
section to extend the range and influence of 
Muzak. 


A3 


A4 


Opening with a transition (“However, not 
only clients are soothed .. .,”), Julie ex- 
plained why some people like listening to 
Muzak whereas others are annoyed. She 
used quotations to verify her claims. 


With a name like “Bing” Muscio, Julie 

felt that she had to include a quote from 
Muzak’s former president. She searched 
through her research to find the statistics 
and quotation that best fit this final portion 
of her presentation. The quotation also gave 
her the lead in she needed for a conclusion. 
Using alliteration (Vic Damone-Valium, Paul 
Simon-Penicillin), she offered a final sum- 
mary and ended with a little play on words 
that referred to The Sound of Muzak. 


However, not only clients are soothed by Muzak. John Mose, 
Professor of Industrial and Organizational Psychology at George 
Washington University, separates people into two categories— 
those who crave external stimulation, “like the people you see 
jogging around the streets with headphones,” and those capable 
of entertaining themselves with private reverie. For the second 
group, Muzak can be an annoyance. And although The New York 
Times subscribes to Muzak, many of the editors turned it off in 
their area. One savings and loan officer told me, “Most managers 
don’t like Muzak.” Nor, studies conclude, do most people with 
relatively interesting jobs. 


But the president of Muzak, “Bing” Muscio, has little diffi- 
culty defending the sound of his music. Muzak is used by more 
than 100,000 organizations. There are some 250 franchises 
around the world and a Muzak franchise can sell for as much as 
$2 million. But Mr. Muscio’s plans extend even further. 

We know it can affect the heartbeat and the pulse rate. 

We know it can be effective in dealing with people under 

stress. Just think what it might mean if we could begin to 

substitute music for the incredible number of invasive drugs 
we put into our systems. 
Imagine Vic Damone instead of Valium. Paul Simon instead of 
penicillin. Impossible? Well, given what you’ve just heard about 
Muzak’s pervasiveness, development, and techniques, nothing 
should surprise you. Yes, the sound of Muzak is here to stay. 


Informative Presentation 


CliffsNotes 


JOHN SULLIVAN, STUDENT 


“For all the trust | put in CliffsNotes, | don’t know one thing about them” was the sen- 
tence that inspired this informative presentation on CliffsNotes. John Sullivan, who now 
works for the American Association of Retired Persons as director of Information Tech- 
nology, External Partner Solutions, translated his very personable speaking style into a 
delightful and interesting presentation. When he discovered that very little had been 
written about CliffsNotes, he phoned the company’s headquarters in Lincoln, Ne- 
braska, and interviewed the managing editor, Gary Carey. John Sullivan graduated 
from Prince George’s Community College and the University of Maryland. (Editorial 
Note: Some of the information in CliffsNotes has been updated to reflect the com- 
pany’s current status.) 


kee o’clock Wednesday night. I have an English exam bright and early tomor- 
row morning. It’s on Homer’s Iliad. And I haven’t read page one. I forego 
tonight’s beer drinking and try to read. Eight forty-five. I’m only on page 12. 
Only 482 more to go. Nine thirty, it hits me. Like a rock. I’m not going to make it. 


The way I see it I have three options. I can drop the class, cheat, or go ask 
Cliff. Because I’m not a quitter, and because I don’t think cheating is the right 
thing to do, I borrow a copy of the CliffsNotes from a friend. 


Yet for all the trust I put in CliffsNotes, I couldn’t have told you one thing 
about them. Even though, according to no less a prestigious source as People Mag- 


azine, over fifty million of these yellow and black pamphlets have been sold, you 
probably don’t know too much about them either. After exhausting People Maga- 
zine, the Nebraska Sunday World Herald Magazine, and Forbes Magazine, | had to 

turn to Cliff himself. Yes, there is a Cliff behind CliffsNotes and no, his last name 
is not Notes. After two interviews with Gary Carey, the managing editor of Cliffs- 
Notes, it became clear to me that CliffsNotes was truly an American success story. 


At one time, the notes were nothing more than simple plot summaries. But 
today, they offer the reader much more in terms of character analysis and literary 
criticism. To better appreciate this unique publishing phenomenon, it is neces- 
sary to trace the history of CliffsNotes, note some of the changes they have un- 
dergone, and finally, understand why Cliff and his notes get put down by 
teachers and praised by students. 


Mr. Cliff Hillegass, owner and founder of CliffsNotes, literally started the 
business in the basement of his home as a mail-order company. As an employee 
of the Nebraska Book Company, he happened upon a Canadian publisher who 
had a full line of study guides. Upon returning home from a trip to Canada, he 
brought with him the notes to sixteen Shakespearian plays. He immediately 
made three thousand copies of each and sent them throughout the U.S. Book 
store managers were very receptive to the idea and put the Notes on sale. 


When CliffsNotes first splashed onto the scene in 1958, 18,000 copies were 
sold. By 1960 sales had increased to 54,000. By the mid-60s, the magic number 
was two million and soon everyone wanted a piece of the action. By 1968, no 
less than thirteen other companies were in the market. Mr. Hillegass was confi- 
dent through it all that none could overtake him. He told his sales staff not to 
worry. He said, “I believe most of our competition are large publishers for whom 
the study guides would never be more than one item in their line.” 


He couldn’t have been more correct. By 1968, just two years later, only three 
competitors were left. And as competition went down, sales went up. By the 
mid-1980s, CliffsNotes was grossing over $4 million a year with over 200 titles in 
print. In 1988, CliffsNotes sold 5 million copies and brought in revenues of $11 
million. By 1992, sales exceeded $13 million. 


Even with 200-plus titles, it is the original 50 titles that constitute 70 percent 
of sales. Obviously certain titles have remained relatively constant through the 
years. In fact, Cliff keeps a top ten for every year. The following list represents 
the Top Ten in 1992. As I list them in descending order, try and think what 
might be number one. And, as a hint, keep in mind that most CliffsNotes are 
sold to high school juniors and seniors. 


10. To Kill a Mockingbird 
. The Scarlet Letter 

. Great Expectations 

. A Tale of Two Cities 

. Romeo and Juliet 

. The Great Gatsby 

. Julius Caesar 
Macbeth 

. Huckleberry Finn 

. Hamlet 


According to Mr. Carey, CliffsNotes first went intercontinental in 1983. In 
Europe they were first sold in France and Italy—in the land down under, in 
Australia and New Zealand. They entered the Chinese market in Beijing and 
Hangzhou. CliffsNotes are now sold in thirty-eight foreign countries. 
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What next, you may wonder. Well, in another interview with Mr. Carey, he 
told me that the next development will be the expansion of CliffsNotes into several 
new languages. In addition to Spanish, Portuguese, and Greek, CliffsNotes will soon 
be read right to left, in Hebrew. In 1998, IDG Books Worldwide, Inc., the people 
who publish the . . . for Dummies books, acquired the little company that Cliff built. 
CliffsNotes now takes on other challenges, such as how to prepare for the GMAT 
test, how to master computer technology, and how to manage your finances. 


Yet despite international inroads and domestic success, CliffsNotes has its 
critics. Questions have been raised concerning the quality of the literary criticism 
within CliffsNotes, the claims of copyright infringements, and the academic 
ethics of using CliffsNotes in place of the real thing. 


Mr. Hillegass, no writer himself, commissions the writing of the notes to 
scholars and teachers. At the college level, he uses Ph.D.’s or grad students who 
have experience with the work. For example, the notes on The Iliad were penned 
in 1986 by Dr. Elaine Strong Skill of the University of Oregon. The consulting ed- 
itor was Dr. James L. Roberts from the University of Nebraska. 


Cliff did find, however, that Ph.D.’s and grad students sometimes write above 
the level of high school students. As a result, many of the high school notes are 
written by secondary school teachers who use the work in question, year in and 
year out. 


Cliff also has had his share of problems with publishers. In 1966 Random 
House filed suit against CliffsNotes for quoting too extensively from some of its 
copyrighted Faulkner titles. Both sides had lawyers poised and ready to do com- 
bat. It could have become a landmark case. Instead Cliff and some of the people 
from Random House solved their problems out of court. 


Cliff believes that this was a turning point for both himself and his com- 
pany. It forced them to take a fresh look at the notes. As a result, the classics 
were revamped to the point that they are now approximately SO percent text 
summary and S50 percent critical analysis. 


For example, the notes on Macbeth, Act I, scene 1, discuss the witches’ famous 
lines “When shall we three meet again” and “In thunder, lightening, or in rain?” 
These lines take up only two lines in the play. The CliffsNotes analysis is many 
times that length, with commentary on such things as the dramatic creation of 
mood, the use of time as a key theme, and the language of paradox and prophecy. 


Cliff no longer has problems with publishers, but his academic critics are still 
there. Certainly you have heard (or can easily imagine) teacher complaints that 
CliffsNotes allows students to avoid reading the original text. 


In an article about CliffsNotes published in the Nebraska Sunday World Herald 
Magazine, one educator said, “Reading CliffsNotes is like letting someone else eat 
your dinner. They deprive students of the pleasure of discovering literature for 
themselves.” 


Mr. Carey countered such criticism in the same article by stating: “Teachers’ 
apprehensions concerning CliffsNotes may have been well founded twenty years 
ago when they were simple plot summaries. But, today, they are mainly compos- 
ites of mainstream literary criticism that are of little value to students who have 
not read the book.” 


An informal survey at Creighton University and the University of Nebraska 
has indicated that Mr. Carey may be correct. Where students’ older brothers and 
sisters may have used CliffsNotes in place of the real thing, more than 80 percent 
of those students interviewed said they never used CliffsNotes by themselves. They 


only used them to accompany the reading of the required text. If anything, the 
CliffsNotes helped them discover the pleasure of reading the literature. 


But then again . . . 1 did pass my exam, and I have yet to read The Iliad. And 
I’m sure there are plenty of students out there who have missed the delights of 
Huckleberry Finn or the pathos of The Grapes of Wrath. “To be or not to be,” 
“Friends, Romans, Countrymen,” and “Out out damn spot” very well could be 
the only lines of Shakespeare that some students know. 


So the controversy continues. But at least you know that, unlike Ronald Mc- 
Donald, Cliff is a real person and he has not dodged the issues. He will go on ex- 
plaining the finer points of his 200-plus titles. Because as long as teachers assign the 
classics of literature, the racks of yellow and black will continue to grow and prosper. 


Persuasive Presentation 


Victims of the Cure 
ROSHARNA HAZEL, STUDENT 


Victims of the Cure is based on a persuasive presentation written by Rosharna Hazel, a 
student who was on the forensics team at Morgan State University in Baltimore, Mary- 
land. The speech was coached by Dr. J. B. Bury and appeared in Winning Orations.' (Edi- 
torial Note: Victims of the Cure has been updated and edited for this textbook with 
permission from the Interstate Oratorical Association.) 

Rosharna’s introduction opens with a metaphor (“Our bodies are miraculous ma- 
chines”). She compares our bodies to cars in order to set up her Central Idea that going 
to the hospital for a “repair” may result in illness, injury, or even death. The organiza- 
tional pattern is problem-cause-solution. After documenting the problem of iatrogenic in- 
juries with a definition, descriptions, examples, quotations, tragic stories, and plenty of 
statistics, she discusses the causes and recommends several actions that can protect pa- 
tients before, during, and after a hospital stay. Her conclusion returns to the body/ma- 
chine metaphor she used in her introduction. 


QO” bodies are miraculous machines. We fuel them, tune them up, and “exer- 
cise” them so they don’t rust. If we notice a problem, we put them in the 
shop for repair, just like our cars. There, you may think, the similarity ends be- 
cause most of us trust our medical system more than our mechanics. After all, 
mechanics make mistakes. “The clamp came off,” your mechanic tells you. “Our 
mistake; we’ll fix it for you free of charge.” 


But some things can’t be fixed free of charge, and tragically, some things 
can’t be fixed at all. According to a 1992 study from Harvard University’s School 
of Public Health, “1.3 million Americans may suffer unexpected, disabling in- 
juries in hospitals each year, and 198,000 may die as a result.” A second Harvard 
study, reported in a 1999 USA Today article, notes that researchers estimate more 
than 120,000 preventable deaths and one million injuries that occur during the 
course of medical treatment each year. These statistics tell a sad tale: Going to 
the hospital for a cure may result in illness, injury, or even death. 


In all likelihood, you or someone you love will need medical attention in 
a hospital. Before crossing that threshold, be prepared to combat the serious 


1Winning Orations (Northfield, MN: The Interstate Oratorical Association, 1995). 
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problem known as iatrogenic injuries or adverse effect. To help you prepare for 
such combat, I want to take a few minutes to explain the scope and types of ia- 
trogenic injuries and help you arm yourself with ways to protect yourself and 
others who may become victims of the cure. 


Let’s begin by looking at the scope and types of iatrogenic injuries. Accord- 
ing to Dr. Lucien Leape, director of Harvard University’s School of Public Health 
study, “medical injury is indeed a hidden epidemic.” So hidden that all of you 
are probably unfamiliar with the term. The term iatrogenic means caused by 
medical treatment and is used especially for unintended infections or complica- 
tions. So, the victim of an iatrogenic injury may have had successful surgery to 
correct a birth defect but later had to be treated for an iatrogenic infection 
caused by an improperly sterilized scalpel or a sponge left in the body. 


Iatrogenic injuries are frequent and sometimes deadly. The Harvard study 
conducted in 1992 showed that nearly 155,000 Americans die in hospitals each 
year as the result of medical accidents such as drug overdoses and infected 
wounds. This is three times higher than the number of people killed each year in 
traffic accidents. Sadly, iatrogenic injuries are not a new problem. It is just well- 
hidden. Dr. Lucien Leape of Harvard University maintains that “hundreds of 
mistakes occur every day in a major hospital,” and many of them go unreported, 
unrecognized, and uninvestigated. 


How bad is this problem? According to a 1997 study, observers who spent 
nine months at a large urban hospital found errors occurred in the care of nearly 
half the patients. More than one out of six patients experienced a serious med- 
ical error that caused harm ranging from temporary disability to death. In 1997, 
Doug Cook, Florida’s top healthcare regulator, called iatrogenic injuries a “tick- 
ing time bomb.” “Patients are being harmed needlessly,” he said “and no one is 
being held responsible.” 


The human cost of iatrogenic injuries is evident throughout the medical sys- 
tem. Let’s look at some of the most frequent types. According to a report by the 
Center for Disease Control, there is a “strong rise in the incidence of hospital- 
induced infections in the last two decades. . . . The most common injury is 
wound infection, nearly 90 percent of which is preventable.” The 1992 Harvard 
study reports that infections due to surgery account for 48 percent of iatrogenic 
injuries. Invasive technologies, such as urinary catheters, are another cause of 
hospital-induced infections. These technologies “are overused and often used 
only for the convenience of hospital staff,” says Dr. Robert Haley at the Univer- 
sity of Texas Southwestern Medical Center. 


Next and perhaps more deadly is the incorrect dispensing of medication. The 
American Association of Retired Persons Bulletin tells the story of Martha, a woman 
who entered a New York hospital to receive one of her last chemotherapy treat- 
ments. She was beating cancer and looking forward to the end of her long strug- 
gle. Unfortunately, it was over much sooner than she thought. She received the 
wrong drug, which was far more powerful than what was prescribed. A few days 
later, she died. 


In February of 1995, my hometown Baltimore Sun reported a serious case at 
an Annapolis hospital. Morphine was given to four newborns instead of the pre- 
scribed hepron solution. None of the babies died but medical experts fear that 
consequences may result later. 


A third type of hospital-induced injury, but certainly not the last or least, is 
the performance of incompetent or incorrect surgery. The Providence Sunday Jour- 
nal ran a three-part series in 1999 cataloguing numerous cases of iatrogenic in- 


juries running the gamut from benign to fatal. Among the listed injuries were 
eight surgical patients requiring second operations to retrieve sponges, cotton, or 
metal instruments left inside their bodies. In one case, a fifty-six-year-old woman 
was admitted to a suburban hospital for a routine D&C. A hospital clerk incor- 
rectly scheduled her for a full hysterectomy. “Everyone makes mistakes?” “We'll 
fix it free of charge?” Luckily, the error was recognized and the surgeon per- 
formed the correct operation. But others are not as fortunate. Willie King was 
scheduled to have his right leg amputated below the knee. But, according to The 
Baltimore Sun, February 20, 1995, . . . you guessed it. The surgeon incorrectly am- 
putated his left leg instead. The irony of the situation could be humorous if it 
were not for the tragic, irreparable results. Dr. Robert Brook, a professor of Medi- 
cine at the University of California at Los Angeles, agrees. “It’s really a joke to 
worry about the occasional plane that goes down when we have thousands of 
people who are killed in hospitals every year.” 


Despite these tragic stories and words of warning, there are several things 
you can do to make sure that you leave a hospital infection-free, that you are 
given and take the correct medication, that your surgeon and physicians are 
treating you correctly. Be alert and prepared to protect yourself before, during, 
and after a hospital stay. 


First, do the obvious. Try to stay out of the hospital. Begin by getting a sec- 
ond opinion when a doctor recommends hospitalization or surgery. On two oc- 
casions, my own doctor, a man with a sense of humor, has recommended office 
treatments and procedures rather than a hospital stay. Hospitals, he says, are a 
dangerous place; you can get sick there. 


Second, if you must be admitted to the hospital, be assertive. Ask questions 
and don’t be afraid of hurting a nurse or doctor’s feelings. When medication is 
prescribed, ask your doctor to spell the name, write it down, and write down the 
dosage you should be taking. When a nurse brings you the medication, make 
sure you're getting the right product and dose before you take it. And don’t sign 
away your rights by allowing the hospital to use substitute surgeons or physi- 
cians without your knowledge. Let the medical students and first-time surgeons 
practice on someone else. 


Third, if you don’t think you are well enough to stand up for your own 
rights, ask a friend or family member to become a patient advocate. If you’re not 
capable or confident enough to make demands or ask questions, they can do it 
for you. They can also monitor your treatment to make sure you’re not fed some- 
thing you’re allergic to or forgotten in a hallway waiting for a test. Some enlight- 
ened hospitals are hiring and training their own patient advocates—employees 
who monitor your progress and speak for you when you can't. 


Fourth, take the advice of the American Iatrogenic Association, an organiza- 
tion dedicated to promoting accountability for medical professionals and institu- 
tions. If you observe or experience bad practices at a hospital, file a complaint 
with the state’s medical board. Although the American Iatrogenic Association’s 
Web page acknowledges that the odds are small that your complaint will result 
in a physician being disciplined, it will alert future patients and the hospital of a 
doctor’s bad practices. Documenting your experience might help prevent others 
from being injured or victimized. The best weapon against bad medicine is pub- 
lic disclosure and awareness. 


Finally and most obviously, there is something you can’t do but that others 
can do. It is the professional, ethical, and moral responsibility of the medical pro- 
fession to expose and treat this “hidden epidemic.” With one in twenty-five hos- 
pital patients suffering from iatrogenic injuries and with more than two-thirds of 
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those injuries preventable, the authors of the Harvard study suggest that “it is 
time for the medical professional to become as concerned about safety as about a 
cure.” Fortunately, a recent and well-publicized report on iatrogenic injuries by 
the Institute of Medicine has stepped up pressure to revamp a health care system 
that hides and ignores mistakes that kill tens of thousands of patients a year. The 
medical community knows about the problem and now, so do you. You can share 
this message and its advice with others. You also know that every one of us must 
become more vigilant and aggressive when it comes to our health care. 


Several years ago there was a Ford commercial that asked, “Would you like 
yout car fixed by someone named Earl or Bud?” I’d like to ask you a similar ques- 
tion. Do they become any more conscientious and risk-free because they are Drs. 
Earl and Bud? Take care of the most precious machine you own by demanding 
the same from your health care professionals as you would from your trusted 
mechanic. When it comes to your body and your health, not everything can be 
fixed free of charge. 


Source: Rosharna Hazel, “Victims of the Cure.” Reprinted by permission of the Interstate Oratorical Association. 


Informative and Persuasive Presentation 


Looking Through Our Window: 


The Value of Indian Culture 
MarcE ANDERSON, CHIEF EXECUTIVE, MILLE Lacs BAND OF OJIBWE 


Ms. Anderson’s March 5, 1999, presentation on the value of Indian culture reflects many 
of the strategies for generating interest discussed in Chapter 12. It was delivered to the 
First Friday Club of the Twin Cities and sponsored by the St. Thomas Alumni 

Association, St. Paul, Minnesota. As you read Ms. Anderson’s words, analyze how she: 


e Accommodates the audience’s attention span by limiting the length of her presen- 
tation. 

e Adapts to the audience’s level of motivation and listening habits. 

e Enlists the power of language. Look, for example, at her second paragraph and 
note the simple words, short sentences, active voice, numerous personal pronouns, 
and repetition of the word about. 

e Tells two stories — one real, one mythic. 


Ms. Anderson delivers a highly informative presentation that also persuades. By explain- 
ing “what it means to be Indian,” “how my People experience the world,” and “the ways 
in which our culture differs from yours,” she uses interesting information to take a periph- 
eral route to persuasion (see the Elaboration Likelihood Model of Persuasion in Chapter 
18). Thus, she informs her audience about her culture and helps them understand why 
they “should care about all this.” For example, note how she: 


¢ Relies on her competence, character, and charisma to enhance her credibility. 
e Uses St. Thomas Aquinas and the story of Jacob wrestling with the angel as a 
theme and a form of mythos. 

° Avoids statistics and a “laundry list’”of Indian problems and complaints. 

e Lists ways the Indians have “given back.” 

e Uses mythos as persuasive proof. 

¢ Acknowledges and respects differences between Indians and non-Indians. 

Aone Thank you for inviting me here today. When I was asked to speak to 
you, I was told you are interested in hearing about the improvements we are 

making on the Mille Lacs Reservation, and about our investment of casino dol- 


lars back into our community through schools, health care facilities, and other 
services. And I do want to talk to you about these things, because they are 
tremendously important, and I am very proud of them. 


But before I do, I want to take a few minutes to talk to you about something 
else, something I’m not asked about very often. I want to talk to you about what 
it means to be Indian. About how my People experience the world. About the 
fundamental way in which our culture differs from yours. And about why you 
should care about all this. 


The differences between Indians and non-Indians have created a lot of con- 
troversy lately. Casinos, treaty rights, tribal sovereignty — these issues have 
stirred such anger and bitterness. 


I believe the accusations against us are made out of ignorance. The vast ma- 
jority of non-Indians do not understand how my People view the world, what 
we value, what motivates us. 


They do not know these things for one simple reason: they’ve never heard us 
talk about them. For many years, the only stories that non-Indians heard about 
my People came from other non-Indians. As a result, the picture you got of us 
was fanciful, or distorted, or so shadowy, it hardly existed at all. 


It’s time for Indian voices to tell Indian stories. 


Now, I’m sure at least a few of you are wondering, “Why do I need to hear these 
stories? Why should I care about what Indian People think, and feel, and believe?” 


I think the most eloquent answer I can give you comes from the namesake 
of this university, St. Thomas Aquinas. St. Thomas wrote that dialogue is the 
struggle to learn from each other. This struggle, he said, is like Jacob wrestling 
the angel — it leaves one wounded and blessed at the same time. 


Indian People know this struggle very well. The wounds we’ve suffered in 
our dialogue with non-Indians are well-documented; I don’t need to give you a 
laundry list of complaints. 


We also know some of the blessings of this struggle. As American Indians, we 
live in two worlds — ours, and yours. In the 500 years since you first came to our 
lands, we have struggled to learn how to take the best of what your culture has 
to offer in arts, science, technology and more, and then weave them into the 
fabric of our traditional ways. 


But for non-Indians, the struggle is new. Now that our People have begun to 
achieve success, now that we are in business and in the headlines, you are start- 
ing to wrestle with understanding us. 


Your wounds from this struggle are fresh, and the pain might make it hard 
for you to see beyond them. But if you try, you'll begin to see the blessings as 
well — the blessings of what a deepened knowledge of Indian culture can bring 
to you. I’d like to share a few of those blessings with you today. 


Earlier I mentioned that there is a fundamental difference between the way 
Indians and non-Indians experience the world. This difference goes all the way 
back to the bible, and Genesis. 


In Genesis, the first book of the Old Testament, God creates man in his own im- 
age. Then God says, “be fruitful, multiply, fill the earth and conquer it. Be masters of 
the fish and the sea, the birds of the heaven, and all living animals on the earth.” 


Masters. Conquer. Nothing, nothing could be further from the way Indian 
People view the world and our place in it. Here are the words of the great nine- 


teenth century Chief Seattle: 
All 


“You are a part of the earth, and the earth is a part of you. You did not weave 
the web of life, you are merely a strand in it. Whatever you do to the web, you do to 
yourself.” 


In our tradition, there is no mastery. There is no conquering. Instead, there 
is kinship among all creation — humans, animals, birds, plants, even rocks. We 
are all part of the sacred hoop of the world, and we must all live in harmony 
with each other if that hoop is to remain unbroken. 


When you begin to see the world this way — through Indian eyes — you will 
begin to understand our view of land, and treaties, very differently. You will begin 
to understand that when we speak of Father Sun and Mother Earth, these are not 
new-age catchwords — they are very real terms of respect for very real beings. 


And when you understand this, then you will understand that our fight for 
treaty rights is not just about hunting deer or catching fish. It is about teaching 
our children to honor Mother Earth and Father Sun. It is about teaching them to 
respectfully receive the gifts these loving parents offer us in return for the care 
we give them. And it is about teaching this generation and the generations yet to 
come about their place in the web of life. Our culture and the fish, our values 
and the deer, the lessons we learn and the rice we harvest — everything is tied 
together. You can no more separate one from the other than you can divide a 
person’s spirit from his body. 


When you understand how we view the world and our place in it, it’s easy to 
appreciate why our casinos are so important to us. The reason we defend our 
businesses so fiercely isn’t because we want to have something that others don’t. 
The reason is because these businesses allow us to give back to others — to our 
People, our communities, and the Creator. 


I'd like to take a minute and mention just a few of the ways we’ve already 
given back: 


e We’ve opened new schools, new health care facilities, and new community 
centers where our children get a better education, where our Elders get 
better medical care, and where our families can gather to socialize and 
keep our traditions alive. 


e We’ve built new ceremonial buildings, and new powwow and celebration 
grounds. 


e We’ve renovated an elderly center, and plan to build three culturally sensi- 
tive assisted living facilities for our Elders. 


e We’ve created programs to teach and preserve our language and cultural 
traditions. 


e We’ve created a small Business Development Program to help Band mem- 
bers start their own businesses. 


e We’ve created more than twenty-eight hundred jobs for Band members, 
people from other tribes, and non-Indians. 


e We've spurred the development of more than one thousand jobs in other 
local businesses. 


¢ We've generated more than fifty million dollars in federal taxes, and more 
than fifteen million dollars in state taxes through wages paid to employees. 


e And we’ve given back more than two million dollars in charitable donations. 


The list goes on and on. But rather than flood you with more numbers, I’ll tell 
you a story that sums up how my People view business through the lens of our 
traditional values. 
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Last year, the Woodlands National Bank, which is owned and operated by 
the Mille Lacs Band, was approached by the city of Onamia and asked to forgive 
a mortgage on a building in the downtown area. The building had been aban- 
doned and was an eyesore on Main Street. The city planned to renovate and sell 
the building, and return it to the tax rolls. 


Although the Band would lose money by forgiving the mortgage, our busi- 
ness leaders could see the wisdom in improving the community. The opportu- 
nity to help our neighbors was an opportunity to strengthen the web of life. So 
we forgave the mortgage. 


Now, I know this is not a decision everyone would agree with. Some people 
feel that in business, you have to look out for number one. But my People feel 
that in business — and in life — you have to look out for every one. 


And this, I believe, is one of the blessings that Indian culture has to offer you 
and other non-Indians. We have a different perspective on so many things, from 
caring for the environment, to healing the body, mind and soul. 


But if our culture disappears, if the Indian ways are swallowed up by the 
dominant American culture, no one will be able to learn from them. Not Indian 
children. Not your children. No one. All that knowledge, all that wisdom, will be 
lost forever. 


The struggle of dialogue will be over. Yes, there will be no more wounds. But 
there will also be no more blessings. 


There is still so much we have to learn from each other, and we have already 
wasted so much time. Our world grows smaller every day. And every day, more 
of our unsettling, surprising, wonderful differences vanish. And when that hap- 
pens, part of each of us vanishes, too. 


I’d like to end with one of my favorite stories. It’s a funny little story about 
Indians and non-Indians, but its message is serious: you can see something dif- 
ferently if you are willing to learn from those around you. 


This is the story: Years ago, white settlers came to this area and built the first 
European-style homes. When Indian People walked by these homes and saw see- 
through things in the walls, they looked through them to see what the strangers 
inside were doing. The settlers were shocked, but it makes sense when you think 
about it: windows are made to be looked through from both sides. 


Since then, my People have spent many years looking at the world through 
your window. I hope today I’ve given you a reason to look at it through ours. 


Mii gwetch. 
Source: Reprinted with the permissions of Chief Executive Marge Anderson and the Mille Lacs Band of Ojibwe 
Indians. 


Special Presentation 


Commencement Address 
VIVIAN Hoses, ATTORNEY 


Vivian Hobbs, an alumnus of Prince George’s Community College, was invited to be the 
1991 Commencement Speaker. In 1972, at the age of seventeen, Ms. Hobbs was in- 
volved in an automobile accident that left her paralyzed from the neck down. Her doctors 
told her that she would never be able to move, talk, or breathe without a respirator. Since 
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this pronouncement, Vivian Hobbs became a prominent Washington attorney and partner 
in the law firm of Arnold and Porter and raised three children. She passed away in 1997 
from complications related to her disability. 

Ms. Hobbs’s commencement address was a moving testament to her college. Not 
only was she a celebrated alumnus, her presentation earned her enormous credibility with 
the audience. Her competence was unquestioned, her character was unassailable, and her 
quiet, heartfelt delivery bestowed on her an inspiring form of charisma. 


( ood evening. My name is Vivian Hobbs. I can’t begin to tell you how hon- 
ored I am to have been asked to speak at this commencement ceremony. 


Prince George’s Community College has played a very special part in my life 
and holds a very special place in my heart. 


I was in an automobile accident just after high school, which left me in a 
wheelchair. I was trying to deal with that, a new marriage, and other personal 
and financial problems, not the least of which was an uncertainly about what I 
could do, about the extent of my own potential. 


Even then, in 1975, Prince George’s Community College took a real leader- 
ship position in serving the community and meeting the special needs of each 
student. In my case, this did not stop with meeting the basic obligation of mak- 
ing the campus accessible to a wheelchair. Professors helped me study and gave 
me oral exams because I cannot use my hands to write. New rules and proce- 
dures were developed to help me get through lab courses. Many other adjust- 
ments were made to help me succeed. 


But, most of all, I received support and encouragement from every staff 
member, every member of the administration, and every one of my professors. 
They made me feel that my problems were their problems—that their mission 
was to help me and all of this college’s students to realize our full potential, 
whatever the obstacles. 


For example, my biology professor spent a great deal of time and patience 
helping me to get slides just right under a microscope so that I could see various 
organisms and processes. My chemistry professor showed equal patience in help- 
ing me through chemistry lab experiments. My history professor allowed me to 
tape, rather than to write, my exams. This required him to spend much longer 
grading my examinations, because it takes longer to listen to a tape than to read 
a written exam. Other professors let me take exams orally, instead of having to 
write them. And some professors even allowed me to take my exams home on an 
honor system. 


Ultimately, I left Prince George’s Community College with a renewed confi- 
dence in myself, with a stronger sense of purpose, and with a greater awareness 
of my own potential. This has helped hold me together as I have gone on in life 
through less supportive institutions and tougher problems, both personal and in 
my career. 


I finished my Bachelor of Science degree at the University of Maryland. I 
went to Georgetown Law Center, and I’m now a partner at the biggest and, I 
think, the best law firm in Washington, D.C. 


Prince George’s Community College was the first and most important step in 
my career and in my adult life. I succeeded largely because of the support and 
help I got here. This college provides all kinds of special help and support for all 
kinds of special problems. So much so, that it’s not even special. Here it’s just 
routine. Child care for students who are parents, financial aid to those who need 


it, evening and weekend classes for those who work, developmental classes for 
those who may not have been given the academic background they need, coun- 


seling and career planning as well as tutorial programs for those who need extra 
guidance and assistance. 


I feel that I have a lot in common with many of you. Many of you have 
had to struggle with other problems and obligations while earning your degree. 


Many of you have families—spouses or children—who take up a lot of your time. 


You may have had to work while going to college to support yourself or your 
family. Many of you have had to go to school at night after working long, hard 
days, or have had to come on weekends or give up time with your family. You 
may have found it difficult to afford the time, money, and energy that has been 
required of you. 


Some of you have started your college careers with doubts about the extent 
of your own potential. Like me, many of you have come from families where no 
one else has had a college degree. ; 


But you hung in there. You kept working and learning and growing, because 
you knew you deserved the better life that this degree can give. Some of you will 
leave here for careers in nursing, computer technology, accounting, business, ed- 
ucation, engineering, law enforcement or other professions or careers. Others 
will transfer to four-year colleges or universities. Still others will leave the job 
market to raise families. But, wherever you choose to go from here, you will take 
a new, stronger sense of your own value and potential. 


Through your work and success at Prince George’s Community College, you 
have set yourselves apart from the vast majority of people who just didn’t have 
the right stuff to get this far. Many of you have done this despite tremendous ob- 
stacles and at great personal cost. You have proved that you do have the right 
stuff. From here, you can, and will go on to do anything, to make and live your 
lives according to your own dreams. 


I hope that you will remember Prince George’s Community College. You will 
go on to other endeavors and higher achievements. Many of you will go on to 
earn degrees at more prestigious colleges and universities. But Prince George’s 
Community College is the place where we all got our start—the place where we 
changed our lives and goals forever. 


I am very honored and humbled to have been asked to share this celebration 
with each of you, in this new beginning. And I do honor each and every one of 
you. Thank you. 


eee hare =. | 


Drunk, Dangerous, and Deadly 
HERB SIMPSON, PH.D., PRESIDENT AND CEO, TRAFFIC INJURY RESEARCH FOUNDATION 


Dr. Simpson’s persuasive presentation, delivered to the American Legislative Exchange Coun- 
cil’s annual meeting on August 12, 1999, resembles some of the better student presenta- 
tions we have heard about drunk driving. It is well organized in a problem-cause-solution 
organizational format. Part of what makes Dr, Simpson’s talk different, however, is that he 
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does not document every piece of supporting material he uses. As president and CEO of the 
Traffic Injury Research Foundation, he relies on his authority and expertise to make claims 
about the problem, its causes, and potential solutions. The presentation is heavy with statis- 
tics, but that is what a research foundation provides to the public and policy makers. Yet by 
including four brief stories, he puts a human face on the numbers. His language is direct 
and his presentation of statistics is clear. Dr. Simpson openly acknowledges that some of his 
foundation’s research has been supported by grants from the Anheuser-Busch Corporation. 
His introduction begins with a blunt statement of the problem rather than leading up to his 
Central Idea with an attention-getting device. His conclusion is just as blunt. 


espite the impressive gains that have been made in the fight against drunk 

driving, a dangerous minority, called the Hard Core, keeps bucking the 
trend. This group repeatedly takes to the road after consuming large amounts of 
alcohol, placing themselves and others at very great risk. They often have blood 
alcohol concentrations (BACS) that are double or triple the legal limit, causing a 
majority of drinking and driving deaths. 


As a result, they continue to make headlines in the most regrettable ways: A 
Florida man was convicted of driving under the influence (DUI) manslaughter in 
the deaths of five people. He had a BAC of .25—a level that is two and a half 
times the legal limit in most states. His license had been suspended and even re- 
voked in three states for prior drinking and driving offenses. 


Or consider the case of a North Carolina man who was recently convicted of 
second-degree murder in the death of a young woman who was a sophomore in 
college and also the mother of a two-year-old. He had a BAC of .26 and had two 
previous drunk driving convictions. 


In another tragic case, a thirty-one-year old Tennessee woman and her unborn 
child were killed when a drunk driver ran his truck up on a curb, pinning the 
woman against a light pole. The man driving the car had a BAC of .28. His license 
had already been revoked because of two previous drunk driving convictions. 


Unfortunately, these are not rare, isolated events but all too familiar. How- 
ever, it is only in recent years that hard core drinking drivers have received seri- 
ous attention by policy makers. Contemporary focus on the problem began in 
the U.S. at the beginning of this decade with the publication of what has be- 
come an internationally acclaimed study entitled The Hard Core Drinking Driver. 
Conducted by the Traffic Injury Research Foundation (TIRF), under a grant 
from Anheuser-Busch, this research documented the extent of the problems 
caused by this group and identified it as a target for special attention by policy 
leaders. 


Several years later, TIRF, again with support from Anheuser-Busch, provided 
a comprehensive review of effective and promising programs and policies for 
dealing with hard core drinking drivers. This study urged lawmakers to better 
enforce laws already on the books and use proven methods to deal with these 
troublemakers. 


Since then, many organizations, both public and private, have joined the 
fight in dealing with these extremely dangerous drivers. Recognition is growing, 
not only of the severe threat they pose to public safety but the challenge they 
present. This is underscored by the fact that they have numerous convictions. 
This is a double-edged sword from a public policy standpoint. The system is ob- 
viously having some success because hard core drinking drivers keep getting 
caught; at the same time, the system is failing because the same offenders are fre- 
quently caught again and again. Obviously, they are not receptive to traditional 


appeals and are even resistant to changing their behavior in the face of usual 
sanctions. New approaches are needed. 


In part, the challenge presented by this group lies in identifying them. Stud- 
ies have shown that the hard core represents less than one percent of all night- 
time drivers. Being such a small group, it can be very challenging to target them 
through traditional enforcement. ’ 


However, this small group is a significant threat, causing as many as 65 per- 
cent of the serious collisions. The major reason for this is that they drive with 
very high BACS, which has a profound effect on their risk of being in a serious 
traffic accident. A driver with a BAC of .20 or higher is 460 times more likely to 
be involved in a fatal crash than a driver with no alcohol, or very low amounts 
of alcohol, in their system. 


But as indicated earlier, the hard core does fall into the arms of the criminal 
justice system with great regularity, so it is imperative that the most be made of 
these opportunities to address them with effective policies. And, research shows 
that that there are very real limits to the ability of stiffer monetary fines and 
longer jail sentences to induce changes in their drinking and driving behavior. 
Fortunately, there is an emerging consensus that the strategic application of a di- 
versity of proven measures can have a significant positive impact. And, there are 
proven measures at our disposal. Let me briefly describe a few of them. 


At the top of the list is rehabilitation. Because so many of the hard core are 
alcohol abusers or dependent—up to 75 percent of second time offenders—there 
is a need to get offenders into treatment. To ensure that officials prescribe the 
most appropriate treatment for offenders, a reliable screening and assessment 
technique should be used to identify the nature and severity of their problems. 


And, treatment works. It has a significant impact on re-offense rates and 
alcohol-related crashes. But a note of caution is warranted. Because it is a long- 
term process and by no means perfectly effective, treatment should be provided 
in combination with other sanctions and not used as a substitute for, or a means 
to circumvent them. 


One of those other sanctions is license suspension. It has been one of the 
most popular and effective sanctions for drunk driving. However, many offend- 
ers are not deterred by the loss of their license; up to 75 percent drive anyway. 
And, some continue to drive and drink. This behavior can be remarkably persist- 
ent. For example, a motorist in New York City was recently stopped making an 
illegal U-turn. During this, the police discovered the driver was the “phantom 
motorist” whose license had been suspended 633 times since 1990. This motorist 
had eluded capture for four years, and it took the computer nearly two hours to 
generate a written report of the motorist’s driving record. 


For such hard core offenders, the next logical step is to deny them access to 
their vehicle, or to ensure that if they do drive, they have not been drinking. Ac- 
tions against the vehicle have been gaining popularity in the past few years. 


In general, these vehicle-based measures are designed to limit the mobility of 
the offender. At one end. of the spectrum is the alcohol-ignition interlock, a de- 
vice that still allows offenders and their family to use the vehicle but only if they 
are sober. At the other end of the spectrum is vehicle immobilization, which de- 
nies the offender and family access to the vehicle. 


The ignition interlock is a small breath test device installed in the vehicle to 
measure the driver’s BAC. The driver is required to provide a zero or low-BAC 
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breath sample to operate the vehicle. Technological improvements in these de- 
vices over the past several decades prevent virtually all of the known ways to 
“fool” the system. 


Ignition interlocks work. Evaluation studies have consistently demonstrated 
that interlocks are effective—the re-arrest rate among offenders with an interlock 
device has been found to be as much as 75 percent lower than among those with- 
out the device. 


Obviously, with an interlock on the vehicle, family members and the of- 
fender can drive. But some vehicle sanctions allow only the family to use it, not 
the offender. These typically involve special license plates, such as blaze-orange 
or zebra-striped, primarily to alert police to the fact that this is the vehicle of a 
convicted drunk driver. Ideally, the legislation that permits the use of these 
plates empowers the police to stop such a vehicle and verify that the drive is not 
the offender. 


The most severe form of vehicle-based sanctions includes immobilization or 
impoundment, and forfeiture. Depending on the jurisdiction, the vehicle can be 
seized by the police if the driver is under suspension for any reason, or for an 
alcohol-related offense, or is driving under the influence of alcohol. The vehicle 
is then either placed in a secure compound for a period of usually one or two 
months or is immobilized with a device such as a “club” on the steering wheel, 
often in the offender’s driveway. 


There is solid evidence that these programs have a significant impact on the 
prevalence of driving while under suspension as well as on alcohol-related colli- 
sions. In Canada, a federally funded study by TIRF showed there was a 12 per- 
cent decrease in drunk driving fatalities when vehicles were impounded, along 
with a SO percent decrease in DUI offenses. Most importantly, there was a 27 per- 
cent decrease in repeat driving while suspended offenses, a category that many 
hard core drinking drivers all fall into. Evaluations of programs in California, 
Ohio and Minnesota have also produced positive results. 


The toughest vehicle sanction program was recently introduced in New 
York City. The ordinance began making headlines because the vehicle of anyone 
stopped for drunk driving, most of whom do not fit the hard core drunk driving 
descriptions, was seized and forfeited. This very aggressive approach has not yet 
been evaluated but the attention the law has gathered, from both fans and crit- 
ics, underscores an important lesson we should not forget in dealing with this 
problem. Too frequently countermeasures are embraced as the silver bullet, 
magic elixir or panacea for the problem. If we have learned one lesson in the 
long struggle to deal with this problem, it is that there is no single solution. It re- 
quires a diversity of complementary measures. License suspension became for 
many “the solution” of the 80s; hopefully, vehicle forfeiture will not become 
“the solution” of the 90s. Both work but they are only part of the puzzle. 


Drinking and driving declined dramatically during the 1980s and has con- 
tinued to show some, albeit more modest, progress in the 90s. Many have argued 
that we've already achieved the easy gains because responsible, social drinkers 
have gotten the message. Hard core drinking drivers have not. Many do not care 
about the threat they pose to others, or even about being punished. They are the 
single largest challenge in the continuing battle against impaired driving and 
must be a priority if further meaningful progress is to be made. A key to that 
progress is the widespread use of effective measures for dealing with hard core 
drinking drivers. 


Source: Reprinted by permission of Dr. Herb Simpson, President & Ceo, Traffic Injury Research Foundation 


Special Presentation 


1996 Democratic National Convention 
Vice PRESIDENT AL GORE 


Albert Gore’s address at the Democratic National Convention (August 28, 1996) was a 
make-or-break speech. Given his reputation as a dull speaker, he needed to demonstrate his 
ability to rouse the audience on behalf of President Clinton’s candidacy for a second term. He 
also had to demonstrate that he had the “right stuff” to become Clinton’s successor. Very 
few audience members expected the speech to be energizing or emotional. Gore showed 
them otherwise. By beginning with self-effacing humor, moving on to a call-and-response re- 
frain (“But we won't let them”) that involved audience members, and ending with the highly 
personal and poignant story about his sister’s cancer death, Gore became a contender. Ironi- 
cally, although this emotional account of his sister’s death from lung cancer brought tears to 
the eyes of his audience, the Republicans and media were quick to point out that Gore con- 
tinued to favor (and his family continued to profit from) tobacco farming price supports long 
after he claimed that the fight against tobacco companies was a moral crusade. 


hank you very much. Thank you. Thank you very much. Thank you very 
much, ladies and gentlemen. Thank you very much. 


Four years ago, four years ago, you gave me your nomination to be vice pres- 
ident. And tonight I want to say, from the bottom of my heart: Thank you for 
the opportunity to serve our country, and for the privilege of working beside a 
president who has done so much to lift the lives of America’s families. 


Tradition holds that this speech be delivered tomorrow night. But President 
Clinton asked me to speak tonight. And you can probably guess the reason why. 


My reputation for excitement. 


’d—this is some crowd. I’ve been watching you doing that macarena on tel- 
evision. And if I could have your silence, I would like to demonstrate for you the 
Al Gore version of the macarena. 


Would you like to see it again? 


Four years ago, America faced a set of problems our leaders had lost the 
courage to confront. Our nation was not creating jobs. Our jobs were not in- 
creasing pay. Our people were running in place. Our nation was falling behind. 


Four years later, we meet in this great city of Chicago, the place Carl Sand- 
burg called the “city of the big shoulders . . . with lifted head so proud to be 
alive... and strong.” Four years later, Democrats are proud. Our hopes are alive. 
And America is strong. 


Bill Clinton’s leadership is paying off. How can you tell? By what the Ameri- 
can people have achieved themselves. Just look at what all of us have created to- 
gether these last four years: 


Ten million new jobs; a deficit cut in half; a smaller, leaner re-invented gov- 
ernment working better and costing less; unemployment and inflation both 
down; record exports; wages on the rise; an economy moving forward; empower- 
ment zones bringing neighborhoods back to life; classrooms connected to the 
information superhighway; communities given the right to know about environ- 
mental dangers; toxic wastes being cleaned up; rivers and lakes reclaimed and 
thriving; an America not just better off, but better. 
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And our strength at home has led to renewed respect abroad, nuclear mis- 
siles no longer targeted at our cities, democracy replacing tyranny in Haiti, peace 
replacing war in Bosnia, leadership toward reconciliation in Northern Ireland 
and the Middle East. While our nation has made great progress, we have much 
more to do, and we are here to declare that the man who can help us fashion 
this better future is President Bill Clinton. 


The president’s opponent, Senator Bob Dole, is a good and decent man. We 
honor his service to America and his personal courage in fighting back from in- 
juries sustained in battle. Though we disagree with his ideas, only the unknow- 
ing would deny him the respect he deserves. 


But make no mistake: there is a profound difference in outlook between the 
president and the man who seeks his office. In his speech from San Diego, Sena- 
tor Dole offered himself as a bridge to the past. Tonight, Bill Clinton and I offer 
ourselves as a bridge to the future. 


Ralph Waldo Emerson once said, “Humanity is divided between the past and 
the future . . . between memory and hope.” It is easy to understand the nostalgic 
appeal of the party of memory and the men who lead it. But let there be no doubt: 
the future lies with the party of hope and the man from Hope who leads it. 


We Americans write our own history. And the chapters of which we’re 
proudest are the ones where we had the courage to change. Time and again, 
Americans have seen the need for change, and have taken the initiative to bring 
that change to life. But always with a struggle. Always with opponents. Senator 
Dole was there. We remember. We remember that he voted against the creation 
of Medicare, against the creation of Medicaid, against the Clean Air Act, against 
Head Start, against the Peace Corps in the ’60s and AmeriCorps in the ’90s. He 
even voted against the funds to send a man to the moon. 


If he’s the most optimistic man in America, I’d hate to see the pessimists. 


That pessimistic view of America is very different from ours. And we saw it in 
the budget that Senator Dole and Speaker Gingrich tried to slip past the Ameri- 
can people last fall. Their budget doubled Medicare premiums while slashing 
benefits, wiped out nursing home care for seniors, ended the guarantee of decent 
medical care for disabled children, rolled back protections for our air and water, 
increased the cost of college while making student loans harder to get, termi- 
nated anti-drug programs for our schools, and raised taxes on the hardest-hit 
working families. 


They passed their reckless plan, and then demanded that President Clinton 
sign it. They shut the government down. Twice. Because they thought Bill Clin- 
ton would buckle under the pressure, wither in the face of their attacks, cave in 
to their demands. 


But they did not know the true measure of this man. He never flinched or 
wavered. He never stooped to their level. And, of course, he never attacked his 
opponent’s wife. 


Let me tell you what Bill Clinton did do. Bill Clinton took Speaker Newt 
Gingrich and Senator Bob Dole into the Oval Office. I was there. I remember. 
And he said, President Clinton said: “As long as I occupy this office, you will 
never enact this plan. Because as long as I am president, I won’t let you.” 


That’s why they want to replace Bill Clinton. But we won’t let them. 


They want someone in that Oval Office who will rubber-stamp their plan. 
That’s why they want to replace Bill Clinton. But we won’t let them. 


They want a president who will appoint the next three justices of the 
Supreme Court so they can control all three branches of government and take 
away a woman’s right to choose. That's why they want to replace Bill Clinton. 
But we won’t let them. 


They want to give health insurance ripoff artists a license to change Medi- 
care, to let this program for our seniors wither on the vine. That’s why they want 
to replace Bill Clinton. But we won’t let them. 


They want to outlaw all affirmative action and many other measures to 
reach out to those who want to reach up. That’s why they want to replace Bill 
Clinton. But we won’t let them. 


They want to cut education and undermine our schools—put down teachers 
instead of lifting up students. That’s why they want to replace Bill Clinton. But 
we won't let them. 


They want to give free reign to lobbyists for the biggest polluters in America 
to rewrite our environmental laws, allowing more poison in our air and water, 
and then auction off our natural wonders piece by piece. That’s why they want 
to replace Bill Clinton. But we won’t let them. 


We will not; we cannot; we must not let them. 


And you know what? We can make Bill Clinton’s job a lot easier by making 
Dick Gephardt speaker of the House and Tom Daschle Senate majority leader. 


You can judge a president by the enemies he is willing to make. You know 
that someone who’s been attacked as much as Bill Clinton is doing something 
right. America has never changed without a president willing to confront the sta- 
tus quo and take on the forces of greed and indifference. It has changed only 
when we have had a president with the vision to tackle the real problems that re- 
ally matter to our families. That’s what this president has done. 


Because families don’t eat or breathe political slogans. They thrive or fail ac- 
cording to how they handle each day’s challenges. 


When your alarm goes off in the morning, if your family is like mine, every- 
body starts rushing around, getting ready for school and work. When one of 
your children reaches for cereal and fruit, you shouldn’t have to worry about 
whether the food is safe. That’s why just this month, President Clinton brought 
farmers and environmentalists together and signed an historic law to keep dan- 
gerous pesticides off our fruits and vegetables. 


When you pour a glass of water for each member of the family at the table, 
you shouldn’t have to wonder: “Should I buy bottled water? We really can’t af- 
ford it.” That’s why President Clinton signed the Safe Drinking Water Act, to give 
families more peace of mind that their water will be pure and safe. 


When you notice your child staring at a television set and watching violent 
and explicit images he or she is not old enough to handle, you shouldn't be 
forced to choose between throwing the TV out of the house and monitoring 
every second that child watches. 


That is why, last month, the president persuaded the broadcasters to agree to 
air three hours of quality children’s educational programming each week. And 
that’s why we’re giving parents a new tool, the V-chip, to keep violent and ex- 
plicit programming out of their homes and away from their children. When our 
children turn on the TV, let them learn how to read and add and spell and think, 
not how to kill. 
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If one of your children has an operation or some other serious health prob- 
lem, you shouldn’t have to choose between taking care of that child or keeping 
your job. That is why Bill Clinton fought to pass the Family and Medical Leave 
Act—so parents can get time off work to care for a sick child, bond with a new- 
born, or tend to an aging relative. 


When your children do well in school and head toward graduation, they 
shouldn’t have to wonder about whether their family can afford to send them 
to college. That’s why President Clinton expanded scholarships, student loans, 
and Pell Grants. And that’s why he wants to give a tax credit to pay $1,500 per 
year for tuition to make college more affordable for every single American 
family. 


If the business where you work is changing in ways that cause you to think 
about getting a different kind of job, you ought to be able to get the training and 
education you need to learn new skills and plan for the future. That’s why Presi- 
dent Clinton is proposing a tax credit so if you go to a community college, you 
can take every single dollar you pay right off your taxes. If you take responsibil- 
ity, President Clinton will give you the opportunity to learn. 


And if you see an opportunity to move to a better job, you shouldn’t feel 
forced to stay in your old job just because that’s the only way you can keep your 
health insurance. Even if you have some pre-existing condition, you ought be 
able to change jobs and not loose your coverage. That is why President Clinton 
passed the Kennedy-Kassebaum law. 


Americans shouldn’t have to feel imprisoned in their homes because of 
crime. We have a right to streets and neighborhoods that are safe. That is why 
President Clinton fought for the Brady Bill and the assault weapons ban. And 
that is why President Clinton is putting 100,000 new community police officers 
on our streets and sidewalks. 


These problems are real, and they must be addressed. It’s been a long time 
since we’ve had a president so in tune with the issues that touch the real lives of 
America’s families. It’s been a long time since we’ve had a president willing to 
fight the powerful forces that often seem to stand in the way. 


Some of the most powerful forces that do the most harm are often hard to 
see and even harder to understand. When I was a child, my family was attacked 
by an invisible force that was then considered harmless. My sister Nancy was 
older than me. There were only the two of us and I loved her more than life it- 
self. She started smoking when she was thirteen years old. The connection be- 
tween smoking and lung cancer had not yet been established but years later the 
cigarettes had taken their toll. 


It hurt very badly to watch her savaged by that terrible disease. Her husband, 
Frank, and all of us who loved her so much, tried to get her to stop smoking. Of 
course she should have, but she couldn't. 


When she was forty-five years old, she had a lung removed. A year later, the 
disease had come back and she returned to the hospital. We all took turns stay- 
ing with her. One day I was called to come quickly because things had taken a 
turn for the worse. 


By then, her pain was nearly unbearable, and as a result, they used very pow- 
erful painkillers. And eventually it got so bad they had to use such heavy doses 
that she could barely retain consciousness. We sometimes didn’t know if she 
could hear what we were saying or recognize us. 


But when I responded to that call and walked into the hospital room that 
day, as soon as I turned the corner—someone said, “Al’s here”—she looked up, 
and from out of that haze her eyes focused intensely right at me. She couldn’t 
speak, but I felt clearly I knew she was forming a question: “Do you bring me 
hope?” 


All of us had tried to find whatever new treatment or new approach might 
help, but all I could do was to say back to her with all the gentleness in my 
heart, “I love you.” And then I knelt by her bed and held her hand. And in a 
very short time her breathing became labored and then she breathed her last 
breath. 


Tomorrow morning another thirteen-year-old girl will start smoking. I love 
her, too. Three thousand young people in America will start smoking tomorrow. 
One thousand of them will die a death not unlike my sister’s, and that is why, 
until I draw my last breath, I will pour my heart and soul into the cause of pro- 
tecting our children from the dangers of smoking. 


And that is also why I was intensely proud last week when President Clinton 
stood up for American families by standing up to tobacco advertising aimed at 
getting our children addicted. He proposed the first-ever comprehensive plan to 
protect children from smoking; to ban tobacco advertising aimed at our chil- 
dren, and to ban it for good. 


It took courage for Bill Clinton to take on the tobacco companies. I promise 
you it is no accident that no president has ever been willing to do it before. 


But coming from him, that’s no surprise. I’ve seen him get up day after day 
and make the toughest decisions, and always by asking, “What is right for the 
American people?” 


As a result, with Bill Clinton’s leadership, our nation is moving forward with 
confidence. Americans don’t believe our best days are behind us. We see better 
days ahead because we have the courage to meet our challenges and protect our 
values. And now, once again, in pursuit of the American dream, we are crossing 
the bridge to the future. 


By shepherding, guiding and protecting our children’s souls, we build a bet- 
ter America. The American spirit lives within that child. The child will grow up 
to believe in it, to add new vision to it. 


It’s not a vision of a distant future, nor of a remote past, but a constant accu- 
mulation of our best instincts and our noblest aspirations. From the spirit of our 
Founding Fathers, to the courage of today’s families, it is one vision. It is an 
American vision. It is the vision of President Bill Clinton. 


Thank you, God bless you, and God bless America. 
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Appendix B: National Communication 
Association Credo for Ethical 
Communication 


(approved by the NCA Legislative Council in 1999) 


uestions of right and wrong arise whenever people communicate. Ethical 

communication is fundamental to responsible thinking, decision making, 
and the development of relationships and communities within and across con- 
texts, cultures, channels, and media. Moreover, ethical communication enhances 
human worth and dignity by fostering truthfulness, fairness, responsibility, per- 
sonal integrity, and respect for self and others. We believe that unethical com- 
munication threatens the quality of all communication and consequently the 
well-being of individuals and the society in which we live. Therefore we, the 
members of the National Communication Association, endorse and are commit- 
ted to practicing the following principles of ethical communication: 


e We advocate truthfulness, accuracy, honesty, and reason as essential to the 
integrity of communication. 

e We endorse freedom of expression, diversity of perspective, and tolerance 
of dissent to achieve the informed and responsible decision making funda- 
mental to a civil society. 

e We strive to understand and respect other communicators before evaluat- 
ing and responding to their messages. 

e We promote access to communication resources and opportunities as nec- 
essary to fulfill human potential and contribute to the well-being of fami- 
lies, communities, and society. 

e We promote communication climates of caring and mutual understand- 
ing that respect the unique needs and characteristics of individual 
communicators. 

e We condemn communication that degrades individuals and humanity 
through distortion, intimidation, coercion, and violence, and through the 
expression of intolerance and hatred. 

e We are committed to the courageous expression of personal convictions in 
pursuit of fairness and justice. 

¢ We advocate sharing information, opinions, and feelings when facing sig- 
nificant choices while also respecting privacy and confidentiality. 

¢ We accept responsibility for the short- and long-term consequences of our 
own communication and expect the same of others. 


Source: Used by permission of the National Communication Association. 


Glossary 


Accent. The sound of one language imposed on 
another. (242) 

Acoustics. The science of sound; the sound char- 
acteristics of the room in which you will be 
speaking. (96) 

Alliteration. <A figure of speech in which a series 
of words all begin with the same sound. (205) 

Analogy. Identifies similarities in things that are 
alike or similar in function and highlights similar- 
ities in things that don’t initially seem alike. (113) 

Analytical listening. A type of listening that fo- 
cuses on evaluating whether a message is reason- 
able and/or whether an argument is valid. (30) 

Appreciative listening. A type of listening that 
focuses on how well a person expresses an idea 
or opinion. (31) 

Argument. A claim supported by evidence and 
reasons for accepting it. (23, 324) 

Articulation. How clearly you make the sounds 
in the words of a language; your diction. (240) 
Attack the person fallacy. Criticizing or attack- 
ing a person instead of the substance of the ar- 

gument. (336) 

Attention span. The amount of time audience 
members can be attentive to sensory stimula- 
tion. (198) 

Audience analysis. The ability to understand, 
respect, and adapt to audience members before 
and during a presentation. (76) 

Audience attitudes. A measure of whether audi- 
ence members agree or disagree with a speaker’s 
purpose statement as well as how strongly they 
agree or disagree. (81) 

Autocratic leader. A leader who relies on power 
and authority to control a group and its discus- 
sions. (374) 


Backing. The component of the Toulmin model 
of an argument that provides support for an ar- 
gument’s warrant. (24) 

Bandwagon fallacy. An appeal to popularity. 
(337) 

Begging the question fallacy. An unproven as- 
sertion, in an argument, that is assumed to be 
true. (337) 

Better Plan organizational pattern. Presenting 
a plan that will improve a situation or help to 
solve a problem while acknowledging that a 
total solution may not be possible. (329) 


Biased. A source whose opinion is so slanted or 
self-serving that it may not be objective or fair. 
(11S) 

Boolean search. A research technique that helps 
you focus and narrow a computerized search by 
using terms such as AND, OR, and NOT as well 
as other term-limiting techniques. (122) 

Brainstorming. A technique that encourages 
group members to generate as many ideas as 
possible in a nonevaluative atmosphere. (366) 

Briefing. A type of informative presentation in 
which a speaker briefly reports about the status 
of an upcoming or past event or project in a 
business or organizational setting. (291) 


Causes and effects arrangement. An organiza- 
tional format that identifies a situation, object, 
or behavior and then describes the results of 
that situation, object, or behavior. (138) 

Central idea. A sentence or thesis statement that 
summarizes the key points of a presentation. 
(134) 

Channel. The medium in which a message ex- 
ists; using the senses of sight, hearing, touch, 
taste, and/or smell as a medium for transferring 
messages. (12) 

Character. A component of speaker credibility 
that relates to a speaker’s honesty and goodwill. 
(183) 

Charisma. A speaker’s level of energy, enthusi- 
asm, vigor, and/or commitment; a speaker’s 
dynamic qualities. (185) 

Claim. The conclusion or position a speaker is 
advocating. (23) 

Cognitive restructuring. A presentation anxiety 
therapy that attempts to change the way a 
speaker thinks about speaking, so that positive 
thinking replaces worrisome, irrational, nonpro- 
ductive thoughts. (51) 

Common ground. A belief, attitude, or experi- 
ence shared by the speaker and the audience; 

a “place” where both the speaker and the 
audience can stand without disagreeing. 
(171, 305) 

Communication model. An illustration that 
shows the interactions of essential components 
of the communication process in order to clarify 
relevant relationships and to help predict out- 
comes. (12) 
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Communication transaction. Communication 
in which speakers and listeners exchange mes- 
sages in order to share meaning. (12) 

Comparison-contrast arrangement. An organi- 
zational format that uses similarities and differ- 
ences between two things or concepts as a 
method of arranging ideas. (140) 

Competence. A component of speaker credibil- 
ity that relates the speaker’s expertise and abili- 
ties. (184) 

Comprehension questions. Questions asked of 
an audience by a speaker during a presentation 
as a way Of involving the audience, assessing 
their understanding, and maintaining control of 
the situation. (90) 

Comprehensive listening. A type of listening 
that focuses on accurately understanding spo- 
ken and nonverbal messages. (29) 

Connectives. Devices that link key points, re- 
mind the audience of the speaker’s direction, 
and preview or summarize major sections of a 
presentation. (155) 

Context. The surrounding environment—both 
physical and psychological—that can affect 
every aspect of a presentation. (12) 

Creativity. The process of searching for, sepa- 
rating, and connecting thoughts as a way of 
combining previously unrelated elements. (159) 

Critical thinking. The particular kind of think- 
ing we use to analyze what we read, see, or hear 
in order to arrive at a justified conclusion or de- 
cision. (22) 


Decoding. The process of comprehending a mes- 
sage as influenced by audience characteristics, 
motives, interests, knowledge, attitudes, and 
learning styles. (12) 

Deductive logic. Proving a persuasive argument 
by moving from accepted general premises to a 
specific conclusion. (308) 

Definition. A statement that explains or clarifies 
the meaning of a word, phrase, or concept. 
(A) 

Democratic leader. A leader who seeks input 
from followers and shares the decision-making 
process with group members. (374) 

Demographic information. Information about 
audience characteristics such as age, gender, mar- 
ital status, race, religion, place of residence, eth- 
nicity, occupation, education, and income. (77) 

Description. A statement that creates a mental 
image of a scene, concept, event, object, or per- 
son. (113) 

Dialect. Regional and cultural differences within 
the same language. (242) 
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Documentation. The practice of citing the 
sources of supporting material used in a presen- 
tation. (124) 

Drawings. Presentation aids that show how 
things work; can explain relationships or 
processes. (266) 


Elaboration Likelihood Model of Persuasion. 
Persuasive proof should be selected based on 
considering “two routes to persuasion”—a cen- 
tral route and a peripheral route. The central 
route requires strong, logical arguments; the pe- 
ripheral route depends on simpler cues based on 
emotional, personal, and narrative proofs. (311) 

Emotional proof. Proof that appeals to the audi- 
ence’s emotions and feelings. (309) 

Empathic listening. A type of listening that fo- 
cuses on understanding and identifying with a 
person’s situation, feelings, or motives. (29) 

Encoding. The process of making decisions 
about how to create and send a message. (12) 

Entertainment speaking. A presentation de- 
signed to amuse, interest, divert, or “warm up” 
an audience. (70) 

Ethics. A speaker’s moral values and personal 
principles of correct conduct. (190) 

Ethos. Aristotle’s term for personal proof. Proof 
that relies on the competence, character, and 
charisma of a speaker. See personal proof. (190, 
310) 

Evidence. The information, data, or audience 
beliefs used by a speaker to support or to prove 
the claim of an argument. (23, 312) 

Example. A reference to a specific case or in- 
stance; examples are often items, facts, or in- 
stances that represent an entire group. (113) 

Explanatory communication. Communication 
that enhances understanding of a topic the au- 
dience may be aware of but does not or cannot 
fully comprehend. (286) 

Expressiveness. The vitality, variety, and sincer- 
ity that you put into the delivery of your presen- 
tation. (200) 

Extemporaneous speaking. A well-prepared 
presentation delivered from an outline or set of 
notes. (220) 

Eye contact. The establishment and mainte- 
nance of visual contact with individual mem- 
bers of your audience. (247) 

Eye scan. A method for establishing maximum 
eye contact while using detailed notes or a man- 
uscript form of delivery. (249) 


Fact. A verifiable observation, experience, or 
event. (111) 


Fallacy. An invalid argument or misleading 
statement that deceives an audience. (334) 

Faulty cause fallacy. An erroneous claim that 
something was caused by an event or action 
that preceded it. (335) 

Feedback. The verbal and nonverbal responses 
made by audience members as they listen to and 
interpret the meaning of a presentation. (14) 

Fidget. Small, repetitive body movements that 
function as physical filler phrases. (252) 

Figurative analogy. A way to compare two 
things that are not in the same class but that 
have basic attributes in common. (140) 

Fluency. The ability to speak smoothly without 
tripping over words or pausing at awkward mo- 
ments. (238) 

Formal outline. A comprehensive written 
framework for a presentation that follows estab- 
lished conventions of content and style. (151) 

Forum. A public meeting in which audience 
members express their concerns and address 
questions to public officials and/or experts. (361) 

Fundamental Interpersonal Relationship Orienta- 
tion (FIRO) Theory. Three interpersonal needs 
(inclusion, control, and openness) that can be ad- 
dressed in a persuasive presentation. (318) 


Gesture. A body movement, usually made by the 
hands and arms, that conveys or reinforces a 
thought, an intention, or an emotion. (250) 

Golden listening rule. The principle that you 
should listen to others as you would have them 
listen to you. (33) 

Graphs. Presentation aids that show compar- 
isons and trends. (265) 


Hasty generalization fallacy. Drawing a conclu- 
sion from relevant but insufficient evidence or 
examples. (336) 

Hidden agenda. An individual group member’s 
private motives and goals that may conflict with 
and affect the achievement of a group’s com- 
mon goal. (372) 

Humorous presentation. A presentation in 
which the speaker's primary purpose is to enter- 
tain the audience or to use humor as a means of 
making a serious point. (348) 


Identification. A persuasive strategy in which 
the speaker encourages the audience to see how 
he or she and they all share common attitudes, 
ideas, feelings, values, and experiences. (305) 

Impromptu speaking. A presentation for which 
the speaker has little or no time to prepare or 
practice. (219, 354) 


Inductive logic. Proving a persuasive argument 
by moving from specific instances to a general 
conclusion. (309) 

Inflection. A change of pitch, within a word or 
group of words, that adds emphasis or meaning. 
(237) 

Informative presentation. A presentation de- 
signed to instruct, enlighten, explain, share, 
demonstrate, clarify, remind, or interpret. (69, 
283) 

Informatory communication. Creates aware- 
ness of the latest information about a topic; 
news reports are informatory. (286) 

Inoculation. A persuasive strategy in which a 
speaker presents the opposition’s argument and 
then refutes them in order to build audience re- 
sistance to counterpersuasion. (313) 

Internal preview. A connective phrase or 
sentence that introduces the key points of a 
presentation or tells an audience what will be 
covered in what order. (157) 

Internal summary. A connective phrase or sen- 
tence that concludes a section of a presentation, 
summarizes major ideas, or reinforces important 
ideas and information. (157) 

Introducing a presenter. A presentation in 
which a speaker provides information about a 
presenter who is about to speak, as a means of 
motivating the audience to listen. (342) 


Key points. The most important issues or the 
main ideas that you want your audience to un- 
derstand and remember during and after your 
presentation. (132) 


Laissez-faire leader. A leader who lets the group 
take charge of all decisions and actions. (3 74) 

Language intensity. The degree to which your lan- 
guage deviates from bland, neutral terms. (332) 

Leadership. The ability to make strategic deci- 
sions and to use communication to mobilize a 
group toward achieving a shared goal. (373) 

Lectern. A stand that serves as a support for the 
notes of a speaker. (254) 

Listening. The ability to understand, analyze, re- 
spect, and respond to the meaning of another 
person’s spoken and nonverbal messages. (28) 

Logical proof. Proof that appeals to the intel- 
lect; proof appealing to the rational side of an 
audience. (308) 

Logistics. The strategic planning, arranging, and 
use of people, facilities, time, and materials rele- 
vant to a presentation. (94) 

Logos. Aristotle’s term for logical proof. See logi- 
cal proof. (308) 
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Maintenance roles. Group roles that affect how 
members get along with each other while pursu- 
ing a shared goal. (366) 

Manuscript speaking. A presentation written 
out in advance and delivered word for word. 
(221) 

Maps. Presentation aids that show where; trans- 
late data into spatial patterns. (267) 

Maslow’s Hierarchy of Needs. A specific se- 
quence of needs (physiological, safety, social, 
esteem, and self-actualization) that can be ad- 
dressed in a persuasive presentation. (318) 

Mediated Presentation. A presentation that re- 
lies on electronic media to support or convey 
the speaker’s message. 

Memorized presentation. A presentation for 
which the speaker memorizes a manuscript and 
then delivers it without notes. (222) 

Memory aids arrangement. An organizational 
format that uses easily remembered letters of the 
alphabet, words, or common phrases to arrange 
the key points of a presentation. (142) 

Message. The content of a presentation; the way 
a speaker’s purpose is transformed into words 
and action. (12) 

Metaphor. A figure of speech that makes a com- 
parison between two things or ideas without 
directly connecting the resemblances with 
words such as like or as. (205) 

Mind map. An organizational technique for dis- 
covering the key points and connections among 
the ideas in a presentation without forcing a 
predetermined organizational scheme on them. 
(147) 

Minutes. The written record of a group’s discus- 
sions and decisions that occur during a meeting. 
(370) 

Monotone. A voice with very little variety in 
pitch. (237) 

Monroe’s Motivated Sequence. Alan Monroe’s 
five-step sequence for motivating an audience 
to change its opinions or behavior: attention, 
need, satisfaction, visualization, and action 
steps. (331) 

Mythos. A term used to denote various forms of 
narrative proof. See narrative proof. (310) 


Narrative. The process, art, and techniques of 
storytelling. (208) 

Narrative proof. Proof that appeals to the val- 
ues, faith, and feelings that make up our social 
character and is most often expressed through 
traditional stories, sayings, and symbols. (310) 

Noise. In the communication process, anything 
that inhibits a message from reaching and being 
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understood by its listeners as it was originally 
intended. (15) 

Nonverbal communication. Messages we send 
using means other than words. (35) 


Occasion. The reason why an audience assem- 
bles at a particular place and time. (100) 

Optimum pitch. The natural pitch at which you 
speak most easily and expressively. (237) 

Organization. A strategy or method that deter- 
mines what to include in a presentation as well 
as how to arrange the ideas and information in 
an effective way. (131) 

Organization tree. An organizational technique 
that puts ideas and information in a hierarchical 
order, shows whether there is adequate support- 
ing material for each key point, and ensures that 
key points are directly related to the central 
idea. (149) 

Overcoming Objections organizational pattern. 
Each key point attempts to overcome an objec- 
tion or to refute an argument that prevents the 
audience from accepting the speaker’s position. 
(330) 


Panel discussion. A group discussion in which 
participants interact with one another on a 
common topic for the benefit of an audience. 
(361) 

Paraphrasing. Rephrasing what a person has 
said as a way of indicating that the listener has 
understood what the speaker means and feels. 
(35) 

Pathos. Aristotle’s term for emotional proof. See 
emotional proof. (309) 

Performance. The effective vocal and physical 
delivery of a presentation. (218) 

Personal proof. Proof that relies on the credibil- 
ity and attractiveness of the speaker. (310) 

Persuasion. Communication that seeks to 
change audience attitudes or behavior by using 
logical, emotional, personal, and/or narrative 
appeals. (302) 

Persuasive presentation. A presentation de- 
signed to change or to influence an audience’s 
opinion and/or behavior. (69) 

Persuasive Stories organizational pattern. Us- 
ing stories to illustrate each key point of the 
central idea of a persuasive presentation. (333) 

Pie charts. Presentation aids that show how 
much; show proportions in relation to a whole 
or to comparable items. (264) 

Pitch. How high or low your voice sounds. (236) 

Plagiarism. Using or passing off the ideas or 
writing of another person as your own. (125) 


Podium. An elevated platform on which a 
speaker stands. (99) 

Preliminary outline. An initial planning outline 
that puts the major pieces of a message in a 
clear and logical order. (146) 

Presentation aids. Mediated ways of sharing key 
ideas and supporting material during a presenta- 
tion. (261) 

Presentation anxiety. A speaker’s individual 
level of fear or anxiety that is associated with 
either real or anticipated communication to a 
group of people or an audience. (43) 

Presentation software. Software designed to 
help presenters prepare visual aids for projection 
or distribution. (153) 

Presentation speaking. Occurs when speakers 
use verbal and nonverbal messages to generate 
meanings and to establish relationships with au- 
dience members, who are usually present at the 
delivery of a presentation. (5) 

Primacy effect. An audience is more likely to re- 
call what speakers say in an introduction than 
what they say in the body of a presentation. (163) 

Primary source. The document, testimony, or 
publication in which information first appeared. 
(121) 

Private purpose. The personal goal of your pres- 
entation. (64) 

Problem/Cause/Solution organizational pat- 
tern. Describing a problem and its possible 
causes and then offering a solution. (328) 

Problem-solution arrangement. An organiza- 
tional format that describes a situation that is 
harmful (the problem) and then offers a plan to 
solve the problem (the solution). (137) 

Projection. Controlled vocal energy that gives 
impact and intelligibility to sound. (234) 

Pronunciation. Putting all the correct sounds in 
the correct order with the correct stress in a 
word. (240) 

Proof. The strategies, evidence, and/or arguments 
you select in order to persuade an audience. (307) 

Protocol. The expected format of a ceremony or 
the etiquette observed at a particular type of cer- 
emony or event. (103) 

Public group. A group that engages in discussion 
in front of or for the benefit of the public. (360) 

Public purpose. The publicly stated goal of your 
presentation. (64) ‘ 

Public speaking. A type of presentation speak- 
ing that occurs when speakers address public au- 
diences in community, government, and/or 
organizational settings. (5) 

Purpose. The outcome that you are seeking as a 
result of making your presentation. Purpose an- 


swers the question “What do I want my audi- 
ence to know, think, feel, or do as a result of my 
presentation?” (61) 

Purpose statement. A sentence that clearly 
states the specific, achievable, and relevant goal 
of your presentation. (66) 


Qualifier. The component of the Toulmin model 
of an argument that states the degree to which a 
claim appears to be true. (25) 

Question of conjecture. Asks whether some- 
thing will or will not happen. (325) 

Question of fact. Asks whether something is 
true or false, whether an event did or did not 
happen, or whether a circumstance was caused 
by one thing or by another. (324) 

Question of policy. Asks whether a particular 
course of action should be taken. (326) 

Question of value. Asks whether something is 
worthwhile—is it good or bad; right or wrong; 
moral or immoral; best, average, or worst? (325) 

Question-and-answer session. A situation in 
which a speaker responds to audience questions. 
(351) 


Rate. Your speaking speed; the number of words 
you say per minute added to the number and 
length of pauses that you use. (236) 

Receiver. The communicator who interprets a 
message and responds to its perceived meaning. 
(12) 

Recency effect. An audience is more likely to recall 
what speakers say in a conclusion than what they 
say in the body of a presentation. (172) 

Research. A search or investigation designed to 
find useful and appropriate ideas, opinions, and 
information. (116) 

Reservation. The component of the Toulmin 
model of an argument that recognizes exceptions 
to an argument or indications that a claim may 
not be true under certain circumstances. (25) 


Search engine. A Web service that matches key 
words to Web sites that include those terms. 
(122) 

Secondary source. A source that reports, repeats, 
or summarizes information from one or more 
other sources. (121) 

Selected instances fallacy. A speaker chooses 
atypical examples to prove an argument. (336) 
Self-effacing humor. The ability to direct humor 

at yourself; to poke fun at yourself. (211) 

Signposts. Short phrases that tell or remind an 
audience of the speaker’s current place in the or- 
ganizational scheme of a presentation. (158) 
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Simile. A figure of speech that makes a direct 
comparison between two things or ideas, usually 
by using words such as like or as. (205) 

Situation-specific introductory methods. Ways 
of beginning a presentation that adapt to the in- 
terests and concerns of a specific audience in a 
particular setting or situation. (165) 

Skills. The most basic abilities needed to prepare 
and to perform a presentation. (17) 

Small group communication. The interaction 
of three or more interdependent people working 
toward a common goal. (360) 

Social Judgment Theory. Audience reactions to 
persuasive statements are best reflected by Jati- 
tudes of acceptance (statements they agree with), 
latitudes of rejection (statements they cannot 
agree with), and latitudes of noncommitment 
(statements that are neither acceptable nor 
unacceptable). (314) 

Source. The communicator who creates a mes- 
sage and sends it to one or more receivers. (12) 

Space arrangement. An organizational format 
that arranges ideas, objects, events, people, 
and/or places in a physical pattern, location, or 
space. (137) 

Speaker credibility. Ethos; the characteristics of 

' a speaker that determine whether the audience 
believes the speaker and the message. (183) 

Special presentations. Unique types of presenta- 
tions that are used to bring people together, to 
create social unity, to build goodwill, to answer 
questions, or to celebrate. (342) 

Standard problem-solving agenda. A procedure 
that guides a group through problem solving by 
using the following steps: clarifying the task, un- 
derstanding and analyzing the problem, assess- 
ing possible solutions, and implementing a 
decision or plan. (368) 

Statistics. A system of organizing, summarizing, 
and analyzing numerical data that has been col- 
lected and measured. (112) 

Stereotypes. Oversimplified conceptions, opin- 
ions, or images of a person or a group of people 
that are often based on demographic character- 
istics. (78) 

Stories. Accounts or reports about some things 
that have happened. (114) 

Story fidelity. Refers to whether a story seems 
truthful and believable. (208) 

Story probability. Refers to whether a story 
“hangs together”; whether it is coherent and 
makes sense. (208) 

Strategy. A plan of action selected to help 
achieve the purpose of a presentation. (17) 
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Supporting material. Ideas, opinions, and infor- 
mation that help explain and/or advance a pres- 
entation’s key points and purpose. (111) 

Survey. A series of written questions designed to 
gather information about audience characteris- 
tics and opinions. (86) 

Symposium. A group presentation in which par- 
ticipants give short, uninterrupted presentations 
on different aspects of a topic for the benefit of 
an audience. (361) 

Systematic desensitization. A presentation anxi- 
ety therapy that teaches speakers how to relax be- 
fore and during a stressful speaking situation. (49) 


Tables. Presentation aids that summarize and 
compare data; can show exact numeric values. 
(266) 

Task roles. Group member roles that affect a 
group’s ability to achieve its goals by focusing 
on behaviors that help get the job done. (366) 

Team presentation. A presentation by a cohe- 
sive group of speakers trying to influence an au- 
dience of decision makers. (362) 

Testimony. Statements or opinions that some- 
one has said or written. (112) 

Text charts. Presentation aids that list ideas or 
key phrases, often under a title or headline. (265) 

Theory. A principle that tries to explain and to 
predict events and behavior. (16) 

Thought speed. The speed (words per minute) at 
which most people can think, as contrasted with 
the slower speed at which most people speak. 
(32) 

Time arrangement. An organizational format 
that orders ideas and information according to 
time or calendar dates. (136) 

Toast. Spoken remarks that accompany an act of 
drinking to honor a person, a couple, or a 
group. (346) 

Topic. The subject matter of a presentation. (67) 
Topical arrangement. An organizational format 
that divides a large topic into small subtopics. 

(135) 

Topic-specific introductory methods. Ways 
of beginning a presentation that rely on topic- 
related supporting material. (165) 

Transitions. A connective in the form of a word, 
phrase, number, or sentence that helps a speaker 
move from one key point or section to another. 
(157) 

Tree outline. An organizational technique that 
compares the central idea, key points, and sup- 
porting materials to the trunk, limbs, and 
branches of a tree. (148) 


Valid. Ideas, information, or opinions that are 
well founded, justified, and true. (114) 

Value step. A section in the introduction of a 
presentation that explains why the information 
is valuable or important to the audience. (285) 

Victory by definition fallacy. A self-serving def- 
inition of a word is used to benefit the speaker 
and the speaker’s argument. (338) 

Visualization. A procedure that encourages peo- 
ple to think positively about presentation speak- 
ing by imagining what it would be like to go 
through an entire and successful speechmaking 
process. (S2) 

Volume. Your voice’s degree of loudness. (233) 


Warrant. The part of an argument that explains 
why the evidence supports a claim. (24) 

Welcoming remarks. A presentation in which a 
speaker representing one organization welcomes 
the public or a group from another organization 
to an event or place. (345) 

Working agenda. An outline of the items to be 
discussed and the tasks to be accomplished dur- 
ing a meeting or discussion. (369) 

Working groups. Private groups in which mem- 
bers exert collective effort to achieve a shared 
goal. (363) 
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informative speaking and, 
283-286 
identification with, 305 
interest, 80-81 
key members of, 80 
knowledge, 80 
learning styles, 83-84 
listening styles, 29-32, 199 
logistics and, 94-95 
needs of, 169, 317-319 
opinions, 82-83 
participation and interest, 
211-215 
persuasion of, 311-319 
presentation aids and, 274-276 
question-and-answer sessions, 
351-354 
role in message, 13-14 
topic choice and, 72-73, 284 


stereotyping, 78 
welcoming, 345-346 
Audience analysis and adaptation, 
75-92 
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Leadership, group, 373-375 
Leadership style, 374 
Learning group, 363 
Learning styles, 83-84, 262 


Learning to Lead (Bennis and 
Goldsmith), 374 
Learn2 Web site, 297 
Lectern, 99, 225, 252, 254 
Leech, Thomas, 31, 94, 146, 298, 
362 
Length of presentation, 97-99, 
200 
Letterman, David, 211 
Lewinsky, Monica, 338 
Librarians, 120 
Library of Congress online, 122 
Library research, 118-121 
Library Spot Web site, 210 
Lighting, 95, 96 
Lincoln, Abraham, 168, 205, 
316 
Line graphs, 265, 266 
Listener bias, 33 
Listening, 28-40 
analytical, 30-31 
appreciative, 31 
comprehensive, 29 
and cultural differences, 38 
empathic, 29-30 
defined, 28 
golden rule of, 32, 33 
and intellectual development, 
37-38 
knowledge levels and, 26-28 
learning, 32-33 
paraphrasing, 35 
planning, 31 
poor habits of, 199 
questions for analysis, 30 
skills for, 33-36 
time spent, 28 
thought speed, 32 
types of, 29-32 
to your audience, 36-39 
Location, presentation, 47-48, 
95-97, 99-100 
Logical proof, 307, 308-309 
deductive logic, 308-309 
inductive logic, 309 
Logistics, 93-100 
as basic principle, 10 
defined, 94 
ethical decisions about, 193 
facilities, 95-97 
occasion and, 100-103 
organization and, 132 
site check, 47-48, 99-100 
size of audience, 94-95 
time and duration, 97-99 
see also Equipment 
Logos, 307, 308-309 
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Look and Listen techniques, 
85 

Lustig, Myron, 38, 78 

Lynch, Jerry, 51 


MacArthur, Douglas, 168 
Maintenance roles, 366, 367 
Malone, Karl, 102 
Manuals, 119 
Manuscript speaking, 202, 221-222 
Maps, 267 
Maps, mind, 146-148 
Mares, Joseph T., 283 
Marketing concepts, 316-319 
Maslow, Abraham, 318 
Maslow’s Hierarchy of Needs, 318, 
333 
Material, supporting. See Support- 
ing material 
Mayer, Lyle, 232, 234 
McBride, Dennis, 265 
McComb, James A., 285 
McCroskey, Jim, 42, 44 
McGuire, William, 313 
McLeod, Lewis A., 15 
McVeigh, Timothy, 138 
Me, My Friend, and You organiza- 
tional pattern, 355 
Media, visual, 268-269; see also 
Presentation aids 
Mediated presentations, 253-257 
online presentations, 256-257 
radio, 254-255 
television, 255-256 
videoconferences, 256 
videotape, 256 
Meetings, business, 368-370 
Memorized speaking, 222-223 
Memory Aids organizational pat- 
tern, 141-142, 296 
Menchu, Rigoberta, 185 
Message 
as basic principle, 12-14 
organization and, 130 
presentation aids and, 262, 
263-264, 268, 270 
previewing in introduction, 164 
structure of, 153-154 
Metacrawler, 122, 124 
Metaphors, 205 
Mfume, Kweisi, 188 
Microphone use, 235, 269 
Middel, Marcia, 52 
Mid-presentation adaptation, 
36-39, 89-90, 227-229 
Millard, Georganne, 89 
Miller, William, 122 





Mind mapping, 70, 147-148, 159 

Mind maps, 146-148 

Mini-presentations 

introductions as, 163-165 
conclusions as, 172-173 

Minutes of meeting, 370 

Mira, Thomas, 226, 250 

Mirror, practice with, 227 

Mispronunciations, common, 
241 

Mix-and-match speaking, 224 

Molloy, John T., 104 

Monotone, 237-238 

Monroe, Alan, 331 

Monroe’s Motivated Sequence, 
331-333 

Moore, Brooke Noel, 22 

Mother Teresa, 186 

Motive, occasion, 101 

Movement, 253 

Multicultural issues. See Cultural 
differences 

Multimedia presentation, 268, 
278; see also Presentation aids 

Mythos, 307, 310-311, 333-334 


Napier, Rodney, 373 

Narrative proof, 310-311, 333 

Narratives, 208 

National Communication Associ- 
ation (NCA) 

Credo for Ethical Communica- 
tion, 17-18, 190, 205, A24 
Web site, 18 

National Enquirer, 115 

National Newspaper Index, 120 

NCA. See National Communica- 
tion Association 

Nebergall, Robert, 314 

Needs, audience, 169, 317-319 

Need Step, 331 

Neutrality, audience, 305-307 

New Dress for Success (Molloy), 104 

NewsBank, 120 

Newspapers, 120 

Newsweek, 121 

New Yorker, 114 

New York Times, 4, 203, 206 

New York Times Almanac, 115 

New York Times Index, 120 

Nichols, Ralph, 32, 36 

Nichols, Terry, 138 

Nickell, Bill D., 67 

Noise, 15 

Nonverbal behavior, 35 

Noonan, Peggy, 4, 52, 55, 186, 
193, 200, 201, 251 


Norbeck, Tim, 90 
Notes, use of, 224-225 
Novel evidence, 326-327 


Objects, speaking on, 287-288 
Occasion, 100-103, 132, 168 
and audience expectations, 
102-103 
protocol, 103 
purpose of, 101-102 
Offensive humor, 210, 348-349 
“Off-the-cuff” speaking, 219-220 
Online presentations, 256-257 
Online research, 121-124 
credibility of, 122, 124 
documentation of, 124-125 
plagiarism and, 126 
see also Web sites 
Openness, need for, 319 
Opinions of audience, 81-82 
Optimum pitch, 237 
Oral style, 201-202 
personal pronouns, 203-204 
and persuasion, 332-333 
poetic language, 176 
speaking and writing, 7-8 
Organization, 129-144 
achieving, 131-135 
as basic principle, 11 
benefits of, 130-131 
central idea and, 134-135 
content and, 142-143 
creative, 159-160 
ethical decisions about, 194 
4Rs of, 133-134, 142 
key points and, 132-134, 141 
patterns of, 135-142 
vs. outlining, 142 
see also Organizational tools 
Organizational patterns, 135-142 
Better Plan, 329-330, 337 
Causes and Effects, 138-139, 296 
Comparison/Contrast, 140-141, 
296 
for impromptu speaking, 355 
for informative speaking, 
295-296 
matching to content, 142-143 
Me, My Friend, and You, 355 
Memory Aids, 141-142 
Monroe’s Motivated Sequence, 
331-333 
Overcoming Objections, 
330-331, 337 
Past, Present, Future, 355 
for persuasive speaking, 
328-334 


Problem/Cause/Solution, 
328-329 
Problem/Solution, 137, 296 
Space, 137, 296 
Stories and Examples, 139-140, 
333-334 
Time, 136-137, 296 
Topical, 135-136, 296 
tree outlines and, 149 
Yes/No: Here’s Why, 355 
Organizational tools, 145-161 
connectives, 155-158 
creativity and, 159-16 
formal outlines, 151-154 
mind maps, 70, 146-148, 159 
preliminary outlines, 146 
presentation outlines, 154-156 
techniques for shaping, 146-151 
tree outlines, 148-151 
Organization tree, 149-151 
Osborn, Michael, 310 
Osborn, Suzanne, 310 
Outlines, 146-155 
benefits of, 152-154 
formal, 151-154 
preliminary, 146 
presentation, 154-156 
principles of, 151-152 
tree, 148-151 
vs. organization, 142 
Overcoming Objections organiza- 
tional pattern, 330-331, 337 
Overhead transparencies, 268, 269 


Paguaga, John, 283 
Panel discussion, 361 
Parade Magazine, 121 
Paraphrasing, 35 
Parker, Richard, 22 
Participation, audience, 211-215 
Passion, and purpose, 323-324 
Passive verbs, 202 
Past, Present, Future organiza- 
tional pattern, 355 
Pathos, 307, 309-310, 333-334 
Patterns, organizational. See Orga- 
nizational patterns 
Paulson, Terry L., 63 
Pauses, 157, 356 
Pedersen, Douglas, 368 
People, informing about, 288-289 
Performance, 218-229 
as basic principle, 11 
decisions during, 227-229 
ethical decisions, 194-195 
defined, 218 
forms of delivery, 219-225 


in group discussions, 371-373 
physical delivery, 246-259 
practice and, 225-227 
presentation aids and, 260-280 
vocal delivery, 230-245 
Periodicals, 120 
Perlman, Alan M., 200 
Perret, Gene, 209, 351 
Perry, William, 27, 28 
Personal feelings, 175-176 
Personal inventory, 187, 189 
Personal link to audience, 169 
Personal pronouns, 203-204 
Personal proof, 310 
Persuasion, 301-321 
audience attitudes and, 
302-307 
defined, 302 
Elaboration Likelihood Model, 
311-313 
marketing principles in, 
316-319 
proof in, 307-311 
Social Judgment Theory, 
314-316 
theories of, 307-315 
Persuasive presentations, 332-340 
clarification of arguments, 
324-326 
evidence use, 326-328 
fallacies of argument, 337-338 
organization of, 328-334 
purpose of, 323-324 
purposeful persuasion in, 
323-328 
sample, A7-A10, A10-A13, 
A15-A18 
topic of, 69-70, 323-324 
vs. informative speaking, 
283-284 
Persuasive Stories organizational 
pattern, 333-334 
Petty, Richard, 311 
Phillips, Gerald, 368 
Phillips, Patricia, 160 
Photographs, 268 
Phrases, filler, 238-239 
Physical delivery, 246-259 
appearance, 103-107 
components of, 247-253 
eye contact, 247-249 
facial expression, 249-250 
gesture, 250-252 
good impression and, 247-253 
and lecterns, 254 
of media presentations, 
253-257 


movement, 253 
posture, 252-253 
see also Vocal delivery 
Physical demonstrations, 268 
Pie charts, 264-265 
Pike, Robert, 4, 7, 294 
Pitch, 236-238 
Place of presentation, 47-48, 
95-97, 99-100, 168 
Plagiarism, 125-126 
Podium, 99, 252, 253 
Poetic language, 176 
Pointer, 277 
Points, key. See Key points 
Policy questions, 326, 365 
Poll, 877212 
Poole, Katie Smith, 283 
Popper, Karl, 16 
Position in Space organizational 
pattern, 137, 296 
Post hoc, ergo propter hoc fallacy, 335 
Posture, 252-253 
Practice 
confidence and, 54-55 
methods, 225-227, 228 
“Preach to the choir,” 304 
Preliminary outlines, 146 
Prepackaged humor, 210, 350 
Preparation 
audience analysis, 75-89 
credibility and, 188 
determining purpose, 61-67 
determining topic, 61, 67-74 
dress and appearance, 103-107 
logistics, 93-100 
practice, 54-55, 225-227 
for questions, 351-352 
Presentation aids, 260-280 
benefits of, 261 
drawings, 266-267 
functions of, 261-263 
graphs, 265, 266 
handling, 273-278 
headlining, 264 
in introductions, 167 
maps, 267 
photographs, 268 
pie charts, 264-265 
projected vs. nonprojected, 
268-269 
selection of media for, 268-270 
tables, 266 
text charts, 265 
types of, 262-268 
visual design principles, 270-273 
Presentation anxiety, 42-46 
defined, 42-43 


methods for overcoming, 47-56 
relaxation techniques, 49-53 
sources of, 43-46 
Presentation confidence, 41-57 
cognitive restructuring and, 
51-52 
methods for achieving, 47-56 
relaxation techniques, 49-53 
sources of, 46-47 
systematic desensitization and, 
49-51 
visualization and, 52 
Presentation Design Book, The 
(Rabb), 266 
Presentation outlines, 154-156 
Presentations 
beginning, 163-172 
classroom, 68 
delivery of, 218-259 
ending, 172-179 
entertainment, 70, 348-351 
group, 359-376 
“how to do,” 289 
humorous, 70, 348-351 
impromptu, 354-357 
informative, 69, 282-300 
Internet, 256-257 
introductions, 342-345 
length of, 97-99, 200 
logistics of, 93-100 
mini, 163-165, 172-173 
mix-and-match, 224 
multimedia, 268-278 
online, 256-257 
organization of, 129-161 
persuasive, 69-70, 322-340 
purpose of, 61-67 
putting you in, 164, 187-189, 
203-204 
questions-and-answers, 
351-354 
special, 341-358 
supporting material for, 
110-128 
team, 362-364 
toasts, 346-347 
topic of, 67-74 
welcoming remarks, 345-346 
Presentations, special. See Special 
presentations 
Presentations for Decision Makers 
(Holcombe and Stein), 150 
Presentation software, 153, 268, 
271-273 
Presentation speaking, 2-20 
basic principles of, 10-11 
Dynamic Model of, 12-16 


effective, 16-18 
importance to employers, 6-7 
meaning of term, 3-S 
vs. public speaking, 5-7 
top-ranked skills for, 3 
vs. conversational speaking, 8 
Presenter . 
interviewing, 345 
introducing, 342-345 
Previewing message, 164-165 
Previews, internal, 157 
Primacy effect, 163 
Primary group, 363 
Primary source, 121 
Principles of speaking, 10-11 
Prism, 126 
Private practice, 226 
Private purpose, 63-65, 192, 283 
Probability, story, 208 
Problems, anticipating, 53-54, 153 
Problem/Cause/Solution organiza- 
tional pattern, 328-329 
Problem/Solution organizational 
pattern, 137, 296, 
Problem-Solving Agenda, 368-369 
Procedural knowledge, 27, 28 
Procedures, explaining, 289 
Processes, explaining, 292-293, 
296 
Projected media, 268-269 
Projection of voice, 234 
Projectors, 269 
Pronouns, personal, 203-204 
Pronunciation, 240-242 
common mispronunciations, 241 
Proof, 307-311 
defined, 307 
ethos (personal), 307, 310 
logos (logical), 307, 308-309 
mythos (narrative), 307, 
310-311, 333 
pathos (emotional), 307, 
309-310, 333-334 
Protocol rules, 103 
Public groups, 360-362 
Public purpose, 63-65, 192 
Public speaking vs. presentation 
speaking, 5-7 
Public Speaking Web site, 38 
Purpose, 61-74 
determination of, 10, 61-67 
ethical decisions about, 64, 192 
in informative speaking, 
283-284 
organization and, 131, 134 
in persuasive speaking, 323-324 
public vs. private, 63-65 


statement of, 66-67 
topic and, 61, 67-74 
Purpose statement, 66-67 


Q-and-A sessions, 351-354 
Qualifier, in arguments, 25-26 
Question-and-answer sessions, 
351-354 

Questions 

answering, 351-354 

asking audience, 212 

handling hostile, 353 

in introductions, 166-167 

rephrasing of, 353, 356 
Questions 

of conjecture, 325, 365 

of fact, 324-325, 365 

of policy, 326, 365 

of value, 325, 365 
Quotable Quotes Web site, 167 
Quotations, use of, 166, 174, 356 


Rabb, Margaret, 262, 266 
Racist jokes, 348-349 
Radio, 254-255 
Rainbow Coalition, 113, 176 
Rampulla, Leonard, 142 
Rate of speech, 236 
Reagan, Ronald, 4, 55, 186, 193, 
200, 208, 251 
Real-world speaking, 3-5 
Received knowledge, 27, 28, 38 
Receiver, 12-13 
Recency effect, 172 
Recognition Seeker, 372 
Reeve, Christopher, 61, 62 
Reference collection, 119-120 
Refer to the beginning, 177-178 
Reflective thinking process, 368 
Reich, Robert, 328 
Relaxation techniques, 49-53 
Relevance 
of information, 116 
of presentation aids, 272 
of purpose statement, 66-67 
Repetition of words, 199, 204-205 
Rephrasing the question, 353, 356 
Reporting information, 286-290, 
296 
Research 
on audience, 77-89 
defined, 116 
documentation of, 124-127 
electronic, 121-124 
interviews as, 123 
in libraries, 118-121 
online, 121-124 


personal, 117-118 

strategies for, 116-124 
Research-It! Web site, 121 
Reservation, in arguments, 25, 26 
Restructuring, cognitive, 51-52 
Reynolds, Gary, 191 
Rhetoric (Aristotle), 183, 307 
Richardson, Bill, 251 
Ridall, Glenn, Jr., 67 
Ridder, Anthony, 81 
Ringle, William, 271, 273 
Roles, group, 371-372 
Roosevelt, Franklin D., 169 
Rose, Mike, 54 
Rowan, Katherine, 286 
Rozakis, Laurie, 354 
Rule-breaking, 46, 54, 214, 215 
Run-on sentences, 239 
Ryan, Julie, 126 


Saralegui, Cristina, 219 

Satisfaction Step, 331, 332 

Say It with Power and Confidence 
(Collins), 165 

Schutz, William, 318 

Screen positioning, 97 

Scruggs, Jan, 141 

Search engines, 122 

Seating arrangements, 95, 96 

Secondary source, 121 

Secrets of informative speaking, 
296-299 

Secrets of Power Presentations (Ca- 
reer Press), 7 

Secrets of Successful Speakers (Wal- 
ters), 48, 63 

Selected instances fallacy, 
336-337 

Self-effacing humor, 211 

Self-Help group, 363 

Sensory image, 297-298 

Sentence outlines, 154-155 

Sentences 

run-on, 239 
short, 201-202 

Sequence in Time organizational 
pattern, 136-137, 296 

Service group, 363 

Sexist jokes, 348-349 

Sherif, Carolyn, 314 

Sherif, Muzafer, 314 

Signposts, 158 

Similes, 205 

Simple words, 201 

Simplifying topics, 297 

Simply Speaking (Noonan), 4, 5S, 
200 


Simpson, Herb, A1S—A18 
Simpson, O.J., 176 
Simpson, Rob, 212, 283 
Site, 47-48, 95-97, 99-100 
Situation-specific introductory 
methods, 167-170 
Size of audience, 94-95 
Skills 
defined, 17 
listening, 33-36 
top-ranked speaking, 3-5 
Slan, Joanna, 206 
Slides, 268-269, 271-273 
Slogans, 316-317 
Small-group communication, 360, 
364-373 
Smiling, 250 
Social group, 363 
Social Judgment Theory, 314-316, 
319 
Software, 153, 268, 271-273 
Software slides, 268-269, 271-273 
Souls of Black Folk, The (DuBois), 
203 
Sound, 95, 96-97, 205 
Source of message, 12 
Sources 
documentation of, 124-127 
electronic, 121-124 
interviews, 123 
library, 118-121 
online, 121-124 
primary vs. secondary, 121 
research strategies, 116-124 
validity tests of, 114-116, 122, 
124 
see also Information 
Space organizational pattern, 137, 
296 
Speaker 
choice of, 102 
dress and appearance of, 
103-107 
dynamic, 185-187 
effectiveness, 16-18 
organization by, 130 
voice of, 231-243 
Speaker credibility, 182-196 
as basic principle, 11 
character, 183-184 
charisma, 183, 184-185, 187 
competence, 183, 185-187 
components of, 183-187 
defined, 183 
developing, 187-190 
ethics and, 191-195 
ethos and, 183 


eye contact and, 247-248 
good audiences and, 195 
of group members, 370-371 
in informative speaking, 
285-286 
organization and, 130 
Speaking 
correctness of, 239-243 
conversational, 8 
extemporaneous, 220-221 
impromptu, 219-220, 354-357 
manuscript, 202, 221-222 
memorized, 222-223 
“off-the-cuff,” 219-220 
persuasive, 332-340 
principles of, 10-11 
private vs. public, 5—7 
purpose of, 10 
real-world, 3-5 
vs. presentations, 283-284 
vs. writing, 7-8, 10 
Speaking skills, 3-5 
Speaking Your Way to the Top 
(Brody), 352, 362 
Speak Smart (Mira), 226, 250 
Special presentations, 341-358 
forms of, 342 
humorous speaking, 348-351 
impromptu speaking, 354-357 
introductions, 342-345 
question-and-answer sessions, 
351-354 
sample, A13-A15, A18-A23 
toasts, 346-347 
welcoming remarks, 345-346 
Spotlight, fear of, 44-45 
Srague, Karl, 224 
Standard American English, 231, 
242-243 
Standard Problem-Solving 
Agenda, 368-369 
Starosta, William, 249 
Statistics 
as dramatic evidence, 328 
in introductions, 166 
as supporting material, 112, 296 
validity of, 116 
Stein, Judith, 150 
Stereotypes, 78 
Stocker, Harold, 15 
Stories 
defined, 207 
fidelity of, 208 
and mythos, 310-311, 333-334 
as narrative, 208 
and persuasion, 310-311, 
333-334 
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power of, 206 
probability of, 208 
telling, 206-207 
use of, 114, 139-140, 174-175, 
206-208, 296 
Stories and Examples organiza- 
tional pattern, 139-140, 296 
Story fidelity, 208 
Story probability, 208 
Storytelling, 206-208 
Strategies, defined, 17 
Structure, message, 153-154 
Stuart, Christina, 85, 254-255 
Study Web site, 68 
Subjective knowledge, 27, 28 
Subpoints, 152, 153 
Successful Presentations for Dum- 
mies (Kushner), 225, 227 
Sullivan, Anne, 177 
Sullivan, John, 202, 209, A4—A7 
Summaries 
as conclusions, 174 
internal, 157 
Supporting material, 110-128 
defined, 111 
documentation of, 124-127 
for informative speaking, 
295-296 
outlines and, 153 
research strategies, 116-124 
tests of, 114-116, 122, 124 
types of, 111-114 
varying, 114 
see also Information; Sources 
Supreme Court, 203 
Survey of real-world speakers, 
3-4 
Surveys of audience, 86 
Symposium, 361 
Systematic desensitization, 49-51 


Tables, 266 
Tape, practice on, 226-227 
Targeting, 76, 307 
Task roles, 366, 367 
Team presentations, 362-364 
TechEdge: Using Computers to Pre- 
sent and Persuade (Ringle), 271 
TelePrompTer, 255 
Television 
attention span and, 199 
camera and you, 255 
Telling vs. asking, 284, 295 
Ten Commandments, 160 
Tension-reducing techniques, 
49-53 
Tersity, visual, 271 


Testimony, 112, 296 
Tests, of supporting material, 
114-116, 122, 124 
Text charts, 265 
Theories, defined, 16-17 
They Shoot Managers, Don’t They? 
(Paulson), 63 
Thinking 
categories of, 26-28 
creative, 159-160 
critical, 22-28 
see also Critical thinking 
Thompson, Tommy G., 54 
Thought speed, 32, 356 
3M Meeting Network Web site, 365 
Time management, 355-357 
Time organizational pattern, 
136-137, 296 
Time of presentation, 97-99 
Toastmaster, 4, 347 
Toasts, 346-347 
guidelines for, 347 
principles, 347 
Topic, 67-74 
choice of, 48, 68-73 
for classroom speaking, 68 
defined, 67 
for entertainment speaking, 70 
for informative speaking, 69, 
283-284, 287 
narrowing, 73, 297 
for persuasive speaking, 69-70, 
283-284, 323-324 
presentation type and, 69-70 
purpose and, 61-67 
Topical organizational pattern, 
135-136, 296 
Topic-specific introductory meth- 
ods, 165-167 
Toulmin, Stephen, 23, 308 
Toulmin model of argument, 
23-26, 31, 40, 308 
Towe, Lee, 159, 160 
Transitions, 157-158 
Transparencies, overhead, 268, 269 
Tree outlines, 148-151 
Truman, Harry S., 168 
Trust, 374-375 
Twain, Mark, 48, 201 
Typefaces, in visuals, 272 


Unknown, fear of, 44 

USA Today, 121 

Uses of Argument, The (Toulmin), 23 

Using Humor for Effective Business 
Speaking (Perret), 208, 351 

Using Stories and Humor (Slan), 206 


Validity, 114-116 

defined, 114-115 

of online sources, 122, 124 

tests for arguments, 338 
Value questions, 325, 365 
Value step, 285 
Vargas, Rosa, 364 
Verbs, 202 
Victory by definition fallacy, 338 
Videocassettes, 268, 269 
Videoconferences, 256 
Videotape, 227, 228, 256 
Virginian-Pilot, 213 
Visual design principles, 270-273 
Visualization Step, 331, 332 
Visualization, 52, 258 
Visuals, 270-273 

colors, 272 

graphics, 272-273 

message and, 271 

design principles, 270-273 

six-by-six rule, 271 

typefaces, 272 

see also Presentation aids 
Vocal delivery, 230-245 

accents and dialects, 242-243 

articulation, 240 

clarity and correctness, 239-243 

effective speaking voice, 

231-239 

pronunciation, 240-242 
Voice, 231-243 

breath control, 232-233 

fluency, 238-239 

inflection, 237 

mechanism of, 231 

pitch, 236-238 

projection, 234 

rate, 236 

shaking, 237 

volume, 232, 233-236 
Volume of voice, 232, 233-236 
Volunteers, audience, 213-214 
Voss, Janice, 256 


Waldrop, M. Mitchell, 293 
Wall Street Journal, 115 
Walters, Lilly, 48, 63 
Walton, Douglas, 337 
Wardrobe guidelines, 104-106 
Warrant, 24, 25, 26 
Washington Post, 106 
Washington Post Index, 120 
Washington, George, 310 
Web sites 

Adbusters, 335 

American Public Address, 154 


ClipArt, 273 
Gallup Organization, 87 
Houghton Mifflin’s Public 
Speaking, 38 
Intellectual Capital, 308 
Learn2, 297 
Library Spot, 210 
National Communication Asso- 
ciation, 18 
Quotable Quotes, 167 
Research-It!, 121 
Study Web, 68 
3M Meeting Network, 365 
see also World Wide Web 
Welcoming remarks, 345-346 
guidelines for, 346 
principles, 345-346 
White board, 268 
Wilkinson, Beth, 138 
Wolf, Deanna, 283 


Wolpe, Joseph, 50 
Wood, Julia, 368 
Word-for-word manuscript, 222 
Words, 201-205 
active, 202 
choice of, 153 
filler, 333 
matching to audience, 202- 
203 
memorable, 204-205 
personal pronouns, 203-204 
repetition of, 199, 204-205 
simple, 201 
Working agenda, 369-370 
Working groups, 363 
Working in Groups (Engleberg and 
Wynn), 28 
World Almanac, The, 115 
World Wide Web (WWW) 
credibility of sources, 122, 124 


plagiarism and, 126 

research on, 121-124 

see also Web sites 
Writing, vs. speaking, 7-8, 10 
WWW. See World Wide Web 
Wynn, Dianna, 28 


Yahoo!, 122 

Yearbooks, 119 

Yes/No: Here’s Why organiza- 
tional pattern, 355 

You, in your presentation, 164, 
187-189, 203-204 

You Are the Message: Secrets of the 
Master Communicators (Ailes), 
190-191 


Zelazny, Gene, 264 
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